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EWS about prices makes front page newspaper 
features today. Food prices held the spotlight going 
up, and do now as they are coming down. Prices 
also are the subject of conversation wherever people are 
gathered. As this is written, Henry Ford 2d announces a 
reduction in prices on Ford cars ranging from $15 to $50. 
These Ford reductions are not very great in percentage ; the 
first three reductions reported by United Press amount 
to 2.23%, 4.13%, and 3.94%. But the action of such 
an important producer in the durable goods field is bound 
more than ever to direct attention to the price question 
and influence the customer’s point of view. 

Prices have a direct bearing on the extent and duration 
of our present market situation in which the supply of 
appliances is short of the visible demand. For the long 
pull the price question should be faced squarely by this 
industry. It is especially important that all of our people 
who actually are in contact with the consumer get the 
right idea on price and its relation to the product they 
are selling. If they are infected with the idea that prices 
are too high, that they are being arbitrarily raised and 
easily credit the loose talk that price changes engender, 
they can do a lot of harm. If, on the other hand, thev 
are able to talk sense about prices to their prospects and 
customers, much good will result. 


N THE first place it should be recognized that manu- 
facturers generally in the appliance field are showing 
great restraint in their pricing. Their costs are up because 
wages are up. Our manufacturers in turn buy from hun- 
dreds of makers of components, essential parts that enter 
into the final product, and prices on these have increased 
because of rising costs. 

There cannot be any reduction permitted in the quality 
and value of all the innumerable parts that enter into a 
major appliance. Standards are being maintained, and 
the total value is raised and not lowered. Durability, ease 
of operation, freedom from failure, characterize the goods 
our dealers sell. This must be so. It can only be obtained 
through the high standards of material and manufacture 
that have always characterized this business. 

The chief thing about prices that must be kept in 
mind and interpreted to the user is price in relation to 
what the customer gets. Any price is too high for shoddy 
merchandise of short life and unsatisfactory performance. 
A fair price in relation to production and distribution cost 
is always justified by the life and performance our products 
offer. As was pointed out in this magazine last month, 
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price changes have been moderate when compared with 
the improvement in the products and changes in capaci- 
ties, of refrigerators for instance, and added value and 
features in so many appliances being produced today. 

During the ten years of 1930 to 1940 there was a pretty 
steady reduction in appliance prices. This reduction was 
highly dramatic in some major products, refrigerators 
conspicuously. As prices stabilize during 1947 on a gen- 
erally higher level than pre-war, they will still be low in 
relation to the value offered and in relation to the income 
of the buyer. Higher general income means higher gen- 
eral prices inevitably. This cannot be avoided even with 
increased production and such manufacturing economies 
as will in time be achieved. Let’s get this all firmly in 
our minds and it will be easier to convince the buyer who 
remembers away-back-when. 

This matter of selling the price and convincing the cus- 
tomer that the price is right will for a time take its place 
in importance with selling the customer that the product 
is right. 


ANY business forecasts deal with the shift of buy- 

ing, in 1947, away from many of the things that 

have been adding up to huge retail totals in the past few 

years, and into durable goods—into our goods, in other 
words, as well as into automobiles and homes. 

The shift is not going to take place, however, without 
some lively competition on the part of the soft goods 
merchandisers, who are naturally going to defend their 
position and hold as much as possible of the good business 
they have been enjoying. This was neatly put by one 
of the speakers at the NRDGA Convention, who pointed 
out that “a woman cannot wear a washing machine in the 
Easter Parade or carry a new refrigerator in lieu of a 
handbag.” He continued, “If I give the customer more 
dollars worth than the next fellow, whether he is a ready- 
to-wear merchant or an appliance dealer, I will do all 
right.” This sensible man further observed, “It is an old 
axiom that the customer soon forgets what she paid but 
always remembers where she bought.” Appliance dealers 
and salesmen could well make a slight revision in the 
first two of these statements and apply them to their 


own business. 
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° S FIRSI To measure the foresight of any manufacturer, take 
’ FARSI thing a hindsight at its record of progress. In household 
\t S e refrigeration, for example, the impressive list of 
Westinghous FIRSTS indicates clearly the progressive spirit of 
al dard household Westinghouse. 
for stas neat ous. Wes But FIRSTS mean nothing unless they’re also 
still rating our efforts BESTS ... not passing fancies, not tricky innova- 
ad first. tions, but sound, basic improvements. You'll find ail 


Westinghouse “FIRSTS” in use today, still giving | 
better performance, more user convenience, greater 
customer satisfaction. 
° Look forward with Westinghouse . . . real FIRSTS Fis 
coming for profitable sales. to | 
fos 
soon WESTINGHOUSE ELECTRIC CORPORATION | 
r= Appliance Division * Mansfield, Ohio 


Plants in 25 Cities + Offices Everywhere 











TUNE IN Ted Malone, Monday, Wednesday, Friday, 11:45 A. M., E.S.T., 
American Broadcasting Company Network 
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FIRST... FIRST... FIRST... FIRST... 
with all-steel, ““wrap-around” cabi- fo successfully use safe Freon-12 in with a complete line, all with her- with automatic stop-start motor over- 
net construction. @ sealed unit. metically-sealed systems. . lead protection. 


‘tate, Ee — 
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FIRST... FIRST... FIRST... FIRST... 
with faster freezing, all metal, ‘‘easy with determined compartment tem- with Freon-12 impedant tube, thus to provide both ‘‘Economy’’ and 
k out” ice trays. peratures under all conditions. eliminating troublesome parts. “Vacation” temperature settings. 
iKe 
»Id 
of 
of 
lso 
va- i 4 
all : 
ing 
ter 
Beenie. 
TS Fi 
RST... FIRST... FIRST... FIRST... 
to provide continuous operation for with proper place and accommoda- with glass-topped Humidrawer for with “‘box-type’’ door design and effi- 
>N faster freezing. tion for ideal meat storage. crisp fruit and vegetable storage. cient, molded plastic inner door panel. 








Every howe needs Nestinghouse tit tat tint 
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KORD Electric Stove . . . the electric 
stove with the easily cleaned drip tray, an 
exclusive, patent pending feature. Con- 
venient, highly practical and beautifully de- 
signed. Finished in white baked enamel, 
black wrinkle or chrome. Equipped with 8 
feet of U. L. approved cord, it will plug 
into any handy outlet. So attractive it may 
be used right in the dining room. 


KORD Fan Heater... a compact, light weight 
heater of a hundred uses. Equipped with 8 feet 
of U. L. approved cord it can be easily moved 
about to where it is needed. Beautifully finished 
in tani or ivory wrinkle, it makes an unusual gift 
item as well as a practical household convenience. 
Ideal for quickly warming a room or garage, dry- 
ing hair or personal laundry. 


KORD Electric Products Sell Themselves 


Their finished beauty is second only to their practical 
value. A touch of the switch produces instant heat . . . 
there's no waiting warm-up period. KORD MEANS 
HEAT WHERE IT'S WANTED, WHEN IT'S WANTED, 
sturdy construction assures lasting durability. 


KORD Accessories Become Household Necessities 
Add these KORD quality products to your line 
and watch for new ones coming out soon 


MT. VERNON, NEW YORK 


ne mf 
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Were UMunsKtg the beauly / AND YOU'RE INVITED! 


SO DON’T MISS THE BIGGEST DATE IN YOUR LIFE!“ 


3 Coast to coast... beginning in February ... Eureka 


dealers are going to meet up with the eye-opener of 
1947. What models! What a program! 

Eureka’s new line and aggressive Product and 
Merchandising Program brought those who caught 
the Chicago Show right up on their feet! 

Make no mistake! Eureka is set to go in 1947. It 
has the models. It has the merchandising. And the 





exclusive Eureka “Tailored Market” Coverage Plan 
gives every Eureka dealer a franchise that’s designed 
with one—and only one—aim. To sell in volume for 
big profits. 

But we say—‘“Seeing’s believing!” So come see 
for yourself at your Eureka Meeting. Get all the 
facts: Then add them up! And you'll say, “It’s Eureka 
for '47!" We're looking forward to seeing you then. 


EUREKA WILLIAMS CORPORATION 
+ 1 e E # fe PRODUCTS cureka pivision - DETROIT, MICH. - BLOOMINGTON, ILL. 
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‘Emerson 


WORLD’S SMALLEST, 
“POWER-PACKED” AC-DC 
SU PERHETERODYNE 


Emerson Radio has done it again! FIRST-and- 
smallest — with modern engineering to utilize war- 
born developments of miniature tubes! FIRST to 
compose the latest and most efficient electronic devel- 
opments in light “palm-of-your-hand” AC-DC Super- 
heterodyne radio with super power. 
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Consider the tube complement alone! 1 type 
12BE6, 1 type 12BA6, 1 type 12AT6, 1 type 50B5, 
1 rectifier 35W4. Wide range of colors available. 


Here is merchandising NEWS —here is a compact, 
beautiful, lightweight little set that EVERYONE 
will want, regardless of how many other sets they 
may have—for any room in the house, for traveling, 
for a gift—and ONLY 


BACKED BY A NATIONWIDE 


Model 540 95 
PROMOTION CAMPAIGN WALNUT 


es . , PLASTIC 
Nationally — locally — and at point-of-sale — the 


advertising and sales promotion of the “Miniature 
Miracle” is as outstanding as the set itself. Tie in Ask Your Emerson Radio Distributor 


with this business- building drive. Make it your Demand for Emerson Radio Model 540 is skyrocket- 
PROMOTION LEADER for 1947. ing. Telephone or wire your Emerson distributor now. 





EMERSON RADIO AND PHONOGRAPH CORPORATION e NEW YORK II, N. Y. 
W orld’s Largest Maker of Small Radio 
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“BLINKING” EVE 


Gels 


FILTER 
Ql, 






EXCEPTIONALLY 
QUIET, POWERFUL 
MOTOR REQUIRES 

NO OILING 





SANITARY, A‘ ETAL 
DUST CONTAINER 
EMPTIES LIKE 
A WASTEBASKET 





MeL ere ie 


This spectacular demonstration depart- 
ment is just what you need to get the 
lion’s share of the vacuum cleaner 


(ee: 


business in your community. 


Completely wired for light, action and 
plug-in outlets, this new FILTER QUEEN 
department attracts store traffic...does a 
terrific selling job...makes demonstrating 
quick and easy. 





COME IN TO SEE US 
WHEN IN CHICAGO 
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for permanent use 


Sturdily constructed for permanent use yet 
it can be put together in 15 minutes without 
tools. Takes up only 9 sq. ft. of floor space. 
Here is your chance to get into the vacuum 
cleaner business with both feet. Get this beau- 
tiful “department” that sparks up your store... 
stimulates your salesmen . . . shows prospects 


you specialize in ““The World’s Finest Vacuum 


Cleaner.” Write your distributor, today. 





FILTER QUEEN 


Division of Health-Mor, Inc., 


203 N. WABASH AVE., CHICAGO 1, ILL. 
In Canada: Walters Appliances Limited, 

57 Bloor a Meet C 

port Agency: A. J. Alsdorf Co., 

221 No. LaSalle St., Chicago 
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with Suun-Keaft Dual Ray 


PAT. AND 
PAT. PEND. 











and Saa-Keaft J. 


The same inspiration that created the famous 
Model A-1 Sun-Kraft Quartz Ultraviolet Ray Lamp 
is responsible for Sun-Kraft Dual Ray and 
Sun-Kraft Jr... .and again the amazing Sun-Kraft 
principle of generating ultraviolet rays in a burn- 
out-proof quartz tube is employed. 


Sun-Kraft Dual Ray emits cold ultraviolet rays or 
infra-red heat rays . . . or both combined. Both the 
ultraviolet and infra-red tubes are housed in the 
same reflector. 


Sun-Kraft Jr. is a portable ultraviolet ray lamp... 
designed for modern living . . : for homemakers and 
globe-trotters . . . can be stored in dresser drawer or 
suitcase. 


Thousands of satisfied users recognize Sun-Kraft’s 
Model A-1 as the most efficient ultraviolet ray lamp 
on the market . . . follow this trend of consumer 
preference .. . chalk up extra sales volume... be the 
first in your district to feature Sun-Kraft Dual Ray 
and Sun-Kraft Jr. 


“Sun-Kraft” T. M. Reg. U. S. Pat. Off. 


SOLD AT BETTER STORES EVERYWHERE 


-Keaft. Ine. 





215 WEST SUPERIOR STREET, CHICAGO 10, ILLINOIS «+ NEW YORK e SAN FRANCISCO 
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Cross-section of crew 
* reflector showing separate’ 
vitraviolet ond infra-red 









ray tubes 











FEATURES OF 
SUN-KRAFT DUAL RAY 


@ Quartz ultraviolet ray tube 
guaranteed never to burn out! 


@ infra-red element which is housed 
in separate quartz tubing in 
same reflector guaranteed for 
one year. 


@ Built-in automatic timer. 


@ Separate on-and-off switches 
forinfra-red and ultraviolet rays. 


@ Bakelite handle and knob on 
reflector. 


@ Automatic neon light indicates 
that infra-red rays are turned on. 


@ Operates on AC or DC current. 


@ Uses 85 watts for infra-red—35 
for ultraviolet rays. 


To Retail for 


$8950 


Complete with carrying case and goggles 




















CLOSED VIEW 





FEATURES OF 
SUN-KRAFT JR. 


@ Quartz ultraviolet ray tube 
gvaranteed never to burn out! 


@ Built-in automatic timer. 


@ Removable reflector for use as 
hand instrument. 


@ Uses 25 watts. 
@ Operates on AC or DC current. 


@ Weighs approximately six Ibs. 


To Retail for 


$4.950 


Goggles included 
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Heaters and fans have their seasons—but 
not Season-Arr. This revolutionary 
room-conditioner—heater and fan com- 
bined in one compact appliance—is a best- 
seller in any weather. 

With its smart good looks and appeal- 
ing low price, SEASON-AIR rings the 
bell for steady profits all year round. 

We’re shipping SEASON-AIR in greater 
volume every week, opening new terri- 
tories as fast as increasing production 
permits. Keep in touch with your distrib- 
utor and be first in your trade area to 
show this all-season profit-maker. G-M 





\ 


Laboratories Inc., 4292 N. Knox Ave., 
Chicago 41, II. 


BEAUTY... Handsome crackle finish e Chrome 
heater grill e Modern-design fan blades 
e Separate fan guard. 


STABILITY ... Sturdy all-metal construction 
e 7\%-inch base e Finest materials and 
workmanship. 

UTILITY. . . For winter, a 1320-watt forced 
air heater e For summer, a 10-inch fan 
with air displacement of 500 cu. ft. per 
minute. 

ECONOMY... Heater and fan COMBINED 
for one low price. 


From heater to fan in 29 seconds...simply remove heater housing 


COS OVW ONL 
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The New 
BLACKSTONE AUTOMATIC WASHER 
(2a model of 
PRECISION MANUFACTURE 

















= 
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@ Good design is imperative in any home 
appliance. But the functional performance 
of even a well-designed product requires 
something more ... practical manufacture 
to precise specifications on a production 
basis. Blackstone, with longer washer-build- 
ing experience than any manufacturer in 
the world, has a real advantage on both 
counts. Among Blackstone craftsmen, you 
find a “know-how” born of long specializa- 
tion... and in the modern Blackstone plant, 
the tools and machines that make precision 
the accepted rule rather than an occasional 
achievement. 


BLACKSTONE CORPORATION, JAMESTOWN, N. Y. 





a) \ 
MMV / = WRINGER WASHERS = PORTABLE IRONERS » CABINET 
| | — | IRONERS + AUTOMATIC WASHERS » AUTOMATIC DRYERS 
AND THE BLACKSTONE (Zovsclcra cou LAUNDRY 
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Rural Dealers 
Advertisers 


Rural electrical dealers know this. Asked what rural magazine would 
be most effective, from an advertising standpoint, in helping them 
sell their prospects 


they chose Country Gentleman better than 2’ to 1 


=. Ss & 


Advertisers know this. They invest more advertising dollars in Country 
Gentleman than in any other farm magazine. 
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a BEEN a wild Ist Act for radio retailers, 
plagued by a combination of delivery de- 
lays and the clamor of a radio-hungry public. 


But now the curtain is down on Act I—when 
‘selling radios was largely a matter of getting 
enough recognized radios to keep anywhere 
near even with demand. 


Will increased production straighten out 
these troubles in Act IT, or are you in for the 
madhouse of disguised discounts, slug-fests of 
price cutting, and the chaos of dumping? Will 
you be swamped with super-super promotions 
stacked precariously on top of last week’s super 
promotion? 


No predicting if the old dog-eat-dog days 
will return—or when—but for Sparton dealers 
it’s definite. These practises are completely out. 


Sparton dealers can enjoy the show—pro- 
tected by S.C.M.P.*—despite any general re- 
turn of old distribution bugaboos. 





Full production is under way in Sparton’s 
big plants. And what a job Sparton craftsmen 
are doing! Never were radios and combina- 
tions more beautifully cabineted. Listen to a 
Sparton and you'll know these models merit 
the expression, “Radio’s richest voice since 
1926!” 

And never before was such value offered to 
the public. Through the extra-efficiency of 
S.C.M.P.*, the beautiful new Spartons sell 
profitably at prices that compete with mail 
order house competition. 

How can it be done? 

Under S.C.M.P.* there is one, exclusive Spar- 
ton dealer in each area. Direct factory-to-dealer 
shipment brings the cost of distribution down 
to earth. All Sparton national advertising 
reaching an area works exclusively for the one 
Sparton dealer. See how it all adds up? 

It pays to be a Sparton dealer! 

THE SPARKS-WITHINGTON CO., JACKSON, MICH. 
Radio and Appliance Division— Plant 5 


Radio’s Richest Voice Since 1926 
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parlor 


in each community 


Check These 


Profit-Increasing Features 


One exclusive dealer in each area 
Direct factory-to-dealer shipment 
Low consumer prices 
National advertising 


Factory prepared and distributed 
promotion helps 


Seasonal promotions 
Uniform retail prices 


Products etyled by outstanding 


designers 








SPARTON CO-OPERATIVE MERCHANDISING PLAN. A proven exclusive 
s a € a @ method of profitably retailing radios and home appliances that has been 


and is being advertised regularly to consumers in leading magazines. 
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8 MILLION 
FRIGIDAIRES 


Frigidaire has built and sold 
over 8 million refrigerators since 
moving to its plants at Dayton, Ohio, in 1921. 
This record of buying preference has earned 
Frigidaire the title... 
AMERICA’S FAVORITE REFRIGERATOR 


Devend on 


| FRIGIOAIRE 
to do things RIGHT. ‘/ 
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‘Gwan-who needs salesmanship! 


Everybody knows that today it’s so easy to sell quality ix#volume, you'll find that the more features you know and 
appliances, you hardly have time to wrap them up. Sales- show, the more appliances you'll sell. Suppose you’re dem- 
manship is out of style. But when appliances come back onstrating the Manning-Bowman Long-Last Percolator... 





Rap it with your knuckles. Suggest : Show its capacity. “Tt makes eight Talk safety. “If you forget this per- 

“Want an unbreakable coffee % cups of coffee—has a dripless spout colator, built-in current breaker 
¢ maker? This.is for you. All metal— @ for easy pouring. Note the chro- J} ¢@ shuts it off, prevents over-heating. 

can’t chip or crack—built to last!” mium finish, inside and out?’ Handle is fully ingiflated; too?’ 


: Manning Bowman Means Best 


Manning, Bowman & Co., Meriden, Connecticut. In Canada: Manning, Bowman & Co. (Canada) Ltd., Oakville, Ont. 
Makers of M-B quality Toasters, Percolators, Broilers, Irons, Automatic Grills, and Waffle Bakers. 


THE LINE THAT'S ALWAYS IN DEMAND 
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ow are protected by 
Zenith’s policy of 


RADIONICS 
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The Zenith Franchise Permits You To Make Your Own 
Choice Of Items In Other Lines 


You need not stock items of unproved merit and acceptance in order to get 


TN 


the Zenith franchise. You are free to select the leading brands you want in 
other lines to “team up” with Zenith radios. That is why the Zenith franchise 


is the radio dealer’s “Declaration of Independence?’ 


Zenith’s “Radionics Exclusively” Policy Results In 
Outstanding Features That Make Sales 

This concentration of effort on Radionics is one of the reasons why so many 
| really important sales and demonstration features have come from the Zenith 
| laboratories . . . The New Way to Play Records with the Cobra Tone Arm, 
for example. It is one of the reasons why Zenith is “Always A Year Ahead” 








ZENITH RADIO CORPORATION CHICAGO 39, ILLINOIS 


30 Years of Radionics Exclusively 
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Commercial Credit service is well known to millions of 
time buyers. In many cases your future customers will 
be old friends of ours. Our experienced organization 
can handle all credits and collections to assure you their 


GOOD WILL. 


Some financing institutions attract business by offering 
a low purchaser rate. In such cases, some of the functions 
necessary to insure good service, must be performed by 
the dealer at his own expense... out of his merchandise 
profit. In contrast, Commercial provides full protection 


of the dealer’s profit at the LQWEST POSSIBLE 
COST. 


Commercial Credit service is geared up to obtain all 
necessary credit information without customer annoy- 
ance and to give credit decisions without delay. Our 
liberal credit attitude will enable you to make more 


sales . . . and more profits through our 


EFFICIENT CREDIT SERVICE. 


A very high ratio of prompt monthly payments is 
regularly maintained. But when past due accounts 
show up, they are smoothly and courteously handled, 
initially by mail and if necessary, followed up by skill- 
ful and diplomatic adjusters. Complete cooperation, 
with monthly statements on past due accounts, 


results in the most EFFECTIVE COLLECTION 
SERVICE. 


Whichever of the 5 STAR plans you elect to use, you 
can be sure it will not be encumbered by red tape or 
hard and fast rules. Where any situation requires modi- 
fications, they are promptly and smoothly worked out. 
Intelligent cooperation by your Commercial Credit 


representative results in maximum FLEXIBILITY. 


COMMERCIAL CREDIT CORPORATION 


BALTIMORE, MARYLAND 
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HOW TO INCREASE PROFITS 300% 
_.. SEND FOR FREE DISPLAY MATERIAL 


This simple, quickly arranged display will treble your sales and profits on Gem T be p A Y ' 
Dandy Electric Butter Churn. Profit per unit is big enough to deserve your best display space. Dealers 
ysing this display in window or store report increased sales averaging more than 300%. Prove it to your- 


self. Mail coupon today for our package of display material sent free to dealers handling Gem Dandy 
Electric Churn. Mail that coupon right now! 





NATIONALLY ADVERTISED 
BIG PROFITS 


Gem Dandy is the world’s largest selling electric 
churn. Our national advertising in leading farm 
magazines reaches a rural readership of 28,000,000. 


This nation-wide advertising is spearheaded by big, 
colorful page advertisements in FARM JOURNAL 
and THE PROGRESSIVE FARMER. Dealers who 
tie-in with this powerful advertising by displaying 
Gem Dandy Electric Churn say, “It sells like hot 
cakes.” Remember the profit per unit is big enough 
to deserve your bes. display space. Figure it out for 
yourself. 


DELUXE MODEL RETAIL PRICE $1995 


Recommended Dealer’s Cost $12.49 


STANDARD MODEL RETAIL PRICE 4 | 695 


Recommended Dealer’s Cost $11.02 


Gem Dandy Electric Churns are 
adjustable to fit crock or jar up to 
6 gals. Gem Dandy Duraglas jars, 
made especially for use with Gem 
Dandy Electric Churns, are sold 
separately. 3-gal. list $1.95. 5-gal. 
list $2.45. 


Get set for a big Gem Dandy year. Order Gem 
Dandy Electric Churns and Gem Dandy Duraglas 


Jars from your distributor today. Mail coupon direct 
to us for free display material. 


ALABAMA MANUFACTURING CO. 
Birmingham 3, Ala. 


MAIL COUPON TODAY! 
FREE! 


ALABAMA MANUFACTURING CO., 
Birmingham 3, Alabama. 





Gentlemen: Please ship today your free package of 
Gem Dandy display material. We will use it. 





Name 


2 our or 3 ETE: SAGES: 


My distributor is: 


BUY GEM DANDY Name 


WORLD’S LARGEST SELLING ELECTRIC CHURN EM. 
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When a woman 44 2b al how... 



















<qunt O8 A REFUND o> 


F comstieel by © 
Good Housekeeping 
Ua Yop .y 


Thit teak it ker green bight” lr go ahead and buy 


Women KNOW that the Good Housekeeping Guaranty Seal 
represents the quality and value they want in merchandise. 















MERI Lee eee 


’ A recent survey by Crossley, famous research authority, proves 
that women regard this seal more highly than any other product 
endorsement. 


Their confidence is well founded. 


For every product which bears the seal is backed by Good 
Housekeeping’s own money-back guarantee. 


A special pledge on page 6 in every issue of Good Housekeep- 
ing extends this guarantee to every product and service adver- 
tised in its pages. 


Women know we give this seal to no one. The product that 
has it, earns it. 


hood llousekeeping re een 
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Dealers everywhere are sensing the high pitch of consumer interest in the ranks of 
home-makers, for the new Silex Duolectric* Steam Iron has gone to work . . . guided by 
hands that would vie with professionals . .. to cut ironing day in half. This customer 
Y excitement is reflected in increasing demand ... always the dominant factor in the 
creation of more sales . . . more profits. And these profits will pyramid . . . for only the 

Silex Duolectric* Steam Iron has all these features: 
wo IRONS IN ONE... FINGER-TIP SWITCH ASSURES INSTANT CHANGE TO STEAM OR 
DRY HEAT WHILE IRONING »* AUTOMATIC HEAT CONTROL ASSURES EVEN HEAT FOR 
ALL KINDS OF FABRICS * THREE-WAY GROOVE IRONING SURFACE, A PATENTED SILEX 
INNOVATION ... ASSURES AN OVER-ALL SHEATH OF STEAM FOR PROTECTING DELICATE, 
SYNTHETIC FABRICS * SPECIAL FINGER-TIP GRIP PLUS LIGHT WEIGHT, ASSURES EASE OF 
HANDLING * UNDERWRITERS’ LABORATORIES, INC., APPROVAL ASSURES SAFETY FEATURES. 


Made by the Makers of the Famous Silex Coffee Maker 


THE , 4 ILEX COMPANY 


—— 


Hartford 2, Conn. St. Johns, P. @., Canad: 





* Trademark Registered U. $. Pat. Off. 


PROTECTIVE STEAM SLIPS IW GETWEEN 


ELECTRICAL MERCHANDISING—FEBRUARY 1, 1947 PAGE 21 


SING 





MCRL Pee om. 


PAGE 22 


FEBRUARY 





1947—ELECTRICAL MERCHANDISING 














“Constant Heat” turns Ironer Prospects 
into Satisfied Customers 


Every woman knows how constant, controlled heat in her modern range oven improves 
quality, appearance of her cakes... how rapid oven pre-heating saves her time. 

Now... Horton has engineered a remarkable new ironer development to give her the 
same time-saving, higher-quality results with her ironing. A 1500-watt heating element 
pre-heats the shoe in less than two-thirds the usual time. There is more uniform flow of 
“constant heat” and faster heat recovery than in any other ironer. 

To the dealer, Horton’s answer to every housewife’s dream of smoother, faster ironing— 
means easier ironer sales, quicker profits! 








Styled by a Master Designer for the home of today = and tomorrow 


Sales appeal to the particular housewife is tremendously increased because the new 1947 line of 
Horton ironers is years ahead mechanically—is years ahead in beautiful functional design. 
Harold Van Doren, master stylist, has designed Model 547 to fit in gracefully in any room in 
the house. Portable, it weighs only 30 pounds, is easily moved from room to room. Model 147, 
at right, is an asset to the home when closed as well as in use. Desk height, it functions as a 
telephone table, kitchen planning center, or extra work surface. For more details on the complete 
Horton line of laundry equipment, write Horton Manufacturing Co., Fort Wayne 1, Indiana. 


HoOARAT ON HORTON MANUFACTURING CO., FORT WAYNE 1, IND. 


Attention Canadian Dealers: The trade name, HORTON ELECTROHOME, 
distinguishes Horton designed and engineered products manufactured 
and sold in Canada by Horton’s affiliate, Dominion Electrohome 
Industries, Ltd. of Kitchener, Ont. 
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HOW 10 GIVE YOUR CUSTOMERS | 












~ RECOMMEND AND SELL 


D\ Slectresteem 


- Reg. U. S. Pat. Off. 
mt 


} ‘= PORTABLE STEAM RADIATORS 


The “easy money” days are over ... and the public once 
again demands VALUE! You can best meet this demand 
with performance-proved Electresteem Radiators. It’s so 
easy to demonstrate the difference . . . the many exclusive 
advantages of Electresteem over similar heating units. No 
wonder you stay “On the Profit Beam with Electresteem!” 












NO SERVICE WORRIES [> : 
SAFE, CLEAN, HEALTHY, THRIFTY 
~ STEAM HEAT from a WALL PLUG 


MeEBILWeere ie 





No switches, valves or other moving parts to get out of order. 
Dependable service guaranteed by sound engineering and 
top-quality production. Every sale means another lifetime sat- 


isfied customer. 
Here’s the Secret of Only 34" of 
i( (} . ata time, fed 
rom main y 


aft \ 
er bottom. Boil- 


ing water is 
q shot into radia- 


Over-all Superiority! tor with, water 


“bubble broken 





«a a = 


above water 
line, creating 
hotter steam. 








Only Electresteem offers dual 





steam heating at no extra cost. Boiling water ) RETAIL ¢ 35 
It provides forced steam heating in turbulent ac- y ‘ 3 7 
tion combines PRICE 





through pressure jets in all eight L the ¢ est 
sections PLUS turbulent steam E efficient steam 
boiler heating from the patented fit > heating meth- 


Electresteem boiler. That's why it ccs ts one Uae. Light-weight, sturdy steel construction. Handsomely fin- 
throws man-size heat on a midg- pS @ ished. Easy to carry with convenient handle. Operates 
AN on AC or DC current. Ideal for nursery, bathroom, rec- 






































et consumption of electricity. 
reation room or other hard-to-heat areas. 


ELECTRIC STEAM RADIATOR CORP. 


DETROIT , MICHIGAN 


Electric Steam Radiator Company of Canada, ltd., Windsor ° Also Manufacturers of Electresteem Bottle Warmers, Sterilizers, Electric Servants for Baby 





© Esrc 
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The new Railley Table Lamps give you more than smart 
new Styling; they offer exclusive better-light features... 


extra talking points that turn““lookers” into “buyers.” 


Such new Railley developments as the Deep-Set Socket 
(described at the right)...the Inverted Socket... the 
Luminous Glo-Switch...are the result of research, design, 
and manufacturing facilities unequalled in the industry. 


They make it easy to clinch sales of Railley’s varied 





line of well-styled lamps. Write for complete catalog. 


R 


oe 
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Deep-Set Socket Spreads 
More Light Over Greater Area 





Railley’s new Plastisocket is set deeply 
into the base of this lamp, eliminating the 
unsightly, conventional metal socket and 
materially lowering the light source. The 
advantages are two-fold: 


1. Lower light source means greater in- 
tensity of light at any given point on 
the table surface. 


2. Because the source is lower, direct 
light travels at a wider angle, lighting a 
much greater area. 


Railley Lamps give more light for the money 





CORPORATION ‘CLEVELAND: OHIO 
ORIGINATORS OF THE \ 
PIN-IT-U LAMp- | 


DE mary 73 
mi Ww 


TRa 
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HERE’S WHY... 


Because most whiskers lie flat, the Collman “58” 
Electric Shaver has 58 double combing teeth (see “A” 
on enlarged shaving head above):which comb whiskers 
“‘up,”” guide even the stubborn ones directly into the 

58 cutting slots (see ““B”’ above). These cutting slots 
are “‘staggered” to keep whiskers from sliding through 
and being missed by the cutter. The 58 double cutting 
teeth (see “‘C’”’ above) tapered, precision-ground from 
the finest surgical steel, provide dual cutting action for 
each of the 58 cutting slots. Thus, whiskers are 

sheared off cleaner, faster, easier. 


Wirt Re ge | ‘ at ote cele - ae 
: ‘ : 


4 , ~ CRS * ¥ rs i ™ sieas — me 

' AVAILABLE through wholesale distributors only. 
_ NATIONALLY ADVERTISED— big national advertising campaign, plus displ 
and dealer helps, to move more Collman “58” El tri Ghavets fi ' 
SERVICE — backed by nationwide service plan. 


HW M 
Colimon Mfg. Corp. 
421 West 12th Street 
a 58 on 


ELECTRIC SHAVER —IT SHAVES 
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It’s NEW! It's SAFE! It's SCIENTIFIC! 


RE alex 
S. uv. s. Par. OFF 
























meee «== SAFETY FEATURES 


interlocked with ly ‘patent, 
sential tealieatadnenenanaiial NO OTHER COOKER possesses all these extra- 


safety features! Sell the Time-Saver with confidence 


2 SAFETY PLUG and with the assurance IT. WILL STAY SOLD! 


This safety plug cannot blow out at a Its 4 , : f ose 
given pressure, does not melt at a we Stel Ulola mu tolUla-J ole] MT Miilelol-me) me) special alum- 
given point. When pressure exceeds 
safety limits the excess pressure simply 
seeps out in an orderly manner, re- 
taining the proper pressure for safety. 









inum alloy, highly polished . . . Keeps lustrous. 








Easy to operate ...a simple flick seals and locks 
the pan with air-tight precision. Heat resisting 
3 PRESSURE GAUGE plastic handles... always cool to the touch. 


Scientifically calibrated for accuracy, 
A simple turn of pressure cap sets 
gauge precisely for cooking at 5, 10 
or 15 Ibs. pressure. 





4 EXTRA SAFETY 


Two additional steam vents help the 
escape of pressure in the event of 
clogging of main channel. 

















$ 





5 PRESSURE RELEASE | sales-inspiring aids ond activities such 
To release all pressure when cooking : mat service, interesting celebrity photo displays. and 
cycle is completed, simply place knob other, material. GUARANTEE certificate and ‘48-page 


in vertical position . . . d fo 
cold water yee sath ls instruction and Sv gtr booklet with seh Seeer: 


toa Manufactured by TRAUBEE PRODUCTS, Inc. 


Individually packed 6 
carton. Weight 40 Ibs. 
924 BERGEN ST., BROOKLYN 16, N. Y 
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Only QUAKER Dealers will have this 
ACE for “Tomorrow”... 


QUAKERTROL 


THE Bow OF THE CHIMNEY 


Yes, the day of plentiful merchandise and 
keen competition is not far off. And when 
that day comes... when an ace selling 
feature is important, only QUAKER deal- 
ers will have QUAKERTROL — the amaz- 
ing, new device that automatically pro- 
duces and synchronizes a regulated flow 
of air with the flow of oil at every flame 
setting. Only QUAKERTROL provides the 
right draft for proper combustion regard- 
less of chimney condition or weather. 
25% in fuel saving over any natural draft 
heater guaranteed! 


QUAKER MANUFACTURING COMPANY 
223 W. ERIE ST., CHICAGO 10, ILLINOIS 












QUAKER’S Grandma Binney 


Your STAR Salesman 


To help make your store HEATING 
HEADQUARTERS in your community. 


Mew ere ie 


QUAKER advertising in 1947 will feature whim- 
"4 FA sical, lovable, wise little Grandma Binney. Her 
4 pleasant grin, her plain and direct way of putting 
over a powerful selling point will create consumer 
preference for QUAKER heaters. You will be able 
to direct these pre-sold readers right into your own 
store with color displays, folders, mats and catalogs 
that make your selling job easier. 


i. ae Tree 





For This Seasons Gusiness 
These Challenger models are being produced as rapidly as 


the supply of steel permits. There won't be enough to fill all 
of your orders, but you can be sure you'll get your share. 


THERE'SA QUAKER 
BURNOIL HEATER 
FOR EVERY SPACE 
HEATING JOB 


QUAKER 


“The FIRST name in ott heaters 
“The LAST WORD cx efficcency/ 





2-47 E-2 Model 2006 Model 2008 Model 2010 Model 2013 


PAGE 28 FEBRUARY |, 1947—ELECTRICAL MERCHANDISING 












v's exccusive! DUAL-TEMP™ ts reatty 


*Trade Mark Registered 


CLO On 


Dual-Temp by Admiral is really two 
separate refrigerators housed in one 
beautiful cabinet, each serving a 
particular refrigeration need, each 
with temperature controlled entirely 
independently from the other. 






































Refrigerator No. 1, above, is the 
built-in home freezer with tem- 
perature as low as 15° below zero; 
refrigerator No. 2, below, is the 
purified moist-cold compartment 
with temperature at an average 
of 38°. 


So efficiently are these two compart- 
ments insulated from each other, 
they perform as though they were 
miles apart, yet one power unit 
serves both. It’s a Dual-Temp 
exclusive! 


morE DUAL-TEMP excuusives. 


1. TWO TEMPERATURE CONTROLS 
Each of Dual-Temp’s two refrigerators has its 
own cooling system and its own individual 
temperature control. Temperature in either 
compartment can be varied independently. 
No other refrigerator can do that! 


2. NO DEFROSTING 

a Dual-Temp’s huge, purified, moist-cold com- 
- mm partment never has to be defrosted. Com- 
a pletely insulated from the freezing locker, 
temperature never goes below freezing. 


REM EM BER ON Ll y No freezing means no defrosting. 

3. NO COVERED DISHES 

With 85% humidity maintained throughout, 
foods can be placed anywhere in the moist- 
cold compartment and kept fresh for weeks 
without covering. 


4. STERILAMP PROTECTION 

Acts like sunshine to retard mold growth, 
reduce spoilage due to bacteria, and combat 
offensive odors. 





CAN BUILD A DUAL-TEMP REFRIGERATOR 


D2 weg 


ADMIRAL CORPORATION, CHICAGO 47 + DUAL-TEMP REFRIGERATORS + HOME FREEZERS + ELECTRIC RANGES + RADIOS 
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People do talk about The Sun. 

We like it. We like the bouquets as well 
as the brickbats. Sometimes, however, the 
talk isn’t straight. Some of the talk is just 
rumormongering. Sometimes the talk is false 
and, possibly, inspired. 

So we, too, will talk about The Chicago 
Sun. But we will talk straight. 


Tuere acwars wi be a Chicago Sun—as 
long as there is a Chicago. 

The Chicago Sun is—and will continue 
to be—as much a part of Chicago as the 
Loop, the lake front, the stock yards, the 
Art Institute. 

The first five years are the hardest, but 
those years are now behind us. 

In that very brief period—as the life of 
a newspaper goes—The Chicago Sun has 
grown beyond the hopes of all of us in 
usefulness, in prestige, in circulation, and 
in advertising volume. 


SSRIs ie 


Every weekday more than 300,000 people 


buy The Chicago Sun—at five cents a 
copy. Over 450,000 buy The Sunday Sun. 

In its brief five years, The Sun has 
won eleventh place among the 316 morning 
newspapers of America. And those papers 
which lead The Sun have been in existence 





: from 22 to well over 100 years. 
»- In 1946, The Sun published more than 

13,500,000 lines of advertising. 
No other newspaper ever reached such 

a volume in its first five years. 
In service to our community, The Sun 
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A Statement on the Chicago Sun 





bows to no other newspaper, regardless of 
age or circulation. Its numerous campaigns 
in the public interest are continuous and 
aggressive. In the main, they are succeeding. 

The Sun’s prestige is remarkable. This 
newspaper and the members of its staff have 
won more national and regional awards for 
excellence than any newspaper in America 
in the same period. 


Havine mane a definite place for itself in 
Chicago, The Sun is planning for the years 
ahead, for ourselves and for our community. 

We will continue to publish a vigorous, 
liberal and independent newspaper. 

We will continue to report the news as 
objectively and truthfully as possible. 

We will continue to battle aggressively 
for circulation and advertising linage. 

We will announce, in due course, plans 
for a new home for our growing newspaper. 

That much tor The Sun. 


For our COMMUNITY, We will continue to 
fight for improvement, growth, greatness. 

For our country, we will continue to 
fight for economic security, for improved 
living conditions for all our people and for 
tolerance to all. 

For our world—and it is one world—we 
will continue to fight for peace and freedom. 

So do talk about us! But stick to the 
facts! And remember— 

There will always be a Chicago Sun—as 
long as there is a Chicago. 


Marshall Field, rustisuer 


THE CHICAGO SUN 
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MALLEABLE IRON RANGE COMPANY, 3827 Lake St., BEAVER DAM, WISCONSIN 
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Only PRESTELINE 
offers these seven 
powerful postwar features! 


They’re the seven important features asked for by the typical 






American housewife in coast-to-coast surveys! Seven features 


that will attract and sell in the competitive selling days ahead! 

















heo 


Spi 


PRESTELINE HOME APPLIANCES... PRESSED STEEL CAR COMPANY, INC. 
Domestic Appliance Division + 666 Lake Shore Drive + Chicago 11, Illinois 


© 1947, Pressed Steel Car Go. 
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HE VERY FACT that RCA Batteries are 

designed for radio by radio engineers, 
is the reason why dealers and servicemen 
everywhere are turning to RCA Preferred 
Type Radio Batteries for greater profit and 
customer satisfaction. 

Each radio-engineered battery type has 
the right capacity for the current drain of 
the sets it is designed for. And all “A-B” 
types are engineered so that both sections 





Flashlight Portable A's Portable B's Portable AB's 


TUBE DEPARTMENT 


HARRISON, M. J. 
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Radio-En 
Extra listening hours 





-ause they’r 
gineered for 





deliver effective voltage for the full life of 
the battery pack. 


Add this to the fact that RCA is the great- 
est name in radio, and you'll understand 
why the smartly packaged and competitively 
priced RCA Radio Batteries lead the way 
today. You can get your stock conveniently 
and quickly from the same. RCA Distributor 
who supplies you with RCA tubes, parts, 
and test equipment. 


=» 


Farm A's Farm B's Farm AB's Industrial 


RADIO CORPORATION of AMERICA 
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The Greateg of 


Improvement Sincdhe 


Exclusive and Patented} , 


IT’S THE SENSATIONAL 1947 


AB-L } Malic. ViNELOPMENT 


@ A natural advancement in the evo- 
lution of the agitator. The new ABC CENTRIC Agitator retains 
the good, rejects the bad. Adds countless advantages of speed, 
efficiency, gentleness—and low maintenance to the time-tried 
principle of agitator washing. 

CENTRIC agitation is accomplished by the horizontal, to-and- 
fro surging motion of a scientifically designed agitator column. 
No rotating or reciprocating motion as in the conventional 
agitator. Pulsating orbits of action are set up within the wash 
water itself. These apply controlled, uniform forces of suction 
and pressure, alternately, to every thread of the fabric. Eliminates 
jerky reversals of direction, beating of paddle vanes against clothes, 
clogging and twisting at the bottom of the tuk~all are eliminated 
by the gentle, controlled motion af CENTRIC agitation*“I hus, 


for the first time, both washing speed is increased and washing wear ' 


is reduced. 

WASHES 50% GREATER LOAD 
Acceleration is accomplished in this miraculous machine: by its 
ability to increase the load 50% or more over the load normally 
handled by agitator-action washers. With CENTRIC agitation, as 
much as 72 pounds—a whole week’s wash—can be completed 
in 30 to 40 minutes! 


ABC-O-MATIC’s CENTRIC agitation, coupled with its built-in 
“Scum-Free” rinse of clean, fresh, flowing water, results in faster, 


cleaner, gentler home laundering, with less effort and at lower 
cost than with any other method or machine. 





e 


ABC-O-MATIC's astounding new 
development, the CENTRIC Ag 
tator, surges to-and-fro 156 tim: 
a minute. Washes clothes cleane 
faster, and with less wear. CAN 
» (@) Me :| a @) 42,18 @)-\0 20 
pounds or more is a normal /o 

for this remarkable washer 


atestiome Laundering 


incdhe Power Washer, 
ated All Yours ! 


Y Vif, 














The new 1947 
ABC-O-MATIC, 


with built-in ‘“Scum-Free”’ 
Rinser and the amazing 


CENTRIC Agitator ! 


ABC-O-MATIC’s built-in ““Scum-Free" Rinser floats 
away loosened dirt and graying particles of soap-fat 
in a bath and shower of fresh, clean running water, 
AUTOMATICALLY! In the complete ABC-O-MATIC 
ing new wash cycle the operator merely puts the dirty clothes 
C Ag in the tub, and takes them out through the ‘‘Scum-Free’”’ 
56 time Rinser—only two operations! They come out of the 
cleaner “Scum-Free” Rinser automatically, and drop in the 
mae) basket, freshly clean and sweet... with whites whiter, 
D! 15 colors brighter! No set tubs—no hand rinsing! 
al loa 


8 


-ALTORFER BROS. COMPANY - PEORIA, ILLINOIS 
pemerica's Leading Washers and Trouers 


NATIONAL DISTRIBUTORS FOR CANADA: 
NORTHERN ELECTRIC COMPANY, LTD. 
HEAD OFFICE: MONTREAL, QUEBEC 

















THE CLOSED SHOP 


Key to Labor Monopoly 





loosen the monopoly control now exercised 

by some segments of union labor and re- 
capture the power to control their own economic 
and political destiny, they must come to grips 
with the problem of the closed shop. A satisfac- 
tory solution of that problem is as vital to the in- 
terests of the wage earner, who should be fully 
protected in his right to organize and bargain 
collectively through representatives of his own 
choosing, as it is vital to the interests of the nation 
as a whole. 

By the closed shop, which unfortunately is a 
term that seems to shed more heat than light, I 
mean any shop in which the worker must make 
his peace with a union in order to have a job. 
There are approximately 13% million union 
members in the United States. Of these about 10 
million are governed by arrangements calling for 
“closed” shops, union shops, maintenance of 
membership provisions and similar devices 
which make good standing in a union a condition 
to holding a job. 

Such arrangements raise serious issues about 
what is commonly presumed to be the basic 
American right to work. Also, closed shop ar- 
rangements lie at the root of the dominant eco- 
nomic power now exercised by some labor 
leaders. 

The problem of reducing the power of these 
labor leaders to proportions that make it safe for 
democracy is the age-old problem of monopoly. 
In an earlier era this problem was created largely 
by businessmen who sought to escape the re- 
straints of competition by combinations or agree- 
ments to control prices and production. Such ef- 
forts are still attempted and must be curbed by 
law. 


ik THE PEOPLE of the United States are to 


Union Labor Monopoly 


But, after more than a decade during which a 
monopoly position for organized labor has been 
aggressively promoted by the federal government, 
the major monopolists today are those labor lead- 


ers who wield the power of enormous nationwide 
unions. About 90% of the soft coal miners do the 
bidding of John L. Lewis. A like percentage of 
the auto workers are represented by the United 
Automobile Workers of the C. I. O. About 80% 
of the production workers in steel are members 
of the United Steel Workers, C. I. O. No single 
corporation has more than a fraction of the eco- 
nomic power that is concentrated in these unions. 
And if corporations were to combine their power 
to cope effectively with that of these union mo- 
nopolies they would unquestionably find them- 
selves charged with violating the federal anti- 
trust laws. 

In its national sweep, the monopoly power of 
unions rests largely on their exemption from the 
federal antitrust laws. My previous editorial in 
this series (the 53rd) discussed the desirability of 
removing that exemption. The local roots of this 
monopoly power are often embedded in closed 
shop arrangements. 


Closed Shop in Coal 


An illuminating case in point is provided by 
the United Mine Workers, whose leader John L. 
Lewis has graciously given the country a 3%- 
month reprieve from “the hysteria and frenzy of 
an economic crisis,” as he himself termed it. Dur- 
ing that latest crisis the dispatches from the soft 
coal fields reported that the miners were standing 
behind John L. Lewis almost toa man. And the 
implication usually was that the driving forces 
of the strike were loyalty to Lewis and the pros- 
pect of economic gain. 

Underlying that performance, however, and 
basic to it was an agreement in the soft coal fields 
providing that “as a condition of employment all 
employees shall be members of the United Mine 
Workers.” Hence to hold a job in 90% of the soft 
coal industry which is governed by contracts with 
the United Mine Workers, a miner must not offend 
the union. To avoid offense the union member 
must even be careful in criticising what his union 
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does. Suspension from the union for six months, 
and hence from the right to hold a job, is the pen- 
alty imposed by the United Mine Workers con- 
stitution for circulating a statement “wrongfully 
condemning any decision rendered by any officer 
of the organization.” 

The willingness of the miners to follow Lewis 
until the country froze over was not, of course, 
exclusively a product of the agreement limiting 
jobs in the coal fields to union members of good 
standing. Some of it originated in bad handling of 
employee relations in the coal fields in years gone 
by. But the fact remains that Lewis’ soft coal mo- 
nopoly has as one of its principal foundations an 
agreement which gives the United Mine Workers 
a job-or-no-job hold on 90% of the soft coal 
miners. 

In its extreme form, the closed shop not only 
makes union membership a condition of employ- 
ment but narrowly limits the numbers admitted 
to union membership and hence to the opportu- 
nity to work. In this way it is used to enforce re- 
striction of output and working rules which 
would never stand up under free competition. 


Fair Dealing 


The closed shop raises major issues of personal 
freedom and fair dealing between individuals. 
As matters now stand, closed shop agreements 
require employers to discharge workers who lose 
their good standing in the unions involved. At 
the same time they frequently impose no require- 
ment on unions to grant membership to law abid- 
ing and technically qualified persons. Many un- 
ions with closed shop agreements refuse to grant 
membership on the basis of competence. Thus, 
qualified workers are denied a fair chance to 
hold a job. 

In its dealings with the closed shop issue the 
federal government has been pushed into a self- 
contradictory position. The National Labor Re- 
lations Act (the Wagner Act) provides, and prop- 
erly, that “employees shall have the right . . . to 
bargain collectively through representatives of 
their own choosing.” In furtherance of that basic 
proposition, the Wagner Act also provides that 
“It shall be an unfair labor practice for an em- 
ployer . . . by discrimination in regard to hire or 
tenure of employment to encourage or discourage 
membership in any labor organization .. .” Stand- 
ing alone, the provision would clearly outlaw the 
closed shop. 
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But then, to favor the closed shop, the Wagner 
Act turns right around and provides that “noth- 
ing in this Act ... shall preclude an employer 
from making an agreement with a labor organi- 
zation . . . to require, as a condition of employ- 
ment, membership therein,” provided that cer- 
tain conditions of representation are fulfilled. 
This places the National Labor Relations Board 
in the impossible position of trying to administer 
a law which simultaneously points in opposite 
directions. 

In successfully contending that there should be 
no closed shop arrangements on the railroads, 
the late Joseph Eastman, Federal Co-ordinator 
of Transportation, said, “If genuine freedom of 
choice is to be the basis of labor relations under 
the Railway Labor Act, as it should be, then the 
yellow dog contract and his corollary, the closed 
shop .. . have no place in the picture.” The so- 
cailed yellow dog contract, which requires a 
worker to agree not to join a union as a condition 
of employment, has long since been outlawed. 

At one time the closed shop was defended as a 
protective device for feeble young unions strug- 
gling against predatory employers. But a mere 
glance over the current economic scene discloses 
that the time when that argument was supported 
by the facts is past. Now it is the labor leaders who 
frequently exercise decisive economic power. 

At elections in November three more states, 
Arizona, Nebraska and South Dakota, passed 
constitutional amendments outlawing the closed 
shop. In doing so, they joined six other states, 
which, in one way or another, have restricted the 
closed shop. The South Dakota amendment pre- 
sented the basic issue created by the closed shop 
in simple and direct terms when it declared that 
“The right of persons to work shall not be denied 
or abridged on account of membership or non- 
membership in any labor union, or labor organi- 
zation.” 

That issue must be squarely faced by the new 
Congress if its first order of business, the labor 
crisis, is to be resolved. 





President McGraw-Hill Publishing Company, Inc. 
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The House of Frisby designed their modern show- 


room straight from the Westinghouse "Look Book" 


.. + Enterprising Ray A. Frisby, owner of this strik- 


ing radio and appliance outlet at Freeport, Long 


Island, N. Y., constructed this highly efficient lay- 


out exclusively with local labor, local materials, 


and local mill work 


By LANSDELL ANDERSON 


’ | “ HE House of Frisby is a full 
}_ scale visualization of the West- 
inghouse Look Book. The 
layout of this striking appliance store 
conforms strictly to the basic princi- 
ples advanced for most profitable dis- 
play by the colorful guide book on 
store planning which the Westing- 
house Electric Corp. developed ex- 
pressly “to show the dealer how to 
get the highest possible sales volume 
from his available store space.” 

Ray A. Frisby completed the con- 
struction of this sales floor layout 
without venturing outside his own 
community. Employing local labor ex- 
clusively, he purchased all materials in 
his own home town, and contracted for 
all the necessary mill work and other 
specialty work solely through local 
shops. 


Experienced Dealer 


Frisby has had long experience in 
the electrical business, originally as 
an electrical contractor, and later, 
since 1931, also as an electrical ap- 
pliance dealer. He still conducts a 
contractor-dealer operation through 
the Frisby Electric Co. which is cen- 
trally located in Freeport, Long Is- 
land. This is an expanding com- 
munity of approximately 24,000 pop- 
ulation, about 25 miles east of New 
York City. His new appliance outlet, 
the House of Frisby, is located on the 
outskirts of Freeport, and fronts on 
Sunrise Highway. 

During the late stages of the war, 
Frisby planned the new building. It 
was about completed, ready for the 
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The visual store front, permitting un. 
obstructed view of entire showroom, ig 
particularly effective after dark. 


- 


Fronting on a high-traffic highway, on 
outskirts of Freeport, Long Island, this 
striking radio and appliance store com. 
mands the attention of all who pass. 


























asphalt tile floor, before he was in- 
troduced to the Look Book. One good 
look was enough for Frisby. He saw 
immediately that the book wrapped 
up the answers to his many problems 
regarding store layout and merchan- 
dise display. 

To expedite matters, he promptly 
contacted Lurelle Guild, of New York, 
nationally famous industrial designer 
and an authority on show room plan- 
ning. This was a logical step on 
Frisby’s part, because Lurelle Guild 
had more than a finger in the crea- 
tion of the Look Book. While much 


basic 


of the 
book was contributed by the West- 
inghouse Electric Appliance Division, 
as was pointed out by J. G. Baird, 
sales promotion manager, these ideas 
were carried out by Guild in the final 
presentation of the book. 


thinking behind this 


Guild, nominated by Frisby to 


tailor the Westinghouse ideas to fit his 
new appliance outlet, drew up the de- 
tailed plans for the interior of the 
store. 

Upon entering the glass doors, the 
customer has an unobstructed view of 
every corner of the sales floor. 


Al- 


\ 






though the sales floor is 3,600 square 
feet in area, there is only one support- 
ing column in sight. 


Appliances Hold Attention 


While the display fixtures them- 
selves are unusually beautiful, being 
built of comb-grain white oak, sanded 
and waxed, the customer is barely 
conscious of them after his first ap- 
praisal. Their curving lines swing 
his attention to the focal points of 
interest within the store, to the four 
highlight areas in the showroom where 
merchandise, rather than display units, 
catches and holds his eye. 

The customer is impressed by the 
apparent largeness of the store. Por- 
tions of the side walls have a sweep- 
ing line which is further accented 
by the curving lines of the display 
units forming the selling areas. 


High Exposure 


These display units form selling 
areas which radiate customer appeal; 
efficiently directing traffic flow to these 
focal points. Once entering any selling 
area, no countering interference draws 
the customer’s attention from the busi- 
ness at hand. But on the way to and 
from that station, as Guild says, he 
probably has seen the whole line of 
merchandise on display. In any event, 
he certainly has been well exposed to 
it. 

Interior lighting, says the Look 
Book, should be carefully designed to 
convey the spirit of modern electri 
living. In this store the lighting a& 
suredly attains the desired end. Seg- 
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Ray A. Frisby, owner, at right, with Don D. 
Lovelace, comptroller. 




















































Cutaway illustration of House of Frisby, as 
planned along Look Book lines. 


mamn regating the main selling areas with- 
ates out producing undue brightness 
contrasts, it enables shoppers to in- 
spect all merchandise comfortably. It 
serves as a silent salesman by calling 
them- attention to special displays, stimulates 
being impulse buying, and aids in directing 
anded trafic to every corner of the store. 
barely Overhead, repeating the rhythm of 
st ap- the curving lines of the larger display 
Swing units, general illumination is provided 
nts of by fluorescent tubes recessed above 
e four long, curving, frosted glass strips flush 
where with the ceiling. This general illu- 
units, mination is augmented by incandes- 
| cent spots, flush with the ceiling and 
ony the similarly arranged in sweeping curves, 
Por- which highlight the larger appliances 
sweep- on display units. A great amount of 
cented indirect lighting has been built in 
lisplay throughout the store. 
Colors Help Sell 
The wall treatment is a clever play 
selling of tints which heighten visual separa- 
ppeal ; tion between various selling areas. In 
) these each section it provides the perfect 
selling setting against which to display the 
draws appliances to their best advantage, 
> busi- such as the cool blue tone which sets 
to cr: = the white enamel of the refrigera- 
ys, ors, 
ine of Two long display units centered on 
event, the floor lead the customer from the 
sed to store entrance to the model combina- 
tion kitchen-laundry at the rear of the 
Look showroom. Entering the area between 
ned to these two units, he first is confronted 
trical on either side by special displays for 
ng as table appliances, Diffused fluorescent General view of the store layout which revolves principally around the two gracefully curving ae 
_ Seg: (Continued on next page) display units centered on floor. This view was taken from front end of refrigerator section. ngs 
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The refrigerator section, with the row of models against the curving wall arranged for 





step-up selling. A semi-private "closing'’ corner commands view of the entire line. 


light glows through the frosted glass 
traffic appli- 
ances, adding sheen and luster to them. 
Because the ends of these two units 
sweep away from each other at the 


counters carrying the 


rear of the floor, sufficient open area 
remains in front of the model kitchen- 
laundry in which to seat customers at 
group demonstrations. 


Homelike Atmosphere 

Model rooms, 
ways pack tremendous consumer ap- 
peal, This combination kitchen-laun- 
dry thus is particularly well placed in 
the store. 


if well conceived, al- 


the showroom, it stands out clearly 
from the front windows, inviting traffic 
from every direction in the store, It 
is an ideal demonstration center, with 
every facility for kitchen and laundry 
tasks included in a 20 by 12 foot 
space which is lighted as much like 
a real home as is possible, even to the 
windows which look out upon a photo- 
mural illuminated by concealed light- 
ing to simulate daylight. 

All appliances in these models are 
connected for demonstration, including 
hot water at the faucets. For that 
matter, every appliance in the entire 


store is connected. Every radio plays 


Although at the rear of 














=~ <a 


Detail view of one side of the natural, inviting entrance, immediately inside front 
doors into store, formed by the two long display units. 


at the customer's turn of the control; 
every lamp and fixture remains lighted 
throughout store hours; there is a 110- 
volt line connected to every range and 
refrigerator so that its lighting acces- 
sories are demonstratable. 

The refrigerator section, along a 
curving sidewall where these high 
products will not obstruct general 


store view, is treated as a separate unit 
for maximum selling efficiency, with 
the complete line shown in one row 
on a platform which adds due im- 
portance to these products. Since they 
are arranged in price order, step-up 
selling is facilitated while all models 
are comparable at a glance. At. the 
far end is a “closing” corner where 








The record department, with the sweep of its circular show case 
balanced by ceiling. At right, niche for large combinations. 
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The cleaner section is a compact unit, with full demonstration 
facilities, adjoining the record department. 


View of portion of ‘the radio section which faces record department. 





Background for 
sets, arranged for step-up selling, is a long, low display unit centered on flco-. 


the customer and salesman 
their financial business in 


“an conduct 
privacy. 
Designed for Selling 


Opposite and parallel to the re- 
frigerator section are the dishwashers 
and ranges, with the platform and 
low background of the central display 
unit organizing this group into an ef- 
fective section. Here again, the layout 
is planned for scientific selling. First, 
the ranges and dishwashers are suffi- 
ciently close to the refrigerators to 
combine with them into one large 
overall kitchen section. Second, as 
with the refrigerators, these products 
also are arranged for step-up selling, 
and likewise comparable at a glance 
from any point along the line. The 
closing corner effectively ties the indi- 
vidual sections together. serving all 
equally well. 

The vacuum cleaner wall display 
provides such home facilities as car- 
peting, rungs, cushions, etc., with 
ample space for the demonstration job. 
The cleaners and attachments are with- 
in easy reach; the pictures and acces- 
sories act as silent salesmen. 

The radio and record areas are well 
covered by the accompanying pictures. 
Meriting special note, however, are 
the following points: The small radio 


hearing room, featuring a large 
combination radio-phonograph; _ the 


record department’s circular counter, 
with parallel treatment of the ceiling 
to pull this department into a unit; 
the plushy platform for the large 
radios, and the tiered counter for the 
table sets: and the ingenious “musical 
chairs.” The idea of this layout is to 
turn record traffic into radi» buyers. 


"Musical Chairs” 


The musical chairs work like this: 
when a customer asks to hear a certain 
record, the salesman places it on one 
of the turntables on a shelf in back 
of the counter, directing the customer 
to the proper chair. There, listening 
in comfort, he faces the radios and 
phonographs on display. Concealed 
loudspeakers have been installed m 
each chair and there is no listening 
interference between the three chairs 

(Continued on page *") 
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SPORTSMANS 
SPECIALIST 


How one enterprising dealer down in Orlando, 


Florida, paradise for sportsmen, has capital- 


ized on the popular pastimes of hunting and 


fishing to hit record sales in home freezers. 








OT too many years ago, Highe 
N K. “Tige” Magarian fought 

some of the cream of the light- 
heavyweights. He broke his fist on 
Mike McTigue and fought Young 
Stribling to a draw. 

These fisticuffian forays had a far- 
reaching effect on Mr. Magarian, 
owner and operator of the. Orlando 
Sales & Service Company, 608 North 
Orange Avenue, Orlando, Fla. For 
one thing, he quit fighting; for an- 
other, he went into the electrical appli- 
ance business and developed a system 
of selling home freezer units that has 
brought him more profits than he ever 
made in the fight game. 

Today, Mr. Magarian sells home 
freezer units (Weber, Supercold, 
Worthington ) at an almost fantastic 
Pace for the comparatively small area 
in which he operates—and three-quar- 








H. K. Magarian (left) owner and 
operator of the Orlando Sales & Serv- 
ice Co., is shown talking with an 
Orlando sportsman about the cor- 
rect procedure in packaging and 
storing the hind quarters of a deer 
in a freezer unit sold by Mr. Magarian. 


The intricacies and benefits of a 
home freezer units are shown by Mr. 
Magarian (center) to prospective 
customers from the Orlando area. 


ters of his sales are to hunters and 
fishermen. All of this is the result 
of a carefully worked out plan which 


Mr. Magarian instituted two years ago _ 


and which he has cultivated painstak- 
ingly since. 

When Mr. Magarian decided to go 
into the electrical appliance business 
back in February 1945, he looked 





The specialty of the Orlando Sales & Service Co., is home freezing units, shown 


lined up here in the store. 
freezer unit here to meet their needs. 
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Sportsmen of the area may find any size or class of 





about his native city of Orlando and 
sized up his chances in terms of com- 
petition, supply and demand, satura- 
tion and availability of merchandise. 
He had served a hitch in the Army 
just prior to entering the appliance 
field and it was these service days he 
recalled. 

“T remembered those days in the 
Army when I was stationed out on the 
West Coast on a very small per diem 
allowance,” he says. “We learned we 
could save a lot of money by buying 
frozen foods. Right then, I deter- 
mined to look into the frozen food 
business when I got out of the Army.” 


The Sportsman Market 


And he did. Indeed, so inviting 
was the prospect that Mr. Magarian 
decided to specialize in this field. Being 
a sportsman himself, he reasoned that 
the thousands of huntsmen and fisher- 
men in the Orlando area presented a 
vast untapped market for home freezer 
units. By radio and newspaper adver- 
tising, he advised all and sundry that 
the ideal finish to a successful hunting 
or fishing trip was the packaging and 
storing of the catch or kill in a frozen 
food unit. But most successful of all 
was the word-of-mouth advertising he 
did among his own friends who were 
devotees of the rod and reel, the gun 
and dog. 

A major factor in boosting his sales 
was the meat shortage. With beef and 
pork going almost exclusively to the 
armed forces, residents of the Orlando 
area knew that a vast reservoir of 
game and fish literally awaited them 
right outside their doors. Central 
Florida is dotted with lakes crammed 
full of fish, and the giant Ocala Na- 
tional Forest abounds in game. 

“People who never hunted before 
or who merely went fishing or shooting 

(Continued on page 96) 
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BTU heat loss estimated at 66,000 BTU. 


Home - owners, scientists, 
business men—even John L. 
Lewis—are watching the re- 
sults of experiments being 
conducted by the Electric 
Power Board of Chattanooga 
in reverse-cycle, non-combus- 
tion heating, which may her- 
ald a new era in home air 


conditioning. 


By A. B. WINDHAM 


The old gravity type, hand-fired furnace (coal) in the 
Osborne basement occupied «three times the space and was four 
times the trouble, compared with the new reverse-cycle heating 


unit which has replaced it. 
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The Osborne home at 1608 Hixson Road, Chat- 
tanooga, which became the first home in his- 
tory to be heated by heat drawn from the 
depths of the earth. It is a single story, brick, 
three bedroom dwelling, insulated overhead, 
doors and windows weatherstripped, with hourly 








N EWine finished installation of “Marvair" equipment in the 
basement of the Osborne home. The lower cabinet in the right 
foreground houses the blower fan which circulates the air through 
the living spaces. The upper cabinet in the right foreground is 
the cold air return header and contains a battery of germicidal 
(ultra-violet) lamps to irradiating and destroying bacteria. 
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F reverse-¢ycle| heating experi- 
[ mens undet way in Chattanooga, 

Tenn., contiaue to prove as success- 
ful as the first trials, John L. Lewis 
may well furrow his bushy brows as 
he glances toward the South—for non- 
combustion heating is now an estab- 
lished fact. 

The Electric Power Board of Chat- 
tanooga on November 15, 1946 com- 
pleted installation of the first home- 
used reverse-cycle heating unit, and 
its operation to date has proved that 
heat can be drawn solely from Mother 
Earh as efficienly as from almost any 
other source. 

This utilization of the earth’s tem- 
perature for heating purposes has 
caused the Electri¢ Power Board to 
term it “an advance truly of the atomic 
age” and test data so far shows the 
cost of the prog¢és$ to be comparable 
to, and in many) ¢abes, lower than the 
cost of other types of fuel. 

At present, the! Power Board is de- 
voting careful stntly to operating costs 
and also is studying the field of instal- 
lation costs, but) berause the tests are 
still in the expefimepal stage, this in- 
formation is scamty, | However officials 
have seen enough! af) the operations ot 
the first pumps installed to predict 4 
great future for |this equipment. 


Osborne Hame Used 
1] 


The first step toward the installa 
tion of the “heat pump” began in Sep- 
tember 1946, wht a well 230 feet deep 
was dug at the home of C. B. Os- 
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A close-up of the circulating water pump used in the “Marvair" reverse-cycle heating 


and cooling unit installed in the Osborne home. The unit is under close observance by 
Electric Power Board officials who will keep records on its performance. 


borne, of 1608 Hixson Road, Chat- 
tanooga. Mr. Osborne is sales man- 
ager of the Power Board and is one 
of that organization’s officials who 
agreed to serve as “guinea pigs” for 
the trial of the heaters. 

The well is approximately five inches 
in diameter. Into this hole was in- 
serted a pipe U-tube through which 
water is circulated from the pump. No 
water is pumped from the well, but 
the water in the pipe being surrounded 
by the well water attains approximate- 
ly the same temperature as the water 
in the well and, of course, the sur- 
rounding earth. Well temperatures in 
various parts of the country vary 
according to latitudinal location—for 
example, at a depth of 30 to 60 feet 
in New York State, a temperature of 
47 degrees is recorded, while in Miami, 
Florida, the temperature will be ap- 
proximately 77 degrees. 

In Chattanoga, the water tempera- 
ture in wells of this depth is about 62 

ees. As the water in the- U-tube 
reaches an approximate temperature 
and is returned to the heating unit, a 
refrigeration compressor and coil ex- 
tracts the heat from the water. This 
heat is released through a heat ex- 
changer over which air is blown by a 
circulating fan so that air temperatures 
approximating 110 degrees can be ob- 
— which is sufficient to provide 
arm air heating for the entire house. 
uring the summer months when 
os for the house is desired, the 
€ss is simply reversed and the 


air 


heat extracted from the air in the 
house is dissipated into the well which 
is at a much lower temperature than 
it is desired to have in the house. The 
entire operation is by automatic con- 
trol and a thermostat sets the desired 
temperature. 


“Marvair" Units Installed 


The units which the Power Board 
are making use of are “Marvair” air 
conditioning units, manufactured by 
the Muncie Gear Works, Inc., of Mun- 
cie, Indiana. The operation of these 
units has been described fully else- 
where but an explanation of their 
ncie, Indiana. The operation of these 
operate. The unit is built around a 
“heat pump”, which brings heat from 
one temperature level to a higher tem- 
perature level, in this case from the 
depths of the earth into the home. 

“To understand how a heat pump 
operates,” says Mr. Osborne, “one has 
to remember that cold is simply the 
absence of heat. When anything is 
cooled, the heat is merely taken out 
of it. The transference of this heat 
from one level to another is simple re- 
frigeration, or the removal of heat by 
evaporation. 

“In mechanical refrigeration, the 
manufacturer uses some liquid that 
boils at a very low temperature and 
which evaporates in a coil. As it 
evaporates, heat is absorbed from the 
air in the refrigerator’s compartments 
and chills them. The exposed coil is 
soon coated with ice which shows that 
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Workmen at the home of C. B. Osborne, sales manager of the Electrical Power Board, 





Chattanooga, are shown installing the circulating water system ground coil in the 230- 
foot well from which Osborne heats his home by reverse-cycle heating equipment. 


MOTHER EARTH 


the moisture in the air of the compart- 
ment has been frozen. 

“After the liquid in the coil has ex- 
panded into a gas, it is compressed 
again by an electric motor. The result 
of this compression is that the gas is 
changed into a liquid and the liquid 
becomes warm again so that more 
heat is generated. By the expansion 
and vaporization of the liquid, heat 
again is given off. This cycle is re- 
peated over and over again, the heat 
given off is transported through a con= 
ventional air duct system and the whole 
house is heated.” 

It’s as simple as that. Mr. Osborne 
declares that reverse-cycle heating is 
not a new idea—it simply hadn’t been 
put to use. The history of its de- 
velopment began as far back as 1853 
when Lord Kelvin, a distinguished 
physicist of Great Britain, made the 
suggestion that a mechanical refrigera- 
tor could be reversed and used to 
pump heat out of the air. The present 
development is an extension of that 
idea and a result of long years of ex- 
perimentation in the reverse-cycle 
field. 


Getting Facts on Costs 


The major concern of the scientists 
and business men who are watching 
the reverse-cycle heating and cooling 
field today, is that of operational and 
installational costs. It is in this phase 
that the Electric Power Board of Chat- 
tanooga has set out to obtain definite 
facts and figures which can be used 


as a basis for future progress in the 
field. But the compilation of such 
figures so far has been slow since this 
type of heating unit operation is still 
more or less in the experimental stage. 

“Installation cost figures are not 
complete yet,” according to Mr. Os- 
borne. “This first unit was installed 
in my own home so that we may get 
a complete heating season experience 
with the equipment, keeping records 
of kilowatt hour consumption, tempera 
tures, year round costs, etc. 

“However, even if we had installa- 
tion cost figures it would be unfair 
to quote them at present as conditions 
were most unfavorable from an instal- 
lation standpoint. In the first place, 
while pioneering, we did not have 
the know-how to do the job efficiently. 
Several different contractors were in- 
volved—well drilling, plumbing, elec- 
trical and sheet metal. Normally, a 
firm selling and installing the equip- 
ment would have all these phases of 
the work under its own organization 
and would avoid the pyramiding costs 
of overhead introduced by having sev- 
eral individual contractors on the job.” 

However, first figures for operation 
costs have been noted and estimated 
closely by Power Board officials, by 
observing the operation of the unit in- 
stalled in Mr. Osborne’s home. 

“Our estimates of operating costs of 
Marvair equipment—comparing aver- 
age Muncie, Indiana weather and elec- 
tric rates with those in Chattanooga 

(Continued on page 92) 


PAGE 43 








Sales manager now, George Sidney be- 
came the specialist in servicing washing 
machines during the war years as he 
waited and prepared for this important 
sales position with Sacramento Electric. 


- H 


Beginner, but ambitious, is Floyd Seedar. 
With Sacramento Electric Co., as a Gl 
Bill trainee, he knows that the store's 
policy will be to consider him for sales 
after he has served successfully as a 
serviceman. 











Building a successful appliance business has not kept J. R. Galin out of touch with 


his important service department. 


Throughout the war, and even today, he helps 


repair small appliances at this special bench which overlooks the sales floor. 


TY HEN, not too far away, the 
\ competition begins to get hot, 
there’s one electrical dealer 

who won’t have to dash out and look 
madly for some trained 
push out into the field. 
That dealer is I. R. Galin, owner of 
the Sacramento Electric Company, 
Sacramento, California. All Galin 


salesmen to 


has to do is to look into the back 
room, say “This is it, boys, ‘the biggest 
little store in Sacramento’ is ready to 
go out and sell appliances’.”. With 
suitcoats substituted for service smocks, 
three able, trained salesmen are ready 
to take over the sales floor or go out 
and ring doorbells. These three men, 
all selected for their sales abilitv or 


sales force is "on call". 


This Sacramento, Calif., dealer's post-war 


Part of a plan, the 


men were picked with care, trained and served 


as servicemen, 


prepared to become the 


store's post-war sales force. 


By HOWARD EMERSON 


sales potentialities, trained in selling 
technique and store policies, have been 
handling Sacramento Electric’s service 
department during the war years, wait- 
ing for the go-sign to start selling. 


Service Salesmen 


Galin planned it that way. He’s been 
developing his post-war sales force 
since 1942 when he decided to enlarge 
his service department to meet war- 
time needs and to pay the bills when 
appliances disappeared from the mar- 
ket. He decided then, four years ago, 
that he could kill two birds with one 
stone if he selected men for his war- 
time service department that could 
become his salesmen when, with the 
return of appliances, he would need 
to increase his sales force, cut down 
his service force. 

He had it reasoned out then and he 
has had no occasion to regret the 
move. He knew that men who could 
qualify for this dual role would be 
more profitable as servicemen because 
they would have the ability to under- 
stand the sales and operating problems 
of the store, take a management point 
of view toward service. When outside 
on service calls, they would be valu- 
able to the company because they 


would have the personality to sell the 
customer on the repair job, create 
good will for the store with the hun- 


dreds of new families that would be- 
service customers during the 
war, appliance prospects after the war. 
He figured that these men, with their 
instincts keyed up for selling, would 
be able to build valuable prospect lists 
while on their service calls—not just 
lists of names, but information regard- 
ing the type and age of appliances, the 
family’s attitude toward these appli- 
ances, the family’s financial status, ete. 

Galin was figuring, too, _ that 
harassed appliance owners, unable to 
replace equipment during the wat, 
would appreciate the work of com- 
petent, personable servicemen, and as 
a result would be partial to these men 
when they returned as salesmen. From 
war-time experience in servicing, these 
potential salesmen would become thor- 
oughly familiar with all neighborhoods 
in Sacramento and vicinity, the types 
of appliances, the models and price 
range of goods that could be sold there. 


come 


Results Already 


Mr. Galin has seen results, even now 
when there have been few appliances 
that needed the efforts of a sales crew. 
He has had a growing number of te 
quests for a particular servicemal 
showing that these men are building 
up a following which likes and respects 
them. That will be invaluable to them 
as salesmen, he knows. 
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His plan has provided him with a 
crew of servicemen who have excep- 
tionally high morale because the men 
consider themselves tied in with the 
future success of the store, not just as 
skilled mechanics working by the hour. 
Their work builds up the store’s repu- 
tation, at the same time paving the 
way for their own financial future. 
Every service job is a potential com- 
mission check in their own pockets, 
not just good-will or another dollar 
for the boss. Because of the high 
calibre and the potentialities of these 
men, they have been paid more than 
the average servicemen, but that has 
resulted in profit for Galin, too. Their 
efficiency and personal interest in the 
work has made the service department 
more profitable. 


Selecting the Men 


Of course, you don’t just get an idea 
like Galin’s, call in your servicemen 
and tell them that they’ll go out into 
the field as salesmen when the war’s 
over. Some of the best servicemen 
would rattle their knees at every door, 
hope there was nobody home, and wish 
they were back with grease on their 
hands. At the same time, some sales- 
men could be trained for years and still 
use a stilson on a hexagonal nut. Galin 
knew that. But he knew, too, that 
there are a few individuals that ‘fit 
this dual pattern. He set up minimum 
standards for selection, and then took 
his time getting the right men. 

He set out to pick, first, men he 
could trust, men who would be service- 
men now but who would have keys to 
the front door later. He looked, also, 





for sales personality. This quality, a 
latent ability to make people receptive, 
might not bubble out through the appli- 
cant’s face like a chorus girl’s smile, 
but shrewd judgment could detect it. 
A man like Galin, who has been in 
the appliance business since 1926, had 
the experience to judge latent sales 
personality with a better than average 
chance of being right. Then, of course, 
the potential salesman-serviceman had 
to have mechanical ability. Galin 
didn’t look for trained servicemen, 
neither did he avoid them—he looked 
for mechanical ability, the inherent 
capability to learn and understand 
mechanics. 

Galin made a couple of bad choices, 
a natural thing when one is aiming at 
such an ideal and uncommon setup. 
But he points to his men today as the 
example of the success of the plan. 


Case of George Sidney 


There’s George Sidney, who was 
showing an apprentice the innards of a 
washing machine when Galin called 
him into the office. The change from 
smock to suitcoat was only part of 
the stage-like transformation that took 
place. Sidney came in and sat down 
at his desk with all the poise of an 
executive, who talked sales campaigns 
and industry news with the judgment 
and experience that fit his position— 
with his suitcoat on he was sales man- 
ager of Sacramento Electric. 

George Sidney is Galin’s example 
of the salesman who became a service- 
man. For five years before the war, 
Sidney was an appliance salesman with 
Sears, building up a good sales record 
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EADY 


in those days when specialty selling 
was no cinch. He joined Galin early 
in the war years, studied appliance 
servicing through contacts with ex- 
perienced servicemen, through the 
service material supplied by jobbers, 
by intense study of manufacturers’ 
service manuals. Soon he became 
Galin’s specialist in washing machine 
repairs, the largest single phase of 
the company’s service work. 

As appliances returned in small 
volume, Sidney has been taken away 
more and more from the service de- 
partment, although both as a worker 
and a supervisor he spends many hours 
there. He shares with Galin the job 
of selling on the floor, shares, too, the 
paper work and sales planning that is 
increasing every day. 

Then there’s Harley Justice, special- 
ist in refrigerator servicing. Serious 
in countenance, business-like in all ac- 
tions, he seems out of place in a serv- 
ice smock, looks as if he were the seri- 
ous but cordial customer-relations man 
for a utility. Yet, to show how 
thoroughly Galin has searched for the 
right men, Harley Justice has always 
been a mechanic—first an auto me- 
chanic, then a machinist, then an appli- 
ance serviceman. But he is about to 
end that career. He is, Galin’s ex- 
ample of the serviceman who became 
a salesman. Three years ago Justice 
started with Sacramento Electric as a 
part-time refrigerator serviceman. 
He went on fulltime, soon became the 
store’s specialist in refrigerator re- 
pairs. 

As selling starts, Justice will go first 
to the sales floor to handle floor traffic 


LEFT 


Potential salesman is refrigerator service- 
man Orin Bosworth. He is a disabled 
World War II veteran who joined Sacra- 
mento Electric 2!/2 years ago, is being 
considered for the company's sales force. 


RIGHT 


Now in service togs, but out into the field 
soon as a salesman. Harley Justice was 
a mechanic before joining Sacramento 
Electric, becoming the store's refrigerator 
specialist while trained for post-war 
selling. 


under the guidance of the more experi- 
enced Sidney as well as Galin. Then 
he will go out into the field where he 
will put to use his new-found sales 
ability and newly-acquired sales train- 
ing, and will make use of the hundreds 
of prospects with whom he has estab- 
lished good will and friendly relations 
during the last few years. 

These two men are the finished prod- 
ucts of the plan Galin started in 1942. 
Two more men are being processed. 

Orin Bosworth is taking over more 
and more of the refrigerator servicing 
responsibility from Harley Justice, as 
the latter’s attention is turned gradu- 
ally toward sales. Bosworth joined 
Sacramento Electric 24 years ago. He 
is a disabled veteran who had worked 
for another appliance dealer before 
coming to Galin shop. He is being 
considered as the third member of the 
store’s sales force. 

Then there’s Floyd E. Seedar, the 
newcomer. Working with Galin as 
a trainee under the GI Bill, Seedar 
is learning appliance repair under the 
tutelage of Sidney, Justice and Bos- 
worth. He has mechanical ability, 
personality and character. How much 
sales ability is latent, how much can 
be developed, in young, handsome 
Seedar, will be judged after he becomes 
proficient in servicing. 


Neighborhood Selling 


Working out and carrying out an 
idea like this is nothing new for Galin. 
He was gambling on his judgment, but 
so he was too in 1936 when he pio- 
neered in neighborhood appliance sell- 
ing in Sacramento. What is com- 
monplace in most big cities now, was 
new fangled when Galin moved away 
from Sacramento’s compact shopping 
center and set up shop in a $25 a month 
headquarters at 1931 J Street. 

Galin has made out all right. Late 
in 1945 he remodeled the building, 
which he had purchased. Taking the 
full frontage, originally shared with 
a barber shop, Galin has wide glass 
windows that give adequate display 
of his many lines—Philco, Admiral, 
Maytag, Easy, Universal, Speed 
Queen, Sunbeam, Proctor, Royal, 
Regina, the small appliances of Gen- 
eral Electric, Hotpoint and others. 

To supplement this display room, 
his service department, and the work 
of his service-trained sales force, Galin 
has plans for extensive promotion that 
will advertise his store to the whole 
Sacramento Valley as’ “The Biggest 
Little Store In Sacramento”. 
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LITTLE more than six years 
ago, E. J. Darnall, aggressive 
head of the Natchez Furniture 

Company, Natchez, Miss., decided to 
add electrical appliances to his line of 
home furnishings. He also decided 
something else—he wasn’t going to 
wait for the trade to come to him—he 
was going out after it. 

So, Mr. Darnall loaded up his firm’s 
one truck with samples, went out into 
the surrounding countryside, like a 
modern Paul Revere, and began sell- 
ing his wares to any likely looking 
prospect who showed interest in them. 

This method proved so successful 
that Mr. Darnall had to abandon his 
truck for good. Today, he sits in his 
office directing the work of 11 truck- 
salesmen, who cover nine counties and 
whose appliance sales run into six 
figures yearly. The unique “truck-to- 
consumer” idea developed by Mr. 
Darnall early in 1940 has made his 
firm known throughout southwest Mis- 
sissippi and northern Louisiana. 

The Darnall ‘“truck-to-consumer” 
plan in a sentence is this: All 11 
trucks of the Natchez Furniture Com- 
pany daily go into the towns and rural 
areas of six Mississippi counties and 
three Louisiana parishes and sell di- 
rectly from door to door. 


Routing the Trucks 


But the breakdown and working 
explanation of the plan isn’t so simple, 
for back of it, Mr. Darnall must keep 
his finger on the exact route which 
each truck takes every day (out of 55 
such routes), the approximate loca- 
tion of each truck at a given time on 
the chosen route, the number and kind 
of samples aboard the truck, the num- 
ber and kind of appliances on each 
truck being delivered on previous 
orders, and other exacting details. 

“To do this,” explains Mr. Darnall, 







































































Lined up, ready to go about the business of selling appliances and furniture on any of 55 routes, are five of the Natchez Furni- 
Each truck-salesman is widely known throughout his assigned territory. 


ture Company trucks. 


E. J. Darnall of the Natchez (Miss.) Furniture Company, has evolved a plan to 


selling by truck from door-to-door, town-to-town and farm-to-farm, and it 
has made his firm one of the best known in the Mississippi Delta area. 


“we have an unorthodox system which 
was developed by necessity as the busi- 
ness grew. There is a master map in 
my office divided into eleven territories 
—one to each truck. Each of these 
territories is further divided into five 
routes, or one for each day of the 
week except Saturday. At our sales 
conference every morning, the truck- 
salesman who covers a given territory 
—it’s his permanently—is assigned his 
route for the day in that territory.” 
By the use of pins and pegs, the 
route of a salesman can thus be seen 


at a glance and because of his knowl- 
edge of the various territories, Mr. 
Darnall can accurately estimate the 
location of his salesmen at almost any 
hour, 


How Truck-Salesmen Work 


Turning to the actual selling of 
appliances, the work of Mr. Darnall’s 
truck-salesmen is not a haphazard busi- 
ness by any means. First of all, 
the salesman maintains a list of his cus- 
tomers and prospects. The average 
number of names on each list is 75. 








The Tuesday night sales meeting of truck-salesmen is an informal affair, with food, drink and families present. E. J. Dar- 
nall, general manager of the firm (in front of mirror, whiteshirt) attends these meetings, which are presided over by 
H. D. Nixon, route manager (extreme right). 
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PEBRUARY 1, 


This list is not kept in alphabetical 
order, but in order of the location of 
the customer or prospect’s home, as 
the salesman comes to it on his route. 
Thus, if the home of Richard Roe is 
first on his list the farm of John Doe 
—500 yards down the road from Rich- 
ard Roe—will be second, and so on. 

A duplicate of this list is filed at the 
office by every salesman, every morn- 
ing before going out on his route. It is 
an easy matter to report on what 
transpired at the home of Richard Roe 
when the salesman called, then what 
happened at John Doe’s and on down 
the list, thereby giving Mr. Darnall a 
pretty thorough picture of what his 
salesmen did and how they did it. If 
Roe and Doe are not called on, a 
notation by their names indicates this 
fact. 

Since every salesman has five 
routes and goes on a different one each 
day, naturally he maintains five lists. 
Should a salesman become ill or unable 
to make his daily trip, Mr. Darnall has 
three other trained men in the Natchez 
office who can substitue for him. 

The salesman leaves the store at ap- 
proximately nine or ten o’clock each 
morning in his truck. Arriving at his 
first place of call, he chats a while 
with the family or the housewife, if he 
is known to them. If not, he intro 
duces himself, states his connections 
and offers the services and facilities of 
his firm, assuring his hearers that he 
is regularly on this route and will 
call on them from time to time. He 
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is ready to demonstrate any sample 
he carries on the truck or to show 
and explain the picture of any appli- 
ance his firm has in stock. If the pros- 
pect places an order with him, and the 
appliance is in stock, he can assure 
her the exact date and time of delivery, 
since he will do the delivering him- 
self. The salesman is authorized to 
extend credit, on his own judgment, 
for a period of up to one year. 


Delivery a Problem 


“That matter of delivery to the 
tural areas is a serious one down 
here,” Mr. Darnall points out. “Stores 
which do not maintain regular routes 
have found themselves up against it 
for delivery. By our system of routes, 
we've never failed in delivering what 
was ordered, at the time we said we 
would. We know that this phase of 
selling is so important that we’ve made 
an open boast for several years now— 
and it gives our salesmen a fine talk- 
ing point—that we will deliver any- 
where in the states of Mississippi and 
Louisiana at no additional cost to the 
buyer.” 

Sometimes, Mr. Darnall’s truck- 
salesmen find it effective to stop a 
while in the smaller towns along their 
routes. This gains acquaintances, 
makes them and their firm known and 
keeps them in touch with the country- 
Side, 

“Sometimes, people on the salesman’s 
Toute come into the store here and 
leave orders,” says Mr. Darnall. “In 





that case, we handle the sale, add the 
name to the salesman’s route list and 
the salesman contacts him on the next 
trip out.” 

Two other outstanding aids are fur- 
nished the truck-salesmen. Every Tues- 
day night a sales meeting is held under 
the direction of H. D. Nixon, route 
manager, who is himself a truck-sales- 
man and knows the routes like a book. 
At these meetings, new merchandise 
is explained, new selling methods out- 
lined and views exchanged on route 
problems. Occasionally, a manufac- 
turer’s representative will attend the 
meetings and talk to the salesmen. 

The other aid comes in the form of 
a weekly throw-away titled “Better 
Home News”, which is mailed to every 
prospect and to every customer on 
each list. This sheet is devoted mainly 
to a description of various appliances 
in stock, but each salesman gets a 
write-up frequently so the reader will 
know him. These write-ups usually 
read about as follows: 

“This is Lowery Elliott (the word- 
ing is accompanied by a photograph). 
You'll be seeing him if you live in 
or around Washington, Fenwick, 
Hamburg, Hollywood, Cannonsburg, 
Stampley, Vidalia, Ferriday, Clayton 
or Jomesville. He’s an ex-Navy man, 
a veteran of World War II. He makes 
regular trips into the above territory 
and is anxious to serve your electrical 
appliance and furniture needs.” 

Needless to add, Mr. Elliott has a 
ready-made introduction is usually 
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From door to door in the rural areas 
of six Mississippi counties and three 
Louisiana parishes go the truck-salesmen 
of the Natchez Furniture Company. To 
cultivate the good will of housewives, 
they frequently act as errand boys, 
carrying chickens to town or letters to 
the nearest post office. 


known to customers and prospects and 
establishing a name for service and 
fair dealing. 

To achieve this end, the salesman 
sometimes finds himself carrying mes- 
sages from one housewife to another, 
mailing letters and packages, delivering 
ice, chickens, diapers and chill tonic 
for his customers, or just furnishing 
conversation to some lonely soul who 
has been ailing and hasn’t been able to 
get up and about for a week or so. 

The firm pays its salesmen a flat 
salary, plus commissions on sales and 
collections. To further boost selling, 
bonuses are given frequently for large 
sales, unusual orders or sales of merch- 
andise which needs pushing. 

“We have found no better way to sell 
merchandise than to offer our salesmen 
prize money, bonuses, good working 
conditions, a five-day work week and 
the best in employer-employee rela- 
tions,’ Mr. Darnall declares. “We 








The new brick building housing the Natchez Furniture Company is two stories high 
and has a 78 by 230 foot floor space. The company started operations six years ago 
in a building one-fourth its present size. 


recognized from his photograph and so 
has an entering wedge fora sale. 


Selection of Salesmen 


The secret of successful door-to- 
door and farm-to-farm selling via truck 
is in the selection of salesmen, accord- 
ing to Mr. Darnall. Preferably, and 
usually, the salesman for a certain 
territory is chosen from that territory, 
he explains. The advantage of this 
is apparent because of his knowledge 
of the area and the people in it. His 
sales training will include, in addi- 
tion to the fine art. of closing a deal 
the equally fine art of-making himself 


furnish him the truck, pay for his gas, 
give him what pictures, literature and 
samples he needs and keep him up to 
date on all new equipment and methods 
of selling. 

“The truck-salesman is a complete 
unit in himself. It’s entirely up to him 
how long he wants to work each day, 
how far he wants to travel, to whom 
he wants to extend credit and how he 
wants to collect for it.” 


Salesmen Must Produce 


But all is not beer and skittles for 
the salesman. He is expected to pro- 
(Continued on page 82) 


PAGE 47 


















UAVE 
= ; 
) has seen a lot of news about 

appliance promotions slide over 


( bachelor Robert Borden 


72 W. Adams 
St., Chicago, where he heads Common- 
wealth Edison Company’s news bureau. 
Doubtless, he 


his mahogany desk at 


counts the television 
program from now on about the neatest 
package of them all. 

Bob can remember television away 
back to where it was only a gleam in 
the utility’s eye. Discovery that the 
average television set drew around 280 
watts compared with an average of 65 
for radio, marked it as a load build- 
ing appliance worthy of cultivation. 
This enlisted Edison’s sup- 
port. Look how successive news re- 


Common 


leases from Bob Borden’s desk began 
to set the scene: 

Item: The Electric Association 
launches an effort to establish Chi- 
cago as a top ranking television center, 
with A. A. Gray, secretary-manager 
of the association, and A. B. Rodner, 
Jr., Commonwealth Edison Co., tak- 
ing steps to awaken manufacturers. 

Item: Commonwealth Edison spon- 
sors a television program on Chicago’s 
only station, WBKD. 

Item: A committee of sales and ad- 
vertising executives of television 
manufacturers is formed. Ernest H. 
Vogel, vice president of sales, Farns- 
worth Television & Radio Corp., is 
elected chairman, with R. A. Graver, 
vice-president, Radio Division, Ad- 
miral Corporation, and H. A. Ren- 
holm, retail manager, RCA-Victor 
Corporation. 

Item: An organization of local tele- 
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Behind all these wires and buildings you 


can see the television aerial of North Town 


Refrigeration Corporation. 


It is said to 


receive one of the best signals in town. 











Russ Hansen, who bosses the television installation and service 


for RCA-Victor. 
electrical engineers. 


He has 19 men on the job. 
They eventually will train service men. 


Five of them are 


AHICAGO 


vision broadcasters takes place. Wm. 
T. Eddy, television pioneer and direc- 
tor of station WBKB, is made chair- 
man, with I. E. Showerman, general 


manager, Central Division, National 
3roadcasting Company; James L. 
Stirton, asst. to vice president, Ameri- 
can Broadcasting Company; -Frank 
Schrieber, station manager, WGN, 
and Carl J. Meyers, chief engineer, 
WBBM. 


Item: Interest of advertising agen- 
cies is awakened, with the idea of pro- 
moting the sinews of war for :televi- 


sion stations. 
A Distributor Gets Started 
First manufacturer to come under 
the aegis of this background was 
RCA-Victor. This corporation felt 
that television had existed in the 


dream market state long enough; it 
was time to get started. Originally it 
had thought of cracking several key 
markets such as_ Philadelphia, New 
York and Washington. Due to the 
Commonwealth Edison build up, Chi- 
cago was added to the list. It is said 
that 2,000 television receivers were 
allocated to the Chicago market by 
RCA-Victor. Of these a thousand are 
reported to have been sold at the pres- 
ent moment and 750 delivered. 

Ned Corbett, home instrument de- 
partment sales manager for RCA-Vic- 
tor Distributing Corporation, H. C. 
Chapman, general manager of the dis- 
trict, and Harold Renholm, regional 
RCA-Victor manager, worked out the 
details that launched television re- 
ceivers on the Chitago market. 


Plugging 


It is interesting to follow the plan- 
ning. In an appliance-starved market 
like Chicago, they could have sent out 
postcards and got rid of their entire 
quota. Hundreds of service men who 
had had radar experience during the 
war would have leaped at the*chance 
to tinker with these television re- 
ceivers. 

Instead, a sales plan campaign was 
planned with the idea of each pioneer 
television receiver selling another to 
a neighbor. Retail price was $350 
plus a $50 installation and service 
charge, to cover a year’s guarantee. 


Installation by Specialists 


The RCA Service Co., 3242 Foster, 
directed by Russ C, Hansen, was given 
the job of carrying the ball. It 
wasn’t enough for the customer to put 
himself on the dotted line. The instal- 
lation crew had to go out and make a 
signal strength test, with the idea of 
finding out whether or not the cus- 
tomer could get satisfactory reception 
on his set. The signal for the set fnust 
be 350 micro ohms. A truck carry- 
ing ladders, hardware, brackets, masts, 
standoff insulators, surveying test in- 
struments, test dipole, and sound 
power telephone was sent to the scene 
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of the installation. If approved, aerial 
was set up either on a chimney or a 
mast and the customer prepared for 
installation. 

The dealer delivers the set, which 
comes in one box, and the kinescope 
which comes in another. Whereupon 
the service men return, hook up the 
set and adjust the wave trap and focus- 
ing. 

The $50 the customer pays covers 
service for a year. 

“The reason we set up the idea of 
handling installation and service on 
television,” says John Michael of RCA- 
Victor Distributing Corporation, “is 
that it isn’t a good idea to have dealer 
service men trained at the expense of 
the customer. Not until dealer serv- 
ice men get schooling and experience 
will they be ready to work on tele- 
vision receivers. I know there are 2 
great many ex-GI Jves who have 
worked on radar and feel they are per- 
fectly qualified to operate. But—at 
the start we didn’t want to take a 
chance.” 

Incidentally, not much service is re- 
quired with the kinescope which 1s 2 
tube that displays the image. Costing 
around $35 retail, it usually lasts about 
ten years. 
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The type of home that is buying television 
is Chicago- “Burt MacShara and Kenneth 


have just tacked an aerial to the 


freplace chimney. 


carefully calculated 
campaign enlists utili- 
ties, distributor back- 
ing, dealer tie-in, and 
proper service and 


installation. 


By 
TOM F. BLACKBURN 


‘|ELEVIS 


Some 86 dealers are selling television 
in Chicago. When a dealer is given 
the line he is more or less double- 
checked by the service crew under 
Russ Hansen, to see that his place of 
business is a good point for reception. 

There are shadow areas in towns 
like Chicago that keep dealers’ screens 
absolutely blank. It happens particu- 
larly if a dealer is located behind a 
tall building. It was found at times 
that he can use a reflected signal. In 
fact, television signals will bounce off 
buildings, particularly if they are damp. 
RCA-Victor wants the dealers to have 
much stronger signals than customers. 
Some four or five sets are to be run 
off the same signal, so it must be 
strong. Passing street cars and auto- 
mobile spark plugs cause trouble and 
neighborhood diathermy machines are 
simply murder in filling up the screen 
with ghosts. Where these occur the 
Setvice men call on the doctors and 


shield the diathermy machines if pos- 
sible, 


Programs for Demonstration 


_ With a television receiver operating 
in his place of business, the dealer is 
set to go. Chicago’s only broadcast 
station, WBKD, is on from 12 to 3 in 


the afternoon, which is swell for down- 
town. Neighborhood dealers would 
prefer a broadcast every other half 
hour all day long for demonstration 
purposes. The Federal Communica- 
tions Commission regulation will re- 
quire 28 hours a week of programs, 
4 hours a day, 1 hour daytime, in the 
near future. With WGN and the 
American Broadcasting Company 
coming into the picture of television 
in Chicago, the town should be well 
provided with programs for demon- 
stration. As these stations come on 
the air, the service men will have to 
call back on the 750 or so. users and 
adjust their sets for these new stations. 


Dealer Experience 


Robert Gayle, who is sales manager 
for the North Town Refrigeration 
Corporation at 4711 Lincoln Avenue, 
Chicago, has one of the best television 
spots. This store is one of three 
branches owned by Thomas J. Reedy. 

“A television set is a natural crowd 
getter,” declares Bob Gayle. “So we 
place our receiver in the back end of 
the store, forcing people to pass, all 
our merchandise to see it. We have 
it at eye level and do not provide any 

(Continued on page 193) 
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Harry Burns, whose specialty is outside selling, thinks that television is just the 
dish for the independent merchant. 
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Servicing CLARK KLECTRIC 


Detail 


Before attempting to make any repairs on a_ to replace a leaky thermostat well, or an element 
Clark heater, the switch should be turned off on band when basement has been flooded. 
the line connected to the heater. The following procedure is recommended for 
Service calls on Clark heaters are usually either getting at the source of either of these troubles: 



















Service Head For 
Clark Water Heater 


HOWARD ROSS is one appliance expert who was 
born in Fairfield, lowa, and never worked for Dex- 
ter. His uncle, Arthur Julian, was with the 
McGraw Electric Co., Clark Water Heater Divi- 
sion, and brought Howard into Chicago. Torn be- 
tween a passion for photography and one for 
service work, he finally became service manager of 
the company, but still keeps his desk surrounded 
by floodlights and baby spots, and his desk filled 
with very snazzy cameras. 


Remove knob on control by loosening set screw at side. 


Then remove mounting plate by unscrewing the two be very easily removed by pulling towards you. 
sheet metal screws at top and bottom. 


Basic Procedure 











1 2 After mounting plate has been removed, pull out the 4 When cover is removed thermostat is exposed. 
a a bai ae pad of mineral wool which covers thermostat. 


The cover of the thermostat box snaps on and may 






















HIS is one of the series of “how to" service articles on specific 


ances: Westinghouse irons (February, 1941); ranges (August, 1943); 
Maytag washers (April and September, 1942); Knapp-Monarch 
toasters (November, 1942); Premier vacuum cleaners (November, 
1942); Simplex ironers (March, 1943); Speed Queen washers (March, 
1943); wringers (June, |943); lronrite ironers (April, 1943); General 
Electric and Hotpoint irons (April, 1943); General Electric washers 
(May, 1943); refrigerators, Type CA (October, 1943); Blackstone 
ironer (May, 1943); wringers (September, 1943); Universal irons (May, 
1943); washers (July, 1943); percolators (October, 1943); toasters 


waffle irons (December, |944); Lovell wringers (June, 1943); Hotpoint 
ranges (June, !943); Apex washers and ironers (July, !943); Easy 
washers and ironers (August, !943]; Chromalox electric range units 





\. 


(November, 1943); cleaners (April, 1944); ranges (August, 1944); 





Previous Service Articles 


(September, 1943); Thor washers (September, 1943); Norge refrigera- 


refrigerators (June, 1944); Automatic Laundry Queen washers (July, 
1944); Frigidaire refrigerators; Frigidaire ranges (September, |944): 
Horton‘ironers, washers (October, 1944); Electromaster ranges (No- 
vember, 1944); Kelvinator refrigerators (February, 1945); Wilcox-Gay 
record changers (March, 1945); Hamilton-Beach mixers (April, 1945); 
Sunbeam Mixmaster (June, 1945); Emerson Electric fans (July, 1945); 
Voss washers (August, 1945); Wilcox-Gay changers (September, | 945); 
Admiral changers (October, 1945); Tuttle & Kift range elements 
(November, 1945); Estate ranges (February, 1946); Briggs & Stratton 
gas washer engines (March, 1946); ABC spinner washers (August, 
1946}; Handyhot portable washers (September, 1946); Universal 
mixers (October, 1946); Nesco roasters (December, | 946). 











— 
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makes of electrical appliances. These step-by-step operation tors (November, 1943); Bendix washers (November, 1943); Gibson Ra 
instructions are prepared by Electrical Merchandising, in cooperation refrigerators (December, 1943); Telechron clocks (February, 1944); ry 
with the manufacturers, and carefully checked for accuracy. Already Dexter washers (March and April, 1944); Motorola radios (March, is 
published are similar service articles on the following makes of appli- 1944); ABC washers (April, 1944); 1900 washers (May, 1944); Crosley 5 


lement 


ed for 
ubles: 


The terminal wires should be disconnected from 


thermostat as shown. 


The small terminal block in the corner of the metal 
box would be loosened: and the two wires pulled out 
from the side of the box. 


— 





The Perfex thermostat is attached to the tank by means 

of two bolts. Looséhing these makes it possible to 
remove the complete thermostat assembly as shown in 
Fig. 10. On some of the older model heaters another type 
of thermostat is used. This is not screwed to the well but 
is merely held by two clips and may be removed by 
simply pulling out on the complete assembly after dis- 
connecting wires. 








§ Three rock wool pads should be removed. 


ING 














WATER HEATERS 


a 
bs sey 


Where basement has been flooded it is sometimes 

necessary to remove the element because of the 
burnout of a wire in one of the blocks. In this case, after 
removing thermostat, as shown in the previous photo- 
graphs, the band holding the element blocks is loosened 
by unscrewing the bolt. 


Pull on one end of the band and you will find that 
it easily slides out of the channel. 





Defective block may be replaced by unscrewing the 
terminal nuts on the back of element. 


S MES ; 
te: 


Fg UY ip ‘ 
YY YY Yf ae 


Lf, 
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Then turn band face up and pry up the aluminum 


tongues on each end of the block. 
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Replacing Leaky 
Thermostat Well 


and Element Bar 





13 Lift the block out as shown in Fig. 24. Be sure that 
a block of the same type is used to replace it. 
Procedure is reversed in replacing the block. Note: The 
element may be inserted into heater and slid into place 
in the same manner in which it was removed. Band bolts 
should be drawn up as tightly as possible to give good 
heat transfer. Be sure that band is inserted into the 
heater in proper position; top of the element is indicated 
by an arrow. 












Replacing Leaky 
Thermostat Well 


The thermostat well may be removed without 
draining the tank by taking the following preca- 
tions: 

Shut off cold water supply to heater. 

Close all hot water faucets in the house. Then 
open drain valve on bottom of heater and let hot 
water run out for a short while, to relieve the 
pressure. 





The thermostat well is removed with a socket wrench 


similar to that shown in picture. By having a new 
thermostat well ready and slipping it quickly into place 
after the old one has been removed, only a few drops of 
water will leak out and are of no consequence. 





REMEMBER: The threads in this well should be 
covered with pipe thread lubricant and it should 
be screwed up very tight. 

Do not forget to turn on cold water supply and 
electric current to heater after making repairs. 
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Hogg Electric of Salem, 
Oregon, used to have 20 
in the 
field ... Now they plan to 
confine selling to 30,000 
sq. ft. of floor space 


washer men out 


OME fifteen years ago when ac 
™ytive electrical appliance dealers in 
Salém, Oregon, were scarce arti 
cles, the Hogg Electric Co., with Carl 
Hogg as manager, started selling 
washing machines. Those were the 
days when every woman wanted a 
demonstration before she bought a 
washer. 
when 


They were the days, too, 
small communities seldom 
boasted an electrical store, and when 
there were villages where 
hardly an electrical appliance was to 
be found. 
unheard of. 

The new firm started out to change 
all of these conditions. Carl Hogg 
sent his men out into the field—teams 
of them, with a stock of electrical 
washers in a truck. They would take 
on a small community and go up one 
street and down the other, calling on 
every housewife in the block. They 
sold washers at $1 down and $1 a week 
—and they sold them. From the very 
start the volume of business done was 
phenomenal. It might take only one 
day to clean up a town, or it might 
take two or three, then they moved on 
to another community. 

Later the store took on other ap- 
pliances as well and became a general 
electric store, but they continued to 
send trucks out into the field. At the 
peak of their selling, they had 20 
salesmen, and two trucks, with a cor- 
responding team in the service de- 
partment to take care of equipment 
sold. 


entire 


Field selling was almost 


Then came the war. Carl Hogg 
had been wise enough before deliv- 
eries of appliances completely shut 
down, to save out the last six or seven 


carloads of washers. These he pro- 
ceeded to rent at a flat $3 per month. 
This was good business, because at 
their usual sales price, the washers 
brought in not more than $1 a week, 
a fair portion of which had to go to- 
ward the price of the washer. Some 
of the $3, too, had to be set aside, of 
course, as a sort of amortization fund 
and to take care of the occasional serv- 
ice work which the store had to do 
when a washer was returned before 
it could be sent out again. But much of 
the rentals could be figured as profit. 











And there was very little turnover 
in rentals. They were in demand 
among families of service men and 
among war workers—and once they 
got the washer into their possession, 
they either kept it, or passed it on 
to a friend when they moved out of 
town. Even today, when the firm 
would like to call in some of the ma- 
chines, the renters do not want to give 
them up. Of course, when new wash- 
ers are available in quantity and once 
more to be had at a price of $1 per 
week, it will hardly pay for the rent- 
ers to keep on paying $3 monthly for 
equipment they will never own. By 
that time the machines will have paid 
for themselves, with quite a bit over 





THEN (1936) 


Twenty salesmen in the field 





NOW (1946) 


30,000 sq. ft. of selling space 


a 








and will still have a resale value. In 
the meantime, the activity has kept the 
store in the electrical business all 
through the war, as sale of the wash- 
ers would not have done. For some 
time, in fact, it was the only store 
handling electrical appliances left in 
Salem. 

In addition to the appliance rental 
business, the firm during the war 
added furniture. This was not strictly 
a new venture as the “mother store” 
in Oregon City, in the hands of one 
of the other Hogg brothers, had been 
a furniture business from the start. 

As it stands now, the organization 1s 
known as the Hogg Furniture Co. 
(Continued on page 106 
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oneral Mills’ Tr utteat Control | 


MOST ACCURATE KNOWN TYPE OF HEAT 
REGULATOR EVER USED IN AN IRON 


a 


TRU-HEAT FABRIC SELECTOR. Iron 
every fabric at its own best temperature 
by setting the Tru-Heat Fabric Selector. 
Or iron by actual temperatures. Fabric 
Selector, marked both ways, follows iron- 
ing temperature recommendations of Good 
Housekeeping Institute. 





SAFETY SIDE REST. Iron stays put on 
its Safety Side Rest with little danger of 
tipping. What’s more, it takes 15°% less 
effort to roll it gently on its side than to 
lift an iron up onto a heel rest or separate 
stand. What a practical way to make iron- 
ing easier and safer! 





4-WAY, FULL-VUE IRONING SURFACE 
covers more ironing at every stroke be- 
cause it’s 15.7°% larger, 28°% longer than 
the average of five other leading irons. 
New shape irons easily into difficult places 
with either end. Button Saver Edge slants 
all around so any part of it slips smoothly 
under buttons without loosening threads. 





RIGHT WEIGHT. Accurately controlled 
t does the ironing—not heavy weight 
,Pressure. Iron weighs only 334 pounds. 
t's just right for faster, easier ironing. 


or 
I 





san 


THE SURFACE THAT IRONS THE FABRIC 
is actually part of the General Mills Tru-Heat Con- 
trol. This great new invention prevents dangerous 
overheating and time-wasting drops in tempera- 
ture. It’s the fastest-acting, most accurate known 
type of heat regulator used in automatic irons. Ac- 
curately controlled heat not only protects delicate 
fabrics but speeds ironing and makes every piece of 


The iron sponsored by 


Bett, Chocksn 





NOW BEING DISTRIBUTED IN: Minne- 
sota, Nebraska, the Dakotas, Wisconsin, Iowa, 
Michigan, Indiana, Ohio, the New England 
States, New York, Montana, Wyoming, Utah, 
Colorado, New Mexico, and parts of Idaho, 
Illinois, Kentucky, West Virginia, Pennsyl- 
vania and New Jersey. 


GENERAL MILLS, INC., HOME APPLIANCE DEPARTMENT, MINNEAPOLIS 13, MINNESOTA 


Copyright 1947, General Mills, Inc. 
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ironing look smoother, more neatly finished. Tru- 
Heat Control is only one of the standout advantages 
of this new iron that’s winning thousands of women 
in market after market. Homemakers are reading 
the whole story in hundreds of large newspaper ads 
.. . hearing it on General Mills’ famous Radio Hour 
wherever distribution is under way . . . and they’re 
showing their approval of it by buying! 





Gen : a? . 
tal 
“Hleae 


Yas 
“T Cony 
2% 







Betty Crocker 
isa 
trade name of 
General Mills 
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SURE. WE’RE TAKING YOUR PICTURE... 













... your sales picture...into of merchandise that fits your picture because it 
consideration. Here’s the angle: It'll pay you to keep fits your customers’ picture. 
an eye on that eagle now. Dollars will come harder That makes sense, doesn’t it? All right... keep an 
tomorrow. You'll be shooting for faster turnover, eye on that birdie for a few minutes while you check off 
greater sales volume. And one -way to hit ‘em will the sales advantages you get with the Crosley line. First. . 
be to stand right up in the front row with a line 





POSE BESIDE THIS SHELVADOR* A MINUTE, PLEASE 


Picture yourself standing beside 
this good-looking refrigerator 
while you demonstrate it to a 
shopper. What catches you eye? 
Right ... the Shelvador* does! 
And believe us, it catches the 
eyes of buyers, too. 

It demonstrates itself... 
shows at a glance how it puts 
twice the food to the front, 
makes everything handy for 











housewives. That’s exclusive. 
After a decade it’s still the 
newest feature in home refrig- 
eration... one that means most 
to smart women, You don’t 
have to draw a diagram to ex- 
plain that; a woman sees it in 
a flash. Her eyes light up, her 
hands start to twitch... and 
mister, you're well on your way 
to a sale! 


Here's the setting: That nice lady (there 
are millions like her!) wants a range, too. 
She's in your shop—looking around—un- 
decided. Enter the hero (that’s you, IF 
you're a Crosley dealer). And what a 
— you can give her! Of course you 

ve range models with be-kind-to-women 
features that characterize all Crosley kitchen 


FEBRUARY 








AND HERE’S ANOTHER QUICK DOUBLE-EXPOSURE 


appliances. Advantages galore, in gas or 
electric; over-size ovens, waist-high broil- 
ers, four fast surface cooking units . . . plus 
the famous Crosley one-piece core con- 
struction, extra thick insulation, and beauty 
to spare. 

And you aren’t finished yet! There's... 
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SHELVADOR® 


#Reg.U.S.Pot.Of. 
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ONE MORE SHOT FOR THE MODEL KITCHEN 


Check the Shelvador*, check the range, and now complete the picture 
with the Servisink. That really furnishes a kitchen. ..to a queen’s taste. 
Sure and every shopper is a queen when it comes to demanding the 
finest for her kitchen! 

Crosley supplies it—right down to the sink. The Servisink is sleekly 
beautiful in gleaming porcelain; it has oodles of built-in space for utensils; 
it’s knee-recessed so someone's best gal can sit down while she works; it 
has a handy garbarge container; it has companion cabinets. Could any 
woman who has slaved at a conventional ‘water and waste” sink keep 
from making the Servisink a ‘‘must” on her shopping list? 

That completes a quick trip with Mrs. Shopper through a Crosley 
kitchen. But don’t you stop here; keep an eye on that eagle! 


NOW FOR SOME CANDID VIEWS OF RADIOS 


It isn’t far from the kitchen to the rest of the home... 
not for a Crosley dealer. For he has a complete line of 
radios—a model for any room in the home. 
From the Crosley Floating Jewel} Tone System (the 
permanent res ap stylus that plays on sides of record 
ooves, -virtually eliminates s-c-r-a-t-c-h-i-n-g) exclusive 
eature of the radio-phonos, down to the tuning knob 


The Floating Jewelf Tone System, Crosley FM 
(frequency modulation) and the Crosley Master 
Tone Control (giving 64 different tonal combi- 
nations for radio or records) make this instru- 
ment a favorite of those who love fine music. 
A luxurious satin-finished mahogany or walnut 
cabinet puts appearance on a par with perform- 
ance...completes a distinguished model that 
complements the finest home. 





Here are big console features in an attractive 
cabinet that occupies no more floor space 
than a dining room chair. Ideal for smaller 
homes and apartments, it offers such out- 
standing features as the Floating Jewelt 
Tone System, Crosley FM (frequency mod- 
ulation), Continuous Tone Control, Fast 
Jam-proof Automatic Record Changer. 
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on the smallest table model, the line is typical of Crosley 
engineering. Every electronic improvement . . . the smart- 
est styling ... quality craftsmanship throughout—those 
are basic sales advantages highlighted in the too-many- 
to-mention-here specific features. 

These few models give you an idea: 


THE CROSLEY DEBUTANTE 





THE CROSLEY RONDO 


Appearance tells this story...and it’s just as good from the 
back as from the front! The Rondo is as compactly powerful and 
clear-throated as you'd guess from its sleek lines and smart plastic 
mahogany color cabinet. It’s right at home atop any end table. 
Features include Enclosed Loop Antenna; Slide Rule Dial; 
Continuous Tone Control. 


rd wt 


j fc pee 
wy TAKE ww We ic PICTURE 





In taking your picture with the Crosley line grouped around you, 

we've given you a pretty good picture of that line itself. 
Take that picture. Think it over. Consider some of the easy-to-demonstrate Crosley features 
we've mentioned. Look ahead to the competitive days tomorrow when it’s going to take 
more sales punch to punch those cash register keys. And finally... watch that birdie! 


Shelvader* Refrigerators « 

Home Freezers - 

Kitchen Sinks and Cabinets - 

Ranges - Laundry Equipment - 

Radios - Radio-Phonographs—FM - Television - 


Soe CROSLEY 
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Division—The Aviation Corporation 


Cincinnati 25, Ohio 











GENERAL ELECTRIC F yal 


Campa Ret 





Glamorous GINNY SIMMS, 
star of the Borden show, every 
Friday night over CBS. 
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or by sliding across record. 





... in glorious natural color tone with this 
great new radio-phonograph 


LISTEN—COMPARE... AND YOU'LL 
BE PROUD TO SELL G-E MODEL 417 


The first chance you get. . . hear this set perform! Listen to 

FM or AM or short wave. Of course the FM is wonderful, 
It’s genuine Armstrong FM. But the AM and short wave too, sound 
better than ever. Listen to any record, old or new. Then you'll 
realize just how fine the G-E Electronic Reproducer really is! 
Look at the cabinet. That’s styling your best customers will 
appreciate. And the price is well below what you'd expect for 
such a triumphant combination. For full details see your G-E 
Radio Distributor, or write today to: Electronics Department, 


General Electric Company, Bridgeport, Conn. 





SUPERB GENERAL ELECTRIC FM-AM RADIO-PHONOGRAPH MODEL 417 
Five Bands—AM, Short Wave and genuine Armstrong FM. 9 tubes plus 
rectifier, Sensational new G-E Electronic Reproducer reveals all the 
music your records. G-E Guillotine Tuner. Oversized (12") Dyna 
power ker with magnet of G-E Alnico 5. Beautiful 18th Century- 
inspired mahogany cabinet. Storage space for approximately 120 records. 


THE FIRST AND GREATEST NAME IN ELECTRONICS 


GENERAL @ ELECTRIC 


PORTABLES + TABLE MODELS 


CONSOLES + FARM SETS + AUTOMATIC PHONOGRAPH COMBINATIONS «+ TELEVISION 
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They Know 
The Dealers Problems 


The "big brother" policy adopted by the Richardson-Wayland Electric Corp. 
of Roanoke, Va., has lightened many burdens for retail dealers in that area 








ers in 34 counties of southwest 

Virginia have found cooperation 
and understanding in the policies of 
the Richardson-Wayland Electrical 
Corp., of Roanoke. This firm, organ- 
ized nearly 35 years ago, was operated 
on a retail basis for years and conse- 
quently, knows the trials and troubles 
of the retailer. 

In recent talks with dealers of the 
Shenendoah Valley area, J. M. Rich- 
ardson, president of the firm, has tried 
to accent this “big brother” attitude 
toward retailers by pointing out some 
unique dealer-distributor cooperation 
methods employed by  Richardson- 
Wayland, who are distributors for 
General Electric, Crosley and Apex. 

“We suffered—financially and men- 
tally—right along with our retail con- 
tacts, during the shortage period,” Mr. 
Richardson says. “Our policy has al- 
ways been: adequate service and square 
dealings to those whom we serve. Now 
we have added to that policy one of our 
own making, which we believe will aid 
retailers all over our territory.” 


Reis electrical appliance deal- 





Four-Point Program 


The new policy, outlined by Mr. 
Richardson and administered by S. J. 
Higginbotham, general sales manager, 
is divided into four phases—sales, 
service, merchandising and credit. 

The sales policy calls for the main- 
tenence’of a ‘showroom in the firm’s 
Roanoke building, containing an ade- 
quate display of every item distributed 
by Richardson-Wayland. Since many 
retailers are not able to carry all of 
these items, they may bring or send a 
customer in at any time to the show- 
foom and let him pick out what he 
desires. The sales force, under Mr. 
Higginbotham, will serve the customer 
and will send what merchandise is pur- 
chased, to'the retail dealer for delivery, 
or if the customer takes it with him, 
the dealer is credited with the differ- 


ence between the dealer’s price and the 
distributor’ s. 


Other Features 


Other features of the new sales 
Policy include the conducting of selling 
clinics, at intervals, for sales forces 
of retail dealers in the Shenendoah 
area, and the furnishing of valuable 


sales-training material from time to 
time. 

“As merchandise becomes 
more plentiful, we expect to equip a 
demonstration trailer with all of our 
products, to cover our entire territory,” 
says Mr. Higginbotham. “This trailer 
will be equipped with all major appli- 
ances adaptable to the rural trade and 
will be accompanied by a home econo- 
mist who will make calls on prospective 
customers in the territory of our vari- 
ous dealers, accompanied by one of the 
dealer’s representatives.” 


soon as 


Utility Customer Lists 


A very successful sales help, accord- 
ing to Mr. Higginbotham, was insti- 
tuted by the firm in requesting utilities 
in various locations to provide lists of 
new customers added to their rural 
lines. These lists were circularized for 
the retailers and much business re- 
sulted. 

The Richardson-Wayland - service 
policy is based on factory-type service 
for the retailers they serve. These 
retailers are invited to “lean on” the 
distributor until such time as they may 
establish service departments of their 






tS 


S. J. Higginbotham, general sales manager of Richardson-Wayland Elec- 
trical Corp., Roanoke, Va., administers firm's new "big brother" policy. 


own and become self-sufficient. 

“For a nominal charge,” explains 
Mr. Richardson, “we take care of our 
retailers’ service business which is not 
covered by factory guarantees. By 
maintaining this factory-type service 
department, it is possible for the dealer 
to load a refrigerator or washer on his 
truck, bring it in to us, have it repaired 
and return home that evening. This 
department alone has eliminated two 





The Richardson-Wayland service department office files indicate a full shop of elec- 


trical appliances awaiting repair. 


Dealers within a !00-mile radius who have no ser- 


vice departments of their own, are invited to “lean on’ the wholesaler at any time. 
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t@six weeks delay from shipping appli- 
ances back to the factory for repair.” 


Conduct Service Schools 


In the service field, future plans of 
Richardson-Wayland call for conduct- 
ing service schools in Roanoke or other 
specified towns to train service men 
from the retailer’s own shops. 

“Our merchandising policy is sim- 
ple,” explains Mr. Richardson. “We 
know that many of our dealers cannot 
carry heavy stocks. We do net propose 
to try to overstock them at any time. 
To help them keep up with the latest, 
we maintain an adequate library of 
Washington News Letters and other 
sources of economic information and 
it is always open to our dealers.” 

The credit policy is a liberal one and 
dealers are requested to pay invoices 
promptly. Should they need bank aid 
in financing purchases, Richardson- 
Wayland stands ready to assist them to 
obtain it, Mr. Richardson explains. 


New Policy Popular 


Letters and comments fr retailers 
throughout the 34 counties served by 
the Roanoke firm, attest to the popular- 
ity of the new policy. They feel it is 
a cooperative policy mutually beneficial 
for both the present and for the future. 

Many of these retail dealers, reflect- 
ing the confidence such policy has in- 
spired, have adopted Richardson-Way- 
land’s own slogan: “If it’s electrical, 
we sell it, If it’s electrical, we repair 
” 


PAGE 57 





IN 


fala 




















of appliance orders 


































BUNCH of ex-service men down 

in Columbia, South Carolina, fig- 
ured if they could clean up that city 
as effectively as they cleaned up the 
Germans and the Japs, it ought to be 
a profitable venture. They did and 
it is. 

In July, 1946, the firm of Brandt's, 
Inc., came into being. Located at 1905 
Main Street, Columbia, the company 
now boasts a payroll of eight persons, 
all veterans except two comely secre- 
taries. C. F. Timmons, head of the 
new appliance business, knew the firm 
faced two tough obstacles in its efforts 
to get started. There was plenty of 
competition and there weren’t nearly 
enough appliances available. 

He decided to call on his distributor, 
the Electric’ Equipment Supply, Inc. 
(Monitor, Super-Cold, Lyons). They 
readily supplied the services of their 
crack sales promotion manager, Fred 
A. Corraro, to assist the firm in get- 
ting started. Mr. Corraro knew a 
speedy way to get an insight into the 
needs of Columbia housewives—his 
idea was to get into their homes and 
get acquainted with them. | 





C. F. Timmons, head of Brandt's, Inc., and his secretary, Miss Floyce Derrick, discuss 
the results of Brandt's waxing and polishing campaign with Fred A. Corraro, distribu- 
tor's representative, who suggested the clean-up plan for making contacts. 





—_ 














Getting Acquainted 





The hardest thing a housewife has 
to do, reasoned Mr. Corraro, is house- 
work—waxing floors, cleaning win- 
dows and the thousand and one other 
Brandt's “clean-up” crew—veterans all, except the two young women—stand in front things which are routine to the aver- 
of the 55 foot display front of the shop on Main Street in Columbia, S. C. age American home. He suggested to 














Two members of Brandt's waxing and polishing crew get last minute instructions 
from Floyd Lumpkin, manager of the floor maintenence department, before setting 
out on a cleaning job which later may result in a heavy appliance sale. 






Like many new dealers, Brandt Electric 
in Columbia, S. C. wanted to become 
known in their community . . . They found 
the answer in waxing prospect's floors 
.-- Now they find themselves with a stack 


Mr. Timmons that if the new firm 
really wanted to become known to 
every housewife in Columbia, there 
scarcely would be a better way to do 
it than to assist somehow in this 
cleaning-up process. 

Mr. Timmons jumped at the idea. 
He made a tie-up with a wax com- 
pany to provide all the necessary 
materials and implements that a four- 
man team would need to keep busy 
consistently by waxing and polishing 
floors all over the South Carolina 
capital. Out went letters to the better 
homes in Columbia, with a self-ad- 
dressed, stamped envelope, pointing 
out the shortage of labor and that 
Brandt’s had an efficient crew avail- 
able on immediate notice to tackle any 
kind of waxing and polishing job 
desired. 

The response was immediate. 
Brandt’s found enough business in the 
cleaning-up field to keep the firm busy 
for months. The contacts made among 
Columbia residents proved invaluable 
and the first part of the plan was @ 
smashing success. 

But the ultimate object was to sell 
electrical appliances. As a starter 
toward this goal, the second part of 
the plan called for, first, an inspection. 
When the floor polishing and waxing 
was done, Mr. Timmons made a pef- 
sonal inspection, inquired to see 
the customer was satisfied and if he 

(Continued on page 60) 
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First Choice Goes Spontaneously 


to American Kitchens S2/led cu Sceel/ 


The show vote goes spontaneously to 
American Kitchens, styled in steel. 


This is unmistakable not only to fac- 
tory officials and attendants at the Ameri- 
can exhibit. It is evident to everyone who 
observes the crowds that flock to the 
American display, and notes their interest 
and attentiveness. 


It is the subject of wholesale comment 
among representatives of the trade press, 
exhibitors and visitors. 


Perhaps most notable of all is the fact 


that the American display proves equally 


appealing to everyone concerned with new 
kitchen equipment—distributors, dealers, 
salesmen, architects, builders, home econo- 
mists, domestic science instructors, etc. 


They are soundly impressed—as they 
were bound to be—by the beauty, high 
quality, features, ease of installation and 
economy of American Kitchens. 


Just as the housewives of America will 
be impressed when the news of these 
superb new kitchens is taken to them by 
American Kitchens dealers—and by the 
powerful campaign of American Kitchens 
advertising. 
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* Sinks 

* Cabinets 

* Dishwasher 

* Kitchen Disposer 
* Home Freezer 
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to Building a Better Cirilization 


Vews, Advertising, Readership Devoted | Waxing Rich 
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C. F. Timmons (left), head of Brandt's, goes 
over some service information with Marvin 
Dantzler, manager of the service department, 
The firm expects to expand in the near future 
and make this department a major one. 


could be served by Brand:’s in any 
other way. 





Talk Appliance Needs 


Such customer care—with service as 
a keynote, of course—is appreciated 
highly by the customers and definitely 
makes a good impression. At this 
stage, the customer usually is willing 
to talk appliance needs and Mr. Tim- 
mons is right on hand with sugges- 
tions. Why not have his salesman 
: drop around in the next day or so and 
"Advertisements in our favorite newspaper demonstrate a new lamp which might 
: fit nicely into that corner? Or perhaps 
certainly make shopping easier”? a vacuum cleaner for those rugs in 
the parlor? 
Time and again, readers of THE Advertising response from this news- | So the — part of the pis 
. : | moves smoothly into operation. Fol- 
CHRISTIAN SCIENCE MONITOR plan their paper is often remarkable. MONITOR | lowing up the contacts made while 
shopping trips around the merchandise readers recognize the reliability of its waxing and polishing floors, Brandt 
advertised in this newspaper. That is columns, and these readers are able to nr oy the vase aa a 
na | holdings of almost every home owner 
one of the reasons why a regular buy in volume. in Columbia. They have talked with 
MONITOR advertiser writes: The most effective means of reaching hundreds of such dwellers and are 
ee P : ' pointing out how better lighting ar- 
It has been a great pleasure for us this market is through regular adver- rarigements, judicious use of electrical 
to get acquainted with your readers, tising in THE CHRISTIAN SCIENCE equipment and more appliances can 
and on many occasions they have let MONITOR. May we give you full infor- tes pon pe" — 
: . rders have started to roll into the 
us know that they appreciate our mation about the MONITOR MARKET? shop on Main Street and Mr. Timmons 
merchandising through your paper, A telephone call or letter will bring this foresees a time in the immediate 
° s ? re whe > salesmen and larger 
and they have showed their appre- informat future when more salesmen ind g 
ee y : PP ton promptly, THE CHRISTIAN quarters will have to be o>tained for 
ciation by becoming steady customers SCIENCE MONITOR, One, Norway Street, 


the firm. 
for our products.” Boston 15, Massachusetts. 





Shop is Showplace 


The Brandt shop is a showplace in 
Columbia. Measuring 55 feet in width 


Fi by 80 feet in length, it is located in 
mente he CHRISTIAN [Reger 
NEW YORK: 500 Fifth Avenue tavern “with the longest bar in the 
CHICAGO: 333 N. Michigan Avenue South.” A P had be put in 
DETROIT: 3-101 General Motors Building South.” A new floor had to De put 


KANSAS CITY: 1002 Walnut Street because for countless years, heer drops 
SAN FRANCISCO: 625 Market Street had rotted away the wood in front 
LOS ANGELES: 650 S. Grand Avenue ? 

SEATTLE: 824 Skinner Building of the bar. 


PARIS: 56 Faubourg Saint Honore New aluminum sheeting ‘as been 
LONDON, W. 1: 21-23 Shaftesbury Avenue ‘@) N I 34 Q) R used effectively in decorating both the 
GENEVA: 28 Rue du Cendrier inside and the front of the store and 
SYDNEY: 46 Pitt Street all new, shiny counters ani shelves 
have been installed. Expam-ion plans 
call for the installation of a workship 
and repair department to take care of 
lighting and repair service 





International Daily Newspaper 
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S/IX LINES 
SIX LEADERS 


-NORGE 


| HOUSEHOLD APPLIANCES 
ARE BUILT TO BE THE 


/GREATEST y, 


Al 


D 


Each Norge product is a leader in its field 


Each is easy to sell. Each brings pleasure to 


the buyer and profit to the dealer. 


A BORG-WARNER INDUSTRY 


Norge is the trade-mark 

. of Norge Divisi 

26, Michi ge Division, Borg-Warn . 

ichigan. In Canada: Addison Industries, Ltd. ett 
4 ’ rio, 









































MODERN BEAUTY anvd UTILITY 
THE RESULT OF 


Cxlon rehplied I 





Our expert designers and engineers 

have combined modern eye-appeal with 

service-free utility in packages that mean 
real profits for Conlon dealers. 


“ 


a 


| " Conlon Corporation - 1824 So. 52nd Ave. + Chicago 50, III. 
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Homespun 
asher Repair 


Business 








Henry Vogel, who drove a horse and buggy all over Missouri learning his trade. 


HE story goes that when the 

Maytag-Vogel washer shop in 

Sterling, Colo., (pop. 7,411) 
used $20,000 worth of repair parts in 
one year, the brass hats in Newton 
sent out an editor of one of the com- 
pany’s publications to discover what 
gave. He found a crated washer in 
front of the store sent in from a spot 
200 miles away. 

“How did this get here?” he asked. 

“Oh, folks send them in from all 
over the country,” replied Henry 
Vogel. 

And Henry smiled the smile of one 
who has built a better rat trap and has 
Fe whole world making a path to his 
oor, 

This dealer has a business which is 
broken up into four parts: (1) Display 
and salesrooms for Maytag washers 
and ironers. (2) Display and sales 
space for Nu-Enamel paints. (3) A 
help-yourself laundry service, two 
complete units equipped ‘with tubs, 
Washers and hot water plus good lights 
with facilities for doing family laundry 
many emergency. (4) A repair de- 
partment in the rear. 

So good is that repair department 
that the next school the Maytag Rocky 
Mountain Company, Colorado Springs, 
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is going to throw will be held there 
possibly with L. M. Bildstein, presi- 
dent, and H. H. Pederson of Greeley, 
on hand. 

It is the repair department that is 
the apple of Henry Vogel’s eye, how- 
ever. He has Bill Riordan and 
Claude Mathis, two factory-trained 
repair men, who have been with him 
for nine years. These boys were sent 
in to the factory for re-training and for 
the school to be held there which re- 
pair men will come from 7 or 8 coun- 
ties to attend. 


Never Refuse Service 


Setup of the repair shop, which is 
in the rear, consists of three presses, 
lathe, buffer, shapers. Many parts are 
made, as it is the Vogel policy never 
to refuse service on a Maytag, regard- 
less of age. :; 

There is a drive-in int.the rear to the 
service department. Idéa of the Vogel 
service shop that can well be copied is 
a wash rack where machines are steam 
cleaned. When a job gets in to the 
service men it is as clean as a whistle. 
With every job goes a paint up, the 
natural light permitting accurate 
matching of colors. Even a new decal- 
comania is added, and you couldn’t tell 








This is the shop where the boys do the actual repairing. 





Henry Vogel Tells How His Sterling, Colo., 
Shop Reaches Out 200 Miles for Customers. 











% 


Every job is steam cleaned before.a-mechanic lays a wrench on it. 





the rebuilt from a new washer. 

“I always advise rebuilding to cus- 
tomers,” says Mr. Vogel. “We get $45 
for rebuilding and around $12.50 for 
rebuffiing and painting.” 

On a Maytag service by Vogel the 
customer gets a 90 days warranty. 
Today the firm is making about as 
much out of service as it does from the 
sale of new washers. 

Henry Vogel feels that the old ma- 
chines, if well taken care of, create 
new sales. He frequently hears such 
remarks as,-“I don’t want that thing 
fixed any more. I want a new one— 
can you get it?” 

One doctor recently remarked, “I 
wondered why you fixed that old beat- 
up machine so many times before. You 
stayed by us, so we want you to sell 
us a new one.” 

The shop gets the Gamble and the 








Coast to Coast washer repair service 
on other makes. Montgomery Ward in 
Sterling sells more washers than Vogel 
does. But he frequently gets the re- 
pairs. The Goodrich Tire chain has 
asked that Vogel handle repairs on 
their machines. They even offered to 
sell him parts at jobber prices, he 
declares. ; 

“We use common sense in our repair 
work,” he says. “When a man brings 
a machine a long way you know he 
wants it done quickly, and we try to 
accommodate him.” :- . 


Whole Is Sum of Parts 


One of the interesting things de- 
veloped in Colorado during the wash- 
ing machine drought was the chap who 
begged for a machine at any price. 
You might buy $180 worth of parts, he 

(Continued of ‘next page) 
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You get top profits with the CHROMALOX line. All makes and 


sizes of electric ranges are serviced with these three famous units: 


@ TRIANGULAR—for maximum speed and long life. 


e@ SUPERSPEED—for finest black heat cooking. 


@ HEATFLO—the best in the low price field. 


Inexpensive Adaptor Rings insure perfect fit. Quicker servicing 
with low cost inventory. Customer satisfaction every time. Write 
for details and data CF-145 and L-1023. 


Here are your Selling Points! 


e FAST « EASY TO CLEAN 
e ECONOMICAL ¢ LONG LIFE 


Cone tear wacepar ant foe ngplicemaTE 
Cin ROMALOX 


means ‘ELECTRIC cooking at its best’’ 





EDWIN L. WIEGAND COMPANY - 7525 Thomas Bivd., Pittsburgh 8, Pa. 








was told. There is no law against 
that. “What will I do with a lot of 
parts,” he asked. “I want a mathine.” 
“Just wait and see,” he was answered. 
The man came back in a week and 
sure enough, there were the parts all 
put together making him a new ma- 
chine. 

The way to get good mechanics is to 
pay them well and make life pleasant 
for them. Vogel mechanics earn $50 
a week, which is good in Sterling, and 
take a day off once a week. They work 
a 5-day week. 

Vogel salesmen work on a draw, 
plus a commission. On a $79 machine 
they get 7% percent; on a $125 wash- 
er, 5 percent, and on a $144.95 washer, 
5 percent. 

The Vogel building which was 
bought just a year before the war has 
25 ft. frontage and is 70 ft. deep. Re- 
cently 80 ft. more has been added to the 
rear, something you can do in Colo- 
rado where there is lots of room. Be- 
sides the main store in Sterling, there 
are branches in Sydney and Scottbluff, 
Nebr. 


Built Up Business 


Henry did not fall into this very 
nice, neat business. He has been 21 
years in the washer field. He started 
with Meadows. In 1929 there was a 
terribly hard year in Colorado. The 
beets froze up and _ International 
Harvester laid off all its help. 

Henry shut up shop and took a job 
selling stoves in Missouri. He worked 
for a man who gave each salesman a 
horse and buggy and for a year he 
jogged over the muddy Missouri roads 
selling stoves to all manner of farmers. 
It was a terrifically hard grind, but he 
got an intimate understanding of cus- 
tomer’s thinking that has stayed with 
him ever since. 

He started selling Maytags in 1938 
and got an exclusive franchise. 

“When everybody is selling a brand 
you find yourself trimmed down to 
nothing. The first thing you know you 
are accepting bags of potatoes as down 


Homespun Washer Repair Business 
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This Sterling, Colo., shop sells new machines, 
repairs old ones, retails paint and has a 
“Washeteria." 


payment, and I don’t care for any of 
that. I didn’t want to sell Maytag until 
I could get it exclusively. That is the 
only way a dealer in a small town can 
build up business on a brand.” 


Advised Not To Repair 


When the idea of repairing washers 
first came to him, everybody pooh- 
poohed the thought. “You won't get 
more than two a year to repair,” he 
was told. “Nobody fixes old washers.” 
He does, and it pays off. 

Maytag-Vogel spends around $1,000 
a year for advertising, of which 50 
percent goes to radio spots and the 
balance for newspapers. Mr. Vogel | 
has $10,000 sunk in his building and 
charges the firm $85 a month rent. He 
delivers in town and puts down $90 a 
month for use of a truck. Some $30 of 
this goes for gas, he says. Aided by 
his widowed daughter, Henry Vogel 
and the boys operate the business. 

“It has enabled me to put two 
daughters through college,” he says, 
“and I figure I have a bombproof busi- 
ness. I wouldn't do anything else on 
a bet.” 
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WZ3IY/ WWW 0 tS WILLS 


a ‘ALL OVER AMERICA’ CUSTOMERS COME IN WHEN THE JOURNAL COMES OUT 


In Albany, New York, 34% of the women shoppers interviewed at 
Chas. E. Russo’s read Ladies’ Home Journal 


In your town... in your store... 


MOST OF YOUR GOOD CUSTOMERS READ oy Z 


61,809 interviews—159 cities—14 categories of stores confirm this fact. Results vpon request—ledies’ Home Journal, Independence Square, Phila. 5, Pe. 
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BENDIX RADIOS ae Oo Oe ee by pic 

Bendix will be out in front again in 1947 — 

with style-leading, pace-setting models in up the 

every price field. New ‘Invisible’ models ers, al 

. advanced FM . . . finer record repro-. Nebra 
duction and other big innpieetiane will make ~ 

this sparkling line more than ever the pi 
easiest to demonstrate, the fastest to sell,. touch. 

and the quickest way to pile up profits! Con 

d made { 
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ie Se ae interes 
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BENDIX ADVERTISING se © © Home 

With a powerful schedule of color adver- ; -" 

tising in top magazines in every important depart 
field . . . with consistent advertising in top would 

newspapers . . . and with dealer helps galore os 

— Bendix Radio advertising and promotion my 

will be as new, exciting and profit-building 24 
as its great line. For 1947 everything about seems 

Bendix is tailormade to your dreams! were 2 

variou 
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COIN R. 70 


BENDIX RADIO DIVISION OF BENDIX AVIATION CORPORATION 
BALTIMORE 4, MARYLAND 
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1 DISING 





So youre soing 
to have a Grand Opening 


department store called on 

Mrs. B. E. Marsh, residential 
sales manager for the Nebraska Power 
Co., and asked for suggestions on how 
best to open and operate an appliance 
department. 

Its executives appreciated that Mrs. 
Marsh, gray haired and surrounded 
by pictures of her grandchildren, had 
rounded out experience in the appli- 
ance field that few can top. She came 
up the hard way selling vacuum clean- 
ers, and in drilling the salesmen for 
Nebraska Power was a pioneer in 
new methods of direction. As a 
woman who reared a family as she 
worked, Mrs. Marsh knew the home 
touch. 

Consequently, the suggestions she 
made for the department store on what 
best to do have more than an Omaha 
interest. The following remarks are 
direct quotes from Mrs. Marsh: 

1. Name: “The So-and-So Modern 
Home Department”—I believe that 
such a title is of more lasting value to 
the continued operation of a new 
department than any name which 
would be suitable just for a grand 
opening. Also, it is broad enough to 
include all the household equipment 
which will be in this department. 

2. Arrangement and floor traffic. It 
seems to me that if the entire floor 
were arranged in “centers” featuring 
vatious appliances and household 


N% so long ago a big western 


Announce special 


public address system 


refsdaakelattiachitelats 


n waffle irons, roasters, etc. 










Mrs. B. E. Marsh of Nebraska Power Co. tells 
some of the tricks that make it most effective. 


equipment, attention could be attracted 
in some systematic way to any desired 
spot at any time desired. Timing, of 
course, would be important, so that 
attendants on duty in the various 
centers, could always be prepared for 
a special showing or demonstration 
whenever attention was turned in their 
specific direction. 

To keep the activities well coordi- 
nated, it would be advisable to have 
during your grand opening, a master 
of ceremonies, in full dress, a good 
showman, on duty all through the day. 
He should have at his command a mi- 
crophone and a good amplifying sys- 
tem so that any special announcements 
could be heard at all points of the 
store. He would announce a “special 
showing or demonstration, within the 
next 5 minutes at the Electric Kitchen 
center,” for instance, thus directing all 
trafic that way. The next activity 
could then be directed to an opposite 
corner of the floor, so that visitors 
would walk by other centers of the 
floor in order to get to the next one 
being spotted. That way the traffic 
would be on the move constantly, and 
no demonstrations, displays or centers 
would be slighted. 


GRAND OPENING POINTERS 


Have a dressed up master of ceremonies. 


over the store 


Put in ‘centers’ featuring shows that prepare food 


An electric kitchen center is good, with complete 
meals coming out of the oven and refrigerator 


Dishwashing and laundry work fascinate. 


Don’t forget lighting and health appliances. 


Get your local utility to cooperate. It has a lot of 


inted matter and home service girls who can help. 
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3. Centers: The following is a 
brief description of the various demon- 
stration centers in the department, 
showing activities and displays of 
equipment : 

Waffle Iron Center—This booth 
should be equipped with a demonstra- 
tion table, waffle irons, and a display 
of waffles, attractively served, to show 
the versatility of the waffle iron for 
operation. Rather than to make just 
ordinary waffles, I would suggest an 
assortment of waffles, such as grapenut 
waffles, pineapple waffles, waffle short- 
cakes, brownies baked in the waffle 
iron, fried mush, French toast, and 
so on. 

Electric Roaster Center — This 
would be a suitable “sample” center: 
crowds love to sample food. Again 
the versatility of the roaster could 
be demonstrated, showing the roaster 
as a suitable piece of equipment for 
baking, roasting meats, steaming, 
complete meals, and so on. In one 
large roaster I would suggest a large 
quantity of well-seasoned chili, seas- 
oned especially with garlic, since the 
pungent aroma of garlic is always:a 
teaser to appeal to appetites. Raising 
the cover of the roaster occasionally, 
permitting the aroma of garlic and 
other seasonings to permeate the sur- 
rounding area, would attract attention, 
I can assure you. This booth could be 
equipped with small paper cups and 
spoons so that samples could be served 
to the guests. 

Electric Kitchen Center — This 
center would feature major electrical 
equipment—the electric range, the 
refrigerator, dishwasher and disposal, 
etc. It would be a center of much 
activity. If possible it would be 
wonderful to have a special playlet 


- staged at suitable intervals as an- 


nounced by the master of ceremonies— 
showing complete meals being cooked 
in the oven, fancy salads and desserts 
taken from the electric refrigerator— 
there could be many essential cooking 
operations going on in preparation 
for a dinner party, or whatever the 
case may be, and the conversation of 





the actors would point out features of 
the all-electric kitchen — cleanliness, 
automatic features, safety, economy, 


ease of operation, etc. The electric 
sink would certainly come in for its 
share of attention, showing the ease 
with which cleaning and waste prob- 
lems in the kitchen are handled. A 
10 to 15 minute playlet presented at 
least once each hour would make this 
center a highlight of interest. 

Modern Laundry Room—Since such 
great advances are being made in the 
modern home laundry, almost continu- 
ous demonstrations could be carried 
on in the laundry center. With the 
automatic laundry, the electric dryer, 
the ironer, as well as an ironing board 
and automatic iron—the water heater, 
this centér would be every woman’s 
dream of a home laundry room. New 
trends in installation should be cov- 
ered such as the installation of the 
laundry and utility room on the first 
floor—adequate wiring—step-saving 
features, etc. 

Coffee-making Center—The aroma 
of good coffee brewing is always in- 
viting. This would be a popular booth 
with little effort. Show how easily 
coffee is now made, automatically— 
how the best flavors in coffee are 
extracted through controlled temper- 
atures. Serve the coffee. Small paper 
cups and wooden stirs—cream and 
sugar, would be the only supplies 
necessary for such a demonstration. 

Electric Mixing Center—All types 
of electric mixers should be demon- 

(Continued on page 70) 
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SPACE-SAVING DESIGN! Needs only 


space. 


A MERCHANDISER 
THAT SPEEDS UP 
LAMP SALES 


This compact, attractive lamp 
table is a natural for hardware, 
electrical, and department 
stores. It’s a complete selling 
unit and a top-notch silent 
salesman all rolled into one. 


We've priced this merchan- 
diser to move. You cannot du- 
plicate it at anywhere near 
$13.20. Order one now for quick 
delivery. Stock it with Westing- 

house bulbs and see for yourself 
how it increases your sales— 
and profits. Lamp Division, 


Westinghouse Electric Corp., 
Bloomfield, N. J. 
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Westinghouse Lamp 
Deluse 2X4 Bulb lable 


000 wOUKs 
SEEABILITY 


tH, Re, ae, oe 








+o ware 

















Westinghouse Electric Corp. ! 
Lamp Division, Bloomfield, N. J. 

BN ahead Btaca Ss dcad aphasia | 

Please ship me at.once the Westinghouse Deluxe 2’ x 4’ (X-305) bulb table | 

at the price of $13.20 f.0.b. shipping point. " 
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In This New 194 
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THE DEPENDABLE NAME IN CO 
Chicago 6, U.S.A. 


Waisiless heath. 


Ps 


0 


BEAUTIFUL NEW DESIGN— 


with eye-appeal and buy appeal 


COMFORT-GRIP HANDLE— 


for safer, easier pouring, and con- 
venient handling 


“PYREX” brand GLASS— 


the finest heat-resistant glass 
money can buy 


OVER-SIZE UPPER BOWL— 


avoids splashing and running over 


WIDE MOUTH DECANTER— 


more convenient for cleaning and 
serving 


ae 


P gf aa y \ 
ee-Maker i 


10 





, a 


if 
at's 1 


WAYS BETTER 


VACULATOR CLOTHLESS FILTER— 


for clearer coffee every time 


“MAGIC SEAL” BUSHING— 


no twisting—no pressure—lessens 
breakage 


3-in-1 PLASTIC COVER- 


dust cover, upper bowl stand, and 
table mat all in one 


CLIP-IN DECANTER COVER— 


keeps coffee hot and fresh 


PLASTIC COFFEE MEASURE— 


accurate measure is a ‘must’ for 
perfect coffee 


Add to all this, protected profits for you . . . national adver- 
tising to 2 out of 3 of your customers . . . the Good House- 
keeping Guaranty Seal . . . plus all the merchandising helps 
you could ask for. In every way, the Vaculator program for 
1947 sets the pace for the entire coffee-maker industry! 














Grand Opening 
ous CONTINUED FROM PAGE 67 emma, 


strated in this booth—the conventional 
type electric mixer with its Many at. 
tachments, showing shredding, grind. 
ing, juice extraction, etc., would be one 
good demonstration. Demonstrations 
on cake mixing—making candies ang 
frostings—whipping, etc., should ty 
shown. This center could work ip 
cooperation with the waffle-iron center 
The waffle batters could be mixed jp 
the electric mixing center; cake bat. 
ters for the all-electric kitchen center 
could be made here; the salad dress. 
ings for the fancy salads in the ele. 
tric refrigerator could be made jp 
the mixing center. There would be 
plenty of demonstrations, and 1 
wasted foods, since they could all be 
utilized in other centers. 

Cleaning Center—As I see it, the 
best way to demonstrate Cleaning 
equipment is in a room setting. It 
would be simple to set up a living 
room, then show the operation of the 
vacuum cleaner—the hand cleaner for 
cleaning upholstered furniture, drap- 
eries, hard-to-reach corners, venetian 
blinds, pictures, tapestries, demothing, 
etc.. A floor waxer would also fit into 
this center, and almost constant 
demonstrations could be made. 

Lighting Center—Since good light- 
ing is a necessity in every room and 
corner of the home, it would be diff- 
cult to create any single setting to 
demonstrate proper lighting in its 
various phases. So I would suggest 
that the lighting center be made up of 
small groupings, or small home set- 
tings, showing tke proper lighting for 
each. This might include tke follow- 
ing: ceiling fixtures and wall brackets 
with proper sized bulbs and shades; 
bathroom lighting—the mirror espe- 
cially; work bench lighting; sewing 
machine lighting; reading chairs—or 


| davenport; study table lighting; bed 


reading; work surface lighting, for 
kitchen and laundry. 
Electric Toaster and Sandwich Grill 


| Center—Fancy sandwiches and grilled 


foods are rich in eye appeal. Again 
the aroma of toasted foods, sand- 
wiches, garnishes, etc., would attract 
attention. This center would be of 
special interest to the entertaining 
hostess who is always looking for 
something quick, easy and attractive 
for her guests. 

Health Center — Rapid advance- 
ments have been made in home health 
equipment, and a tremendous interest 
has been shown in items such as sun 
lamps, infra-red lamps, electric blan- 
kets, heating pads, germicidal lamps, 
etc. This center would certainly at- 
tract interest. 


Get Utility Help 


Ask your local utility to cooperate 
with you, advises Mrs. Marsh. If 
it goes on the air it will put in a plug 
for you. If they have enough home 
service advisers, they can be preset. 
The utility can supply mimeographed 
sheets of recipes and suggestions, 
training classes for your personnel 
Put enough oomph in your opening 
and it will put you over. 
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Aces- 
back to back! 


You're LOADED FOR BEAR with KitchenAid—ready to drag down any size 
pot. You’ve got Model 3B for most calls. The big Model K-4B answers 
those who want to see more. Together, they cover the field. 

Fill out your hand with KitchenAid Coffee Mills and 
KitchenAid mixer attachments and cash in. Kitchen- 
Aid products are made by Hobart, the biggest name 
in food machines, and they’re designed and built to 
perform in aclass by themselves. Showcustomers that 
exclusive Planetary Action—motors that don’t need 
“power boosters”—features like that. They’ll get it! 

So tell your distributor to deal you in. We’re ship- 


ping him more and more 





right along. 


KitchenAid 


The Hobart Manufacturing Co., KitchenAid Division, Troy, Ohie 
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“JUST BRING US TWO STEAKS, RAW." 
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ELECTRICAL DEALERS | 
_ DINNER ~ MEETING |’ 








The Catch in Working 
Men on Straight Commission 





A veteran says, "If you have ¢ 
any kind of reputation in your 


community, 


Minneapolis woman listened to the 
siren song of a vacuum cleaner 
man, not so long ago, and bought a 
new model, turning in her old one in 
trade. 
When friend hubby got home he 
didn’t like the idea at all and sailed 
down to the dealer, demanding a can- 


gcellation of the order and return of the 


family’s machine. 

The dealer trotted out an old jalopy 
which the husband had never seen be- 
fore. He protested it was the trade-in 
the salesman had turned in. The re- 
sult was a row, a bursting into the 
dealer’s store by the gendarmes and 
some embarrassing publicity through 
the courts. 

What had happened was this: The 
salesman, taking a perfectly good 
trade-in in his car, had dropped off at a 
second-hand store and traded it for a 
real junker, quietly pocketing the dif- 


don't do it." 


ference in cash. The dealer was flim- 
flammed as much as the customer— 
with one exception. When a store 
owner goes out to hire a bunch of 
straight commission men, says a vet- 
eran, he is going to run into these dif- 
ficulties, and is asking for it: 


1. With few exceptions you will get the 

dregs of the labor market or some stickers 
who will do you no good. 
. 2. Straight commission men have no re 
spect for the man who takes them on. They 
feel they are assuming all the risk and he 
has a lead pipe cinch. 

3. Straight commission men are unreliable 
as a rule, and few of them work more than 
3 to 6 hours a day. 

4. They work as they please and where 
they please. 

5. A firm can't direct its commission men 
or get reports from them. An employer is 
largely in the dark as to what his men are 
doing. 

(Continued on page 76) 





method of work: 


to him. 


of his best effort. 





HOW MANY STRAIGHT COMMISSION MEN 
FOLLOW THIS SCHEDULE? 


Analysis of the systems used by some top salesmen revealed that this was their 


1. The top man makes one or two more calls per day. 
2. The top man is quick to follow every lead he uncovers or that is passed on 


3. The top man is willing to go to "a lot of trouble" to sell every prospect. 
4. The top man always assumes that every prospect is a good prospect, worthy 


5. The top man is pleasant to everybody he contacts, and makes it a point to 
know everyone in his territory who might influence the placing of an order. 
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Are your ¢ars burning ? 


Do you have these profitable symptoms? 


A burning sensation around the ears? 


People are saying nice things about you for reserving 
them a Proctor Never-Lift. 


A crowded sensation about the counters? 
People are interested in a display and demonstration of 
the iron that lifts itself. 


A full, satisfied sensation in the cash register? 
You've got a backlog of actual orders for Proctor Never- 
Lift irons plus the profitable good will of people who 
now. associate your store with the best. 


f. Iron as you would with any 


good automatic iron. You'll 
find that Proctor’s Even- 
Heat on the iron sole-plate 
makes ironing smoother 
and faster, without drag or 
wrinkling. The Fabric Dial 
gives correct heat for every 
type fabric. 


2. Glide iron off material without lift- 
ing. Press the red button forward— 
and legs automatically lift iron. The 
legs will not scorch or burn... they 
hold the iron safe from tipping or 
falling. The Never-Lift action is built 
for 250,000 operations. 


3. When ready to resume iron- 


ing just press heel of handle. 
Click signals that legs are 
recessed ...will not catch on 
fabric. Ordinary ironing 
calls for lifting 242 tons in 
an average ironing day. 
The Never-Lift eliminates this 
tiresome lift-work. 


, 


PROCTOR 


WEWSMMAKER IN APPLIANCE MERCHANDISING 





PROCTOR ELECTRIC COMPANY, PHILADELPHIA 40, PENNSYLVANIA 
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Gets a warm receptt 


VISUAL MULTI-HEAT SWITCH 


Glows in the dark. Eliminates fum- 
bling—guessing! 


100 DIFFERENT TEMPERATURES 
Can be set to the desired temperature. 


BEAUTIFUL ZIPPER COVER 


Easy to remove. 
Launders perfectly. 


PATENTED FIREPROOF 
ASBESTOS LINING 
Gives extra protection. 





LONG-LIFE HEATING ELEMENT 


Means trouble-free operation . . . quick, 
even heating. 
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everywhere 
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© HEATING PAD 


Offers Quality Features That 
Mean Quick Sales! It’s A 
Big Winter Profit Booster! 


Here’s another outstanding product from the “KM~ Genie 
—ready to help you reap a profit harvest, right in the 
middle of winter! The new “%M~ Heating Pad! Women 
instantly recognize its superiority in styling . . . beauty . . . 
and more perfect heat control! : 
Note the many features shown at the left. You'll discover 
why it’s sure to be a ‘‘best seller” in your store! 


All “&M~ Electrical Servants receive customer preference 
—because they offer appealing “‘extras” that competition 
can’t touch! Consult your “~KM~ distributor. See the many 
advantages ~“KM~ offers dealers. Big national advertising 
ties directly in with your store. . . helps distinguish it as 
the “-KM~ headquarters in your community. Stock the 
complete “KM. line . . . feature the -RM~ Genie... and 
watch your profits pile up the year-’round! 


KNAPP-MONARCH CO. 


ST. LOUIS 16, MO. 
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KM_ Turnover Toaster ~~ Tel-A-Matic Corn Popper 
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Most Complete Line in the 
Industry. Quick Turnover! 

BIG PROFIT OPPORTUNITIES 
FOR KNAPP-MONARCH DEALERS 


e m~ Tel-A-Matic lron 


KNAPP-MONARCH 
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AB.C.-Publishers statement, total net paid, 6 months ending September 30, 1946 


P.S. Each of the four major 
circulation units above is sold 
only as a 


COMPLETE UNIT! 
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REPRESENTED BY HEARST ADVERTISING SERVICE . 


| RECORD-AM ERICAN 








BIGGEST SUNDAY CIRCULATION, TOO, 
Sunday Advertiser — 660,440, leading 
second Boston paper by over 240,000. 
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Straight Commission 


= CONTINUED FROM PAGE 72 cms, 


One of the axioms of existence 
which unfortunately is not taught i, 
schools or in economics, is that any 
man has a great reluctance toward 
starvation. A man with no thought of 
kicking in the front of a chain store 
grocery window will do so if he must 
eat. Over in Europe experience with 
hungry people has caused stores to 
have steel shutters for night protection, 
In like fashion commission men haye 
their teeth sharpened by hunger ang 
naturally put the bite on the person 
closest to them—the dealer or the cys. 
tomer. Rare is the firm working a 
crew of commission men which has not 
had one of these stunts pulled on it 
Some of the things that can happen: 

1. The commission man tells a good story, 
puts up a good front, and is trusted out with 
some equipment. He promptly disappears 
with the appliance and is never heard of 
thereafter. 

2. Hanging a sale on a doorknob. A com. 
mission man after demonstrating an appli- 
ance tells the housewife he would like to 
leave it with her for a while on trial. He 
asks her to sign a receipt which she does. 
Actually it is a purchase order. The sales. 
man dashes into the dealer, collects his com- 
mission on the sale and disappears. About 
30 days later the office discovers that the 
sale is a phony. 

3. Straight commission men have a great 
habit of swapping trade-ins around to their 
own advantage, as was pointed out at the 
start of this story. 

4. Commission men are very smart in run- 
ning up unpaid bills which they do by 
promising that their boss will take care of 
them. 

5. A trail of bum checks usually follows 
an operation, which tends to sour the popu- 
lace on the whole idea. 

6. There is not the number of rows kicked 
up over commission men making love to 
housewives as one would suspect. On the 
other hand, there are plenty of instances of 
salesmen making whoopee and carrying on 
for several days until the fires of youth 
burn down in them. 


The veteran who supplied the mate- 
rial for this story declares that as time 
approaches when he again hires sales- 
men, he is going to pay them a salary. 
That salary is going to give hima 
chance to be selective about the man he 
hires. He wants to check up on the 
man’s honesty, his industry, and his 
reputation as a good worker. He wants 
a man with some vestige of edueation. 
He wants to be able to demand reports 
from his salesman and tell him where 
he can work, and how many calls he 
should make per day. 

He wants his men to make enough 
money so that they will consider the 
job of selling as good as any job in 
the neighborhood. 

“In selling appliances,” our veteran 
continues, “you are doing business 
with respectable family homes. These 
households want to deal with responsi 
ble, reliable dealers. The higher in the 
financial brackets they are, the more 
they insist on it. Commission men may 
look cheap, but what they trade on is 
the dealer’s reputation. When the time 
comes when the dealer has no mort 
reputation left, he too is th 
Straight commission selling no longet 
pays in the long run.” 
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PICKS UP ad LINT, HAIR AND THREAD! 


TESTS SHOW THE MCALLISTER GETS MORE EMBEDDED 
LINT AND HAIR AS WELL AS DEEP DOWN DIRT 


. Acom. 
an appli. 
d like to 
trial. He 
she does. 
The sales. 
his com- 
s. About 
that the 


Prove to your customer that the McAllister picks up 
all lint, hair, thread and fuzz—no matter how deeply 
embedded! 


8 a great 
1 to their 
ut at the 


Brush Kapok or absorbent cotton with a rotary 


motion deep into the pile of the rug. Vacuum the spot 


rt in run- 
y do by 
e care of 


thoroughly with any conventional vacuum cleaner. 


Now place a piece of dark cloth into the end of the 





ly follows 


the popu- -— McAllister hose where it connects with the wand so that 





ws kicked it forms a small bag—insert the wand. 


| love to C 
On the 
Reese y 4 | }} / AY T f R Make only two strokes over the same spot with the 


a youth THE ONLY COMPLETE 4 IN ] APPLIANCE McAllister, using the rug nozzle withits Wobble Brush. 


he mate- Remove the cloth from the hose and you will find 


t as time 


es sales- . i ‘ 
np 1 Vacuums more efficiently because dirt is by-passed and peak suction 


retained. McAllister Wobble Brush and powerful suction. 


Kapok that was still in the rug—picked up by the 
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hes, rinses, dri d other furnishings, rest ! ° one ° ° 
Washes, rinses, dries rugs and other furnishings, restores color in performance — i versatility — the McAllister is 


Aerates bedding, rugs, clothing, with clean, fresh, filtered outside air. America’s first truly post-war cleaner. 


Actually mothproofs clothing, furnishings; sprays, paints, waxes floors! 
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ri ONLY RCA VICTOR MAKES THE VICTROLA 


Two beautiful styles .. . the 612V3 in Period design and 
the 612V1 in Modern design. Both are available in 
carefully selected Blonde, Walnut and Mahogany veneers. 


RCAVICTOR’s dramatic advertising 


Sales and profits for you from RCA Victor! The finest instruments in 
RCA Victor history—the exclusive “Golden Throat” tone system—an 
unequalled advertising campaign—keep RCA Victor radios and Victrola* 
radio-phonographs moving out of your salesrooms faster than we can 


supply them. 


See the striking four-color, full-page advertisement in: 


Life—February 10; Saturday Evening Post—February 8; Collier’s—February 8 
featuring the famous “Crestwood” series. 


Listen to these sets—compare them with any other radio-phonograph 
in or near their price class—and you'll see why customers are asking 
for—waiting for—an RCA Victor “Crestwood!” 


These are only a few of the exclusive 
RCA Victor features in the “Crestwood” 
series: 


“GOLDEN THROAT”. . . Exclusive 
RCA Victor acoustical system brings out 
the full, mellow tones of sound repro- 
duction at its finest. 


ALL-IN-ONE CONTROL UNIT, intro- 
duced in the “Crestwood” series, brings 
the complete radio chassis and automatic 
record changer into convenient playing 
position at a touch. Plays in both open 
and closed positions. 


“SILENT SAPPHIRE” pick-up . . « 4 
tiny point of genuine sapphire—rests 
light as a feather on records, adds years 
to their life. No needles to change, no 
annoying “hiss” or needle chatter! 
RCA VICTOR FM (Frequency Modula- 
tion) assures static-free FM reception— 
also top-flight performance on Stand 
(AM) and International Short Wave 
broadcast bands. 


*'Victrola”—T. M. Reg. U. S. Pat. Off, 
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The 66X1, in antique-finish ivory 
plastic. The 66X2 (not shown) is 
cased in glowing Walnut plastic. 


builds sales for you! 


ONLY RCA VICTOR MAKES THE VICTROLA 
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The exclusive “Golden Throat” gives superior tone even to less expen- 


sive RCA Victor radios! 


Dominant advertising creates an overwhelming demand NOW— 
assures continuing sales long after the market is flooded with radios of 


all kinds! 


Watch for the second full-page February advertisement in sparkling 
color—featuring the 66X1 and 66X2 in: 


Life—February 2.4; Saturday Evening Post—February 22; Collier’s— February 22. 


These are compact, easy-to-carry sets—especially designed for those 
who want their radios modern in both appearance and performance! 


They'll soon be reaching you in ever-increasing quantities! 


ee, ~*\) - . 
GOLDEN THROAT” néw acoustical 
system reproduces radio programs with 
amazing richness and fidelity. 


MODERN DESIGN molded in gleaming 
plastic with the sweeping lines of func- 
tional simplicity that fit into any room. 
Convenient handle... part of the case... 
allows easy carrying from room to room 
as desired. Two-band dial permits new, 
easier tuning, 


RCA 





“MAGIC LOOP” built-in antennae (two 
of them) will “pull in” both foreign and 
domestic programs with thrilling clarity. 


RCA VICTOR ENGINEERING for dis- 
tinctive performance includes: five RCA 
Preferred Type Tubes and rectifier tube, 
automatic volume control, 2-point tone 
control, selective superheterodyne cir- 
cuit, and connections for an-additional 
antenna for foreign reception. 


VICTOR 


DIVISION OF RADIO CORPORATION OF AMERICA 
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finest tone system 


in RCAVICTOR history! 


Outstanding over all other tone systems tested 
—the exclusive “Golden Throat” has made RCA 
Victor radios and radio-phonographs the choice 
of your customers! 


Exact co-ordination of cabinet, loudspeaker 
and audio-amplifier is the triumph of 27 years 
of RCA electronic engineering and Victor’s 
48 years of leadership in sound reproduction. 


Listen to the “Golden Throat” give new life 
to radio programs and records—and you'll know 
why the insistent demand is for RCA Victor 
radios and Victrola* radio-phonographs! 


é ' 
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The lamp alcove, with drop ceiling displaying hanging fixtures at proper height for 
homes, 


Out of a Book 


CONTINUED FROM PAGE 40 











which are banked together so that they 
form what amounts to a single unit. 





Separate Television Room 


Off the rear of the record depart- 
ment is a room designed especially for 
television demonstrations. Although 
small, its mirrored: walls, curving 
lounge and bookcases, suggest a mod- 
ern living room. The lighting is sub- 
dued. The salesman, sitting with his 
customer, can demonstrate several in- 
dividual models, one after another, 
simply by pressing a concealed switch 
controlling a revolving platform. As 
one section of the huge turntable 
swings a set out of sight behind the 
curtained stage, another section brings 
another set into view. 

Finally, completing the showroom 


- Haan Frisby's “musical chairs." A requested 

\\ Al os a nA = Ra geen = record, played behind the counter, is 
cet wide anc eet deep, set o heard through a speaker installed in the 

by a drop ceiling which places the chair to which the customer is shown. 


fixtures at the correct home height. 
The door off the lighting alcove 


2 ¢ fo YOU iRe . 
pens into the accounting and execu- . The 60- ee ee 
Ww important tive offices, also connecting with the © 60-foot expanse of glass, rising 


- eaieggeesnes To wna we 22. Arn ne from a low bulkhead, puts the entire 
8 , = : - showroom on display, without any 


You meet your customers’ demands for a area, ang service shop, with truck en-  Vieual barrier between the merchat- 


BIGGER, FASTER MACHINE THAT trance at the side of building. These, 4:.. inside and the potential customer 


together, cover approximately 2,600 


WASHES MORE CLOTHES WITH LESS square feet. Total floor area of the outside. 


: : aoe t,t The House of Frisby opened as a 
EFFORT. Its nine-pound tub capacity means building is 7,400 square feet. ell tine Wasthaitame Gale. te 

















less machine loads each washday — and a Frisby is president. Taking a very 
or e iarger tamuly, at means real Sav- active part in the business is Von Vv. 
for the larger family, that ] i in the business is Don D 
ings in time and effort. When you sell the For location reasons, Frisby de- Lovelace, comptroller. The staff, 


ee ” ss cided on a visual front. Although under the direction of Lovelace, con- 
Model "SO", you sell better appear that was before he met the Look Book, sists of two inside salesmen, a sales- 


ance, faster washing, and easier wash- it harmonizes ideally with the interior lady in charge of the kitchen-laundry, 
days. layout arrangement. The House of another at the record counter, an office 


; : Frisby aims to sell through a large girl, and three men employed in the 
You make more profit with faster turnover trading area—and Frisby, when de- service stock and receiving department. 
eb ele Mm (-1-1- Moles] MB ol) at) (- SME Tors BOT1> UR J 0) signing this building, wanted a store A separate electrical contracting 
WHIRLPOOL “50” has the features house- front which would give him the right business, part of the Frisby Electric 


send-off on that track. He felt pretty Co. operation, employs another six 
good when he read in the Look men who also are based in the reat 
Book that the first four things a part of this building. In addition 
Nitahady HU NDRED CORPOR wate). store front should accomplish are: to the franchise covering all West 
show at a glance what business you inghouse household appliances, the 
World’s Largest Manufacturer of Home Laundry Equipment are in and who runs it; dramatize House of Frisby also holds a franchist 
ST. JOSEPH MICHIGAN the character of that business; be the for this manufacturer’s industrial 
- focal point of interest in your block; commercial products, including al 
and set off your merchandise to its types of coolers, commercial refrig- 
best advantage. erators and lighting equipment. 


wives want. 
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“FREEZ-AREA” is the left-hand 16 by 20 inches 
—2 1/5 square feet—of the bottom of the 
freezer cabinet. It is for fast freezing, after 
which foods may be moved and stacked any- 
where in the cabinet until used. 


INTERNATIONAL HARVESTER 
Regrigeratiorsw 
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Tei me, how much can a woman really knou 
about buying a range? 

If she’s like me, she looks at half a dozer. 
models ... and likes at least two. 

That’s where a salesman can slide so easily 
into one of those let-me-know-when-you-make- 
up-your-mind poses. Orhe can go to workand sell. 

Yes, sell like the salesman who said to me: 
“Both of the ranges you like are good—but one 
is better... 

“Better,” he went on, “because it has Inconel* 
Sheathed Heating Units on top. You'll know how 
much better after you've cooked on them. 


“They re designed to save time. They cook 


THE INTERNATIONAL 


, fff 
Guo we hyd You gel 





fast . . . always operate at even, easily controlled 


temperatures.” 
* * * 


Inconel Sheathed Heating Units are made to last 
as long as the range. They’re rustproof. They’re 
tough. They resist the corrosive attacks of acids 
and fats. If anything’s spilled on them, no harm 
is done. Spilled food burns off clean. The units 
won't warp or crack, 

And that’s not all. Inconel Sheathed Units are 
economical to operate. They keep bills low. 

When you talk to electric range prospects, play 
up the advantages of Inconel Sheathed Heating 
Units. You'll find it helps in clinching sales. 


NICKEL COMPANY, INC., 67 WALL STREET, NEW YORK 5,N.¥ 


*Reg. U.S. Pat. Off. 
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Truck to 
Consumer Selling 


ees CONTINUED FROM PAGE 47 ammmmmmes 


duce, and to do this he must maintain 
a percentage of sales and collections 
from his territory, which is set down 
for him in advance by the company, 

Many sales are made from photo- 
graphs, particularly in cases where 
equipment is not on hand or where 
the appliance is too bulky to be car- 
ried on the truck. These photos are 
made at the office, several prints run 
off and each salesman equipped with a 
set of pictures. Special training js 
given the salesman in the art of ex- 
plaining the appliance from the photo- 
graph. 

The Rural Electrification Adminis- 
tration has made great strides in add- 
ing new power lines in the Mississippi 
delta area. Mr. Darnall’s truck-sales- 
men can spot a new power line pole 
as soon as they draw close to it and 
are quick to take advantage of the 
discovery, since new power means new 
prospects and new sales. 





Trucks Spell Profits 


The truck-to-consumer method of 
selling, according to Mr. Darnall, has 
lifted the Natchez Furniture Company 
into the upper brackets. 

“We have a tremendous backlog of 
orders,” he points out. “The greatest 
demand in this section is for refrigera- 
tors, with washing machines a close 
second. There also is a good demand 
for frozen food units and the truck- 
salesmen are getting more inquiries 
about them every day.” 

The major products handled by the 
store are General Electric, Bendix, 
Easy Washer, Zenith, Gibson, Apex, 
Emerson and Clarion. 

Incorporated recently, the firm’s 
major officers are the Doerr brothers 
—Roland and Charles L., who are 
president and vice-president, respec- 
tively. Mr. Darnall, who is secretary- 
treasurer, is the active head of the 
store, however, and serves as its gen- 
eral manager. 

In July 1944, a branch was opened 
at Port Gibson, Miss., and in Decem- 
ber 1945, another branch was opened 
at Winnsboro, Miss. Further expan- 
sion is contemplated. 








“WILL YOU STOP SAYING, ‘WE'LL TAKE IT, 
WE'LL. TAKE JT!’ .| WANT TO DEMONSTRATE 
IT FIRST!" 
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... the name that became a company! 


ELECTRIC APPLIANCES 








OR 43 YEARS the “‘Hotpoint” trade name has been the byword 

for the finest in electrical household equipment. It has grown in 
stature with each passing year—thanks to a policy of “quality first,” 
to consistent advertising, to the careful development of an outstand- 
ing dealer organization. 


Today the Hotpoint line consists of electric ranges, refrigerators, 
freezers, dishwashers, disposalls, water heaters, complete home laun- 
dry equipment, and a variety of commercial cooking equipment. Today, 
too, Hotpoint stands for “‘America’s Foremost Kitchen Planners.” 


Recognizing the increasing value of identifying itself with its trade 
name, Edison General Electric Appliance Co., Inc., announces that here- 
after it will be known as HOTPOINT Inc., a General Electric Affiliate. 


HOTPOINT. 


A General Electric Affiliate 


5620 WEST TAYLOR STREET - CHICAGO 44, ILLINOIS 
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Westinghouse RadigI 


A NEW 3 WAY PORTABLE WITH 


Westinghouse Radio originality gives you an- 
other big sales leader that is designed right, 
built right, and priced right to provide you 
with a real competitive sales advantage. 

It has looks! A smart luggage type design in 
two-tone simulated leather with a special 
bumper-frame construction to protect knobs 
and dials . . . a gold finished metal mesh and 
leather front that is beautifully styled. 


It has features! A special switch and plug-in 
arrangement for easier swing-over between 


A-C, D-C or battery operation . .. INSTANT 


iy 
v 


Home Radio Division, Westinghouse Electric Corporation, Sunbury, Pa. 


OF COMPARABLE PREWAR MODELS 






operation at the turn of the switch . . . a tell- 
tale off-and-on indicator . . . a newly perfected 
selenium rectifier for DOUBLE the sensitivity 
of similar prewar sets. 


It has utility! A powerful 3 way portable that is 
light in weight . . . only 13 lbs. including bat- 
teries . . . and a smart brown plastic handle 
that makes it easy and convenient to carry 
anywhere, indoors or outdoors. 


Looks, features and utility . . . all wrapped up 
into a better value for you to sell! 






RADIO’S FIRST 
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RADIO TELEVISION 
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TRADE MARK 





1. Steady growth in sales 
over a period of 26 years. 


~~ 


Distributed through repu- 
table wholesale houses 
across the nation. 


3. Well made—well thought 
of—priced right. 


THE 
DOMINION 
LINE 





Flat Irons, Waffle Irons, Curling Irons, Toasters, 
Sandwich Grills and Grid-A-Bouts, Table 
Stoves, Heaters, Poppers, Hair Driers, Mixers, 
Heating Pads, Infra-red Lamps and Fans. 


DOMINION ELECTRICAL MFG., INC. 


MANSFIELD, OHIO 
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Helping a customer with a range problem is Miss Elizabeth Boekli, home economist 
for Korten's, Longview, Wash. A graduate of Oregon State College, she was o 
demonstration agent for the U. S. Dept. of Agriculture for four years. 


The Customer 


Needs Protection 


Korten's of Longview, Wash., has added 
a home economist to follow up sales 


T has long been recognized that 

certain of the major electrical ap- 
pliances need a certain amount of 
customer instruction to accompany the 
sale if the article is to give satisfac- 
tion in the home. Up until recently 
that instruction was given either by 
the power company, in the case of the 
electric range, or by the manufacturer, 
as in the case of some electric ironers. 
But individual electric dealers are com- 
ing more and more to realize that the 
type of follow-up to the sale of an 
electrical appliance which can be given 
by a home economist is most valua- 
ble if the call is made by a representa- 
tive of their own. 

Korten’s of Longview, Wash., is 
such a store. Originally a music store, 
it has come to be also an important 
outlet for the sale of electrical ap- 
pliances in that area. H. W. (“Jack’’) 
Rollings, formerly sales manager of 
the home laundry sales division of the 
Edison General Electric Appliance 
Company, is manager of the electrical 
department. Recently he has added 
a full time home economist to his 


staff. 


The Daily Routine 


Principal work of the newcomer, 
Miss Elizabeth Boekli, is to be in the 
field, and also in advertising. She has 
started with a morning broadcast over 
the local station, talking from the store 
each morning on the subject of how 
to get best use from your various 
electrical appliances. So far as possi- 
ble she stays away from recipes, which 
are liked by the women (almost too 
much so) but which tend to take the 
attention away from the electrical as- 





Le, oC Of the kitchen. She discusses the 
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operating qualities of the electric 
range, the freezer, the automatic 
washer, the electric ironer, telling how 
to use them for the benefit of those 
who own, as well as for the interest of 
those who would like to own. 

Later she expects to follow up each 
sale of major appliances as they are 
made, making sure that the housewife 
understands how to get full satisfaction 
irom her purchase. This will be espe- 
cially important as the home freezer 
comes into more general use, for the 
initial publicity on this appliance on 
which so many advance sales are pred- 
icated -has done little to teach the 
housewife the importance of preparing 
foods properly for freezing. Proper pots 
and pans and their efficient placing 
in the oven as well as an understand- 
ing of ways to save electricity will 
do much to ensure that the new range 
gives satisfaction. The need for a 
home ironing lesson with the newly 
purchased ironer is well recognized. 
Not so well understood is the fact that 
soaps and bleaches are not always 
properly handled in the electric wash- 
ing machine. Hard water, not under- 
stood, can be the cause of dissatistac- 
tion with dishwasher or clothes 
washer. To forestall such troubles will 
be. her major function. 


Calls on O!d Customers 


During the period when electric ap- 
pliances have been scarce and there 
are not many new ones going out, she 
has made it her province to call upon 
owners who have purchased their 
equipment from Korten’s in the past. 
These calls are made by appointment 
—usually three or four a day. In ad- 

(Continued on page 88) 
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Element supports of AlSiMag are custom made. Each 
support is just right for the individual application. AlSj- 
Mag is the insulating material favored by most of the 
leading appliance manufacturers. AlSiMag produces 
practically every size and shape known in element 
supports and has many open* dies covering the most 
usual requirements. 

Why are AlSiMag element supports so popular? 
Because they are low in cost, efficient, long lived. They 
serve perfectly under the elevated temperatures found 
in electric heating appliances. They are mechanically 


MENT SUPPORTS 






strong, permanently rigid. They cannot char. They are 
accurately made, speed assemblies. Their insulating 
qualities are far in excess of any normal requirements. 
AlSiMag insulation is well known to all testing labora- 
tories. This fact facilitates laboratory approvals. 

You can profit by using AlSiMag custom-made tech- 
nical ceramic insulators in your appliances. There is an 
extra dividend in the peace of mind that comes from 
knowing that your appliances have the best in insulation 
—AISiMag. 


*Open dies may be used for any customer without die charge. 


AMERICAN LAVA CORPORATION 


CHATTANOOGA 





ENGINEERING SERVICE OFFICES: ST LOUIS, Mo., 1123 Washington Ave., Tel: Garfield 4959 * NEWARK, N J., 671 Broad St., Tel- Mitchell 2-8159 * CAMBRIDGE, Mass., 38-B Brattle St., 
Tel: Kirkland 4498 * CHICAGO, 9 $ Clinton St., Tel: Central 1721 * SAN FRANCISCO, 163 Second St., Tel: Douglas 2464 * LOS ANGELES, 324 N. Son Pedro St., Tel: Mutual 9076 
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Made to SELL... with 











OR more than forty years now, durable CHROMEL resistor wire has 
carried the heating load in millions of electrical appliances . . . ranges, 
roasters, ironers, toasters . . . and in countless industrial furnaces and 
commercial devices, too. For CHROMEL, as you know, is the Nickel- 
Chromium alloy that first made electrical heating practical. It gets hot 

and it stays hot for a long, long time. 
NICKEL » CHROMIUM Through the years manufacturers of top line appliances have come to 
WIRE depend upon CHROMEL for its fine and consistent quality, for its out- 
standing durability. They know from experience that products made 
with CHROMEL are made to sell... and stay sold .. . to satisfied customers. 

* TRADEMARK REG. U. S. PAT. OFF. 


HOSKINS MANUFACTURING COMPANY Detroit 8, Michigan 
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Customer Instruction 
CONTINUED FROM PAGE 86 semen 


dition she is already getting requests 
for help in response to her radio 
messages. Her experience has been that 
everywhere she is well received—in 
fact, the problem is to get away with- 
out being involved in extraneous visit- 
ing. Frequently the housewife wishes 
to serve refreshments, which have to 
be politely dodged. 

She has as yet no regular kit to take 
out, but has already assembled a more 
or less standard allotment of material 
which she has found useful. She takes 
along bluing, fuses, furniture polish, 
Hotpoint polish, a polishing cloth, a 
screw driver. It is not intended that 
she shall do any repair work, even 
of the simplest kind, but it is not in- 
frequently necessary to replace a fuse 
before any sort of a demonstration 
can be given. 

Her experience in her first three 
months on the job indicate the need 
for follow-ups. It is sometimes sur- 
prising how much inconvenience a 
housewife will suffer through some in- 
correct operation of her household 
equipment without reporting it or ask- 
ing for help. The difficulty is usually 
something wrong with the method of 
use, rather than a defect in the appli- 
ance—something which can be cor- 
rected in a few minutes’ instruction. 
The follow-up call brings these situa- 
tions to light, makes an enthusiast 
of an indifferent user and in general 
tends to make a permanent friend for 
the store. 


Helps in Store, Too 


In between radio broadcasts and 
calls, Miss Boekli helps about the store, 
taking over one of the counters, or 
helping in any department where she 
is needed. This she regards as valu- 
able training. For it is important to 
know the store’s policies and stock, as 
well as the characteristics of every ap- 


| pliance sold as a supplement to the 
| general home economics _ training 


which is her background. When she 
can, she answers telephone calls, but 
she prefers personal contacts and as 
a rule makes an appointment for a 
subsequent home call, rather than to 
give advice over the phone. 


Here is Miss Boekli with her boss, H. W. 
"Jack" Rollings, manager of Korten's elec- 
trical department. 
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Standing virtually alone in a vast, uncrowded sales field, RECORDIO 


— the world’s finest home recording instrument — \s your “Open 


Sesame”’ to a veritable storehouse of brand new profits. Fleeting pieas- 





ures, beloved voices, gay parties, great symphonic masterpieces, history- 
_ heralding events... all are captured forever, from radio or microphone 
with this amazing RECORDIO — versatile Recorder-Radio-Phonograph 
Combination. Recording enthusiasts will soon establish your store as head- 


REVEALS NEW quarters for regular repeat sales of RECORDIO DISCS and RECORDIOPOINTS. 


PROFIT HORIZONS 








RECORDIO 





WILGOX-GAY CORPORATION © CHARLOTTE, MICHIGAR 
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Fact Prove Collions 
THE BEST BUY OF THE “BIG 3” WEEKLIES | 


For advertisers who think ahead, Collier's offers America’s richest market . . . the | 
“Age of Acquirement’”. . . the 25 to 45 year age group. These are the men and women | 
who are thinking ahead . . . establishing homes, starting families, acquiring possessions 
... in other words, building for the future. A recent survey conducted by The Psycho- i 
logical Corporation . . . reaching eight thousand families in 125 representative towns I 

i 
| 





and cities . . . proves that the “buying plans” of Collier's families are well above. the 
average buyer. It is cheaper to reach this profitable market through Collier's than 
through either of the other “Big 3” weeklies. 





FOR FEWER DOLLARS 





Collier’s is a real pre-war advertising 




















THE “BIG 3” COST PER M | 
value. The rate per page .. . and there has WasKLies PAGE RATE CIRCULATION i, 
been no increase since 1941 ... is ex- 
= tremely low. The cost per thousand circu- COLLIER’S $ 7,000 $2.49 * 
lation is the lowest of the “Big 3” weekly Caer — aoe 
° WEEKLY (C) 10,000 2.70 t 
magazines. 





*A.B.C. tPublisher’s Guarantee 


MORE SALES MESSAGES 




















Collier’s stretches the advertising dollar. 
as THE “BIG 3” $50,000 

Your appropriation goes farther . . . pene- WEEKLIES wilt BUY SALES MESSAGES 
trates the market deeper . . . because the 
low unit rate allows you to buy more COUMR'S 7.14 pages 20,058,695 
insertions, more impressions, more weeks a © sae thes sa ied 

: WEEKLY (C) 5.00 pages 18,500,000 
of national coverage. 





MORE BUYERS ' 








Collier’s reaches the men and women who PIT = ercuinn 
buy. Among the “Big 3 weeklies, Collier's WEEKLIES AGE OF ACQUIREMENT 
) has the greatest percentage of men and 
\ y women in the “Age of Acquirement” . .. Cones ge 
WEEKLY (B) 8. 
the 25 to 45 year age group. WEEKLY (C) 38.7% 
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Guaranteed by ™ 





OMMENDED 


PARENTS 
MAGATING 


The portable “heating-plant” 
for hard-to-heat rooms 


Customers warm up fast when you show them Wittie Electric Steam 
Circulating Heater! It’s the new, postwar-type, individual-room heat- 
ing-plant they've read and heard about! Tops for efficiency, Wittie 
fan-circulates a gentle flow of clean, abundant steam heat throughout 
a room in minutes! Solves cold-room heating problems in homes, 
offices, shops, economically and safely. Lightweight—only 32 lbs., com- 
pact and attractively luggage-styled; 115 volts AC only. There's year- 
around action with Wittie Heater. Write today for details! 


WITTIE MFG. & SALES CO., DEPT. 20, 1414 S. Wabash Ave., Chicago 5, Iil. 
Nationally Advertised—Cosmopolitan, Good Housekeeping, 


Better Homes and Gardens, House & Garden, Parents’ Magazine, 
Popular Mechanics, Field & Stream and many others. 


WITTIE 


PORTABLE 


Electric Steam 


CIRCULATING HEATER 
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—show,” according to Mr. Osborne, 
“that the cost of heating an average 
house like my own, at our rates, should 
not exceed $50 per heating season. 

“Year round operation of my own 
installation, including both heating 
and cooling, should not exceed $75. My 
estimate of the cost of heating and 
cooling my own home with any other 
type of heating and cooling is $150 
per year.” 

Mr. Osborne’s house, a six-roo 
brick home with overhead ceiling in- 
sulation and weatherstripped windows 
and doors, has a heat loss of 66,000 
B.t.u.’s an hour. While his estimates 
of the difference in operation costs for 
reverse-cycle heating compared with 
other types is, of course, marked, it 
must be remembered that electricity in 
Chattanooga, heart of the TVA sys- 
tem, is cheap. In other communities, 
the difference may not be as great. 

The drilling of a well is one of the 
major installation costs, Mr. Osborne 
explains. For this reason, the Electric 
Power Board has been examining and 
probably will install in the near future, 
he says, a system which utilizes a cop- 
per ground coil, thus eliminating the 
need for a well. A new and less ex- 
pensive way of drilling deep wells by 
hydraulic rotary drill also is being 
studied. 


Heat Pump Efficiency 


Scientists who follow reverse-cycle 
heating have estimated that even by 
allowing 15 percent for transmission 
losses between the generating station 
and the home, a heat pump should de- 
liver at 52 degrees F. all the heat in the 
fuel burned to supply energy. A prop- 
erly designed heat pump should realize 
a minimum of 87 percent fuel efficiency, 
which is better than the showing of 
the best domestic automatic oil-fuel 
furnace. 

“The electricity consumption of the 


Heat from Mother Earth 
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motors necessary to operate the re. 
frigerator compressor, the fan to cir. 
culate the air and the pump to circulate 
the water will be a moderate amount, 
approximately 1,000 kilowatt hours a 
month for a five room house. The ac. 
tual amount of electricity required, of 
course, will vary with the type house, 
its insulation and the size of the 
house,” says Mr. Osborne. 


Chattanooga Rates 


A glance at electricity rates in Chat- 
tanooga shows the use of approximate- 
ly 1,000 kilowatt hours a month, at 
residential rates, costs Electric Power 
Board customers about $7. 

Marvair has not as yet set an exact 
price on the equipment it manufac- 
tures, since the final development of the 
unit has not been commercially com- 
pleted, but Mr. Osborne estimates the 
cost of reverse-cycle heating and cool- 
ing units, when full production gets 
under way in about a year, to ru 
around $1,500—installed and complete 
—for a house of five or six rooms. The 
equipment can be set up in a space 
three feet wide, seven feet long and 
six feet high. Roughly it consists of 
two cabinets divided into compart- 
ments. One lower cabinet compartment 
houses a blower fan for circulating air 
through the living spaces, while the 
upper compartment contains a cold air 
return header with a battery of ultra- 
violet lamps for irradiating and de- 
stroying air-borne bacteria in the air 
stream. The other cabinet houses the 
refrigerator compressor, heat ex- 
changer and evaporator. 

The manufacturer’s claims as to the 
difference in reverse-cycle equipment 
and other types, is notable, Mr. Os- 
borne points out. Reverse-cycle heat- 
ing units eliminate any danger inherent 
in ordinary heating devices such as 
explosion, fire, asphyxiation; elimin- 

. (Continued on page 94) 





























“WELL, WELL—IT DOES SAY, ‘DO NOT DROP," DOESN'T IT?" 
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his factory town called “Linoleumville”...and introduced a successor 


to oilcloth floor coverings, Though the new linoleum had to be glued 





to the floor in strips, modern families of the time were delighted with 


it...found it warmer, softer, more durable, more hygienic. 





To progressive families of today, linoleum and its contemporaries are 
accessories to good living. House & Garden’s alert readers know that 
ceramic tile, terrazzo, cork carpet, wood blocks are all good decoration 
as well as useful floorings...know they can look to House & Garden 





for new trends in flooring... new trends in living. 


LINOLEUM ASPHALT TILE 


ouse & Garden 


= sells America’s most influential families 
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WHEN COMPETITIVE , 
SELLING GETS 
TOUGH 

















You'll be glad you chose 

CADILLAC. Your customers will be quick 

to spot Cadillac’s many outstanding advan- 
tages. Feature by feature, Cadillac Cleaners 
come through and win, under the most 
exacting comparison. 


Dealers who want to stay ahead in cleaner 
sales should look to the secret of Cadillac 
efficiency: a powerful perfectly balanced, 

Cadillac-built motor is the heart of it all. 


There are many other reasons, too, why 
Cadillac Vacuum Cleaners are so much 
in demand. Take 2-speed control, for 
instance. Here’s cleaning perform- 
ance tailored to every task — low 
speed for daily pickup, or for 
cleaning delicate rugs and fabrics 

... and powerful high speed for 


wiTH 4 puven’ removing deeply embedded dirt. 
M ARKE jU This speed selection feature, 
AHEAD, eno plus Cadillac’s many other 
BE GLAD xo “hidden” points of superior- 
CHOSE ity, plus a consistent, keenly 


directed national advertising 
program, adds up to greater 
consumer satisfaction — 
greater dealer profit. 


CLEMENTS MFG. 


6666 SOUTH NARRAGANSETT AVENUE s 


CHICAGO 38, ILLINOIS 


PAGE 94 
































“OKAY—TURN ON THE HURRICANE.” 
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ates fumes, irregular temperatures and 
constant regulation of heating device; 
eliminates inconvenience and drudgery 
of ordering and storing fuel supplies, 
disposing of clinkers and ashes, con- 
stant cleaning due to the presence of 
soot and other products of combustion. 
There is no more noise than that 
made by a stoker in operation. 

Because of the mounting demand for 
electricity and in an apparent effort 
to smooth out peaks in this demand, 
the Electric Power Board of Chat- 
tanooga first decided to install and test 
reverse-cycle heating in December, 
1945, when it was learned that success- 
ful results had been obtained along 
this line by the Muncie Gear Works 
and Robert Webber, of Indianapolis. 

According to Mr. Osborne, a work- 
ing agreement was made between the 
Muncie firm, the Electric: Power Board 
and the Tri-State Supply Company of 
Chattanoga, under which 10 “Mar- 
vair” units (five 3-horsepower and 
five 5-horsepower) would be furnished 
and installed at the earliest possible 
date. To date, three 3-horsepower 
units have been installed at homes of 
Power Board officials. In one year, if 
the equipment proves entirely satis- 
factorily, the units will be purchased 
by these “guinea pigs” at the prevail- 
ing price. Two more installations are 
under way in other homes. 


May Use Tennessee River 


While deep wells are being used as 
the most practical factor in the present 
installations for individual dwellings, 
Mr. Osborne points out that eventu- 
ally the use of water from the giant 
Tennessee River, which bisects the city 
of Chattanooga, is visualized as a 
source of supply for commercial re- 
verse-cycle heating and cooling instal- 


CONTINUED FROM PAGE 92 





lations. Here are his comments on this: 

“It would not be a difficult matter to 
draw a large supply of water from the 
river and pipe it through the busines. 
section of the city,” he declares. “The 
trials we are conducting are not over. 
they are just starting—and public in- 
terest is at a terrific peak. 

“We are learning a great deal about 
reverse-cycle equipment, and having 
an installation in my own home will 
give me first hand authentic experi- 
ence which cannot be gained from re- 
ports or booklets. 

“By next spring we hope to have 
an experience record which will en- 
able us to accurately advise our cus- 
tomers on the subject and properly 
steer the use of reverse-cycle equip- 
ment. By so doing we will assist our 
customers to get proper installations 
at reasonable costs and avoid costly 
mistakes and unsatisfactory installa- 
tions. 

“The application of this equipment 
varies with the locality, climate, geo- 
logical conditions, electric rates and 
other factors, and we believe it is the 
electric utility’s job to pioneer just 
as we have done in other applications 
of electricity. 

“Reverse-cycle heating and cooling 
has tremendous possibilities and within 
five years will be the leading type of 
home and small commercial air con- 
ditioning equipment. 

“Several hundred Chattanooga 
homes are now heated by electricity 
either wholly or principally and the 
coming years will see many others 
added to the list. Thus heating 1s 
added to round out complete use of 
electricity for the home and its require- 
ments, where electricity now performs 
over one hundred household duties 
and services.” 
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FOR IMMEDIATE PROFIT: 


GIVE YOUR CUSTOMERS...... | 
AVAILABLE | 
HOME COMFORT Without Drafts N OC WW | 


EVEN TEMPERATU n Flo ste : ili IMMEDIATE 


DELIVERY 120 | 

























Ir you sell heating equipment there’s a new source of profit _line as truly modern and you can use Moduflow as a lever to 
for you—right now—by selling Moduflow, Minneapolis-Honeywell’s _ boost other sales. Best of all, your market is not restricted because 
newest heating control system for homes. You can get immediate | Moduflow can be applied on practically any type of heating 
delivery and hard-hitting national advertising has already _ plant, new or old. 
created your market among home-owners everywhere. 





The experienced Honeywell organization is always available 
The Honeywell name has always been the leader among _to assist you whenever needed—from promotion to installation. 
temperature controls. Now, Moduflow applies an entirely different | And remember, you can sell Moduflow today, it is available now. 
principle of heat control to bring a new high standard ofhome Write Minneapolis-Honeywell Regulator Company, 2994 Fourth 
heating comfort. When you sell Moduflow, you start out with a Avenue South, Minneapolis 8, Minn. Canadian Plant: Toronto 12, 
competitive advantage—it helps identify your heating equipment Ontario... Branches and distributors in all principal cities. 








Honeywell 
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“Yes indeed, sir, it was a wonderful party. But 
if you'll pardon my suggesting it, ¢. I'd say 
that a few more customers wouldn’t hurt. 
They'll do much to ease the change from a 
sellers’ market. 


“Oh yes, sir, I’ve been serving them this way 
for years. Right in the ‘yellow pages’ of the 
Telephone Directory. It follows quite naturally, 
sir, that since shoppers do go to the ‘yellow 
pages’ first for buying information, your adver- 












tising there will turn ordinary shoppers into 
your customers. 


“And they may become harder and harder 
to get. 


“More customers, sir?” 


For further information call your local telephone business 














Sportsman’s 
Specialist 


ome CONTINUED FROM PAGE ee, 


for the sport of it, became nimrods 
and anglers through necessity,” Mr 
Magarian recalls. “With my constant 
plugging and this meat shortage, the 
sale of home freezers zoomed.” 


Like Hot Cakes 


Deliveries of home freezer units 
during 1945 did not reach a high figure, 
he says, but he sold all of them he had 
in stock and started a lengthy Waiting 
list. During 1946, he received about 
60 units and sold them as fast as they 
came in—more than 60 percent of 
them going to huntsmen and fishermen 
for the purpose of storing game and 
fish. During 1947, he expects to self 
150 home freezer units, the majority 
of them to sportsmen of the Orlando 
area. 

To do this, Mr. Magarian will con- 
tinue to use the method of merchan- 
dising which has stood him in good 
stead to date. He will concentrate on 
the hunting and fishing angle. In 
Orange County (Orlando)—with a 
population of less than 80,000—more 
than 3,000 hunting licenses had been 
issued through November for the 
1946-7 hunting season, and it was ex- 
pected that about 3,000 more would 
be issued before the season closed. 
Issuance of a like number of fishing 
licenses was expected. Mr. Magarian 
thus has a ready made field of pros- 
pects for home freezing units. 


Helps Out Sportsmen 


He works hard to assist. his cus- 
tomers in obtaining hard-to-get shot- 
gun shells—a resident of Orlando for 
26 years, he naturally has connections. 
He has studied reports of the best areas 
where game may be found. He knows 
and consequently can advise his cus- 
tomers in just which section of the 
area they can find deer, turkey, quail, 
ducks, geese and other game. He 
knows the waters of the gnany lakes 
which suriound his selling area, where 
anglers may find the choicest bass, 
bream or other fish. If he doesn't 
know the answer to a hunting or fish- 
ing question, he knows where to refer 

(Continued on page 100) 
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CORDOMATIC¥ 
HANDLE 














CORDOMATIC — the pioneer in “Automatic Cord Control Reels” 
offers a comprehensive design, engineering, manufacturing, , 
and developmental service to modernize at long last the “forgq, 
half” of the electric Vacuum Cleaner product — its HANDLE 
CORD — until now nothing but a cord hook equipped tubular me, 
stick for pushing the Cleaner around, plus a mass of entangling 
tension cord for the housewife to trip over. 

This “forgotten half” of the electric vacuum cleaner product nq 
now be converted through CORDOMATIC into a highly attractive 
tremendously impelling sales feature — “Invisibly Mounted Cord, F 
Automatically Controlled.” 

To established Vacuum Cleaner Manufacturers we offer CO) 
MATIC License Rights to either of the two basic design principles he 
with illustrated; the Tangent Type CORDOMATIC HANDLE as ; 
on the left or the inbuilt Concealed Type CORDOMATIC REEL 
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Cordomatic Reel mounted in Detachable Blower End Cap. 
Note wireless connection between Reel and Cleaner Body. 


These photographs illustrate CORDOMATIC'S exclusive patented method 
of solving the troublesome extension cord problem on the Cylinder or 
Torpedo Type Cleaner. Here the housewife's problem has always been 
“what to do with the cord during and after use of the Cleaner." The 
solution to this annoying cord problem has been long awaited and most 
certainly urgently needed. 

Licenses to these outstanding CORDOMATIC REEL sales and convenience 
features are available to established Vacuum Cleaner Manufacturers. To 
those who might like to go into the production of a Cylinder or Torpedo 
Type Cleaner incorporating this unique CORDOMATIC feature we also 
offer a design and engineering service. 


Handle Combination as shown on the right. 
To other manufacturers who have entertained a desire to get i 


2 CAPTURES AN ENTIRELY 


CORDOMATIC ADVANTAGES TO THE HOUSEWIFE... 


COMPLETE CORD CONTROL... AT HER FINGER TPS — 
Snap the Switch, Starts the Motor. Pull the Trigger, 
Controls: the Cord! 

ALL ROOM ACCESSIBILITY . . . From ONE ELECTRICAL 
OUTLET — CORDOMATIC affords up to 30-ft. cleaning 
range in any direction from a single electrical outlet. 
Thus eliminating bothersome room to room connection 
changes. 

KEEPS THE KINKS OUT OF THE CORD — CORDOMATIC 
prevents cord becoming kinked, twisted or snarled during 
and after use. 

CORD VANISHES INTO THE HANDLE — At the touch of 
the finger tip Trigger Control CORDOMATIC literally 
swallows entire cord length . . . in three seconds! 


OUT OF USE . . . THE CORD JS OUT OF THE way 
CORDOMATIC Snugs away “invisibly” every inch of ¢ 
within @ trim, compact and streamlined Handle. 


ELIMINATES CORD HAZARDS — CORDOMATIC elini 
nates those long endured “ankle twisting cord # 


tanglements."’ 


MAINTAINS CORRECT CORD LENGTH . .. AT All 

— Superfivous cord length vanishes into the Handle 
out of the way, at the flick of the Finger Tip Trig 

Control. 

SPEEDS CLEANING . . . NO CORD DISTRACTIONS 

With CORDOMATIC entire attention may be devoted 
cleaning . . . Cord automatically takes care of itself 





CORDOMATIC HAS ALREADY BEEN ADOPTED 


RCA VICTOR » BELL & HOWELL » EASTMAN KODAK » AMPRO CORP. » SINGER SEWING Mav mm 
DeJUR AMSCO « KEYSTONE MFG. CO. « EASY WASHING MACHINE CO. » APEX ELECTRICAL y 


Be featuring INVISIBLY MOUNTED COR 
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“forgo L 


toihcyuM CLEANER INDUSTRY 
tho wyFACTURERS 
TIN vacUUM CLEANER. 





fitable large volume domestic appliance field presently exceed- 


2,050,000 cleaner sales annually, we also offer a complete design, 
ing, manufacturing, patent and developmental service on 


‘of these two basic illustrated CORDOMATIC CLEANER types, 


h of which include many unusual features never before offered to 


public. 


As exclusive manufacturers of Automatic Cord Control Reels for 
18 years, CORDOMATIC places at your service its accumulated 
nowhow” for solving your vacuum cleaner cord extension problem 


jpment you may now manufacture. 


'T well as the cord extension problem of any other type of electric 


1610 THE TRADE: COMPLETE CORDOMATIC SELF REELING HANDLES OR REEL 

are available exclusively to manvfacturers for installation as original equip- 

on quality Vacuum Cleaners. Regardless of the make of Cleaner you may be 

ask your manufacturer to give you the sales advantage that CORDOMATIC 

Remember that CORDOMATIC is rugged, fool-proof and unconditionally 
for five years. Listed Underwriters’ Laboratories. 


REEL Diy mounted 
to on of the “ 
the cord pays off the Ree 
ning in the Cleaner Casing 

the pivotally mounted 


p through the tubular Handle 
gh the cord outlet at the 
nger tips. 
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tips 
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LY NAGLE OF SALES AND DEMONSTRATION INTEREST 


CORDOMATIC ADVANTAGES TO YOUR SALES ORGANIZATION... 


HANDLE AND CORD NOW A SELLING POINT — 
CORDOMATIC transforms the Handle and Cord into one 
of the most Conclusive selling features ever devised for 
the Electric Vacuum Cleaner product. 


NEW ADVERTISING ANGLE— “CORDOMATIC'S visible 


phe eye” advantages will generate new, refreshing 
ond interesting copy. 


ry NEW DEMONSTRATION POSSIBILITIES — The startling 


“ord Swallowing Act" of CORDOMATIC will revive 

waning consumer interest in Vacuum Cleaner home 

demonstrations, 

oe CORD SERVICING — CORDOMATIC pro- 
tord from unnecessary under-foot wear and tear. 


REDUCES Ho 


OK TYPE HANDL - 
ALLOW E CLEANER TRADE-IN 


VALUES — The impelling and “visible to 


the eye"’ improvement of CORDOMATIC over hook type 
Handle Cleaners by contrast effectively casts the stigma 
of complete obsolescence upon ‘‘trade-ins."" 

JUSTIFIES UPWARD PRICE ADJUSTMENTS — Addition of 
CORDOMATIC’S new operational advantages and en- 
hanced Cleaner appearance, adds dollar value to the 
cleaner. 

INVOKES PRIDE OF OWNERSHIP — 
CORDOMATIC adds eye appeal to the mere “labor 
saver"’ status of the Vacuum Cleaner . . . to make that 
Cleaner ‘‘The smart thing for folks to own.” 
PERMITS ALL-OVER COLOR TREATMENT — Unsightly 
cord now invisibly concealed within the CORDOMATIC 
HANDLE or CLEANER structure. 


Ao NATIONALLY KNOWN ORGANIZATIONS AS: 





SELIG » U.S. ORDNANCE « U. S. SIGNAL CORPS + U. S. NAVY » U. S. AIR FORCES 
ELEVATOR CO. » GEORGE P. PILLING CO. « NATIONAL INDUSTRIES (NATCO) 


AUTOMATICALLY 


SERIES OF ADVERTISEMENTS TELLING E STORY C 
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Cord concealed 
within the Cordo 


matic Handle. Grasp _ ~ et 
~ attaching - plug Ht} 
i / Withdraw a short 
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length of cord to | f 
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make electrical con / pp - 
nection Remain- ly 


ing cord is with 
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drawn automatically / 
/ A | 
A 


as needed! 








a \ (2) 
' A flick of the Finger- 
tip Control cord 

glides into the handle 


When cleaning is finished, the 
cord is safely stored inside the 


handle 


AUTOMATIC CORD CONTROL REEL 
DIVISION OF 


VACUUM CLEANER CORP. OF AMERICA 
MANUFACTURERS AND LICENSORS OF CORDOMATIC EQUIPMENT 
1724 W. INDIANA AVENUE, PHILADELPHIA 32, PA. 


*Registered U. S. Patent Office 
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CONTROLLED! 75¢ 


100 


Available in two new models 
—colorful plastic grids —or 
standard aluminum grids. 
Also plastic or metal tray lift- 
ers optional on either model. 


Sensationally new in every detail, 
the versatile Inland Handi-Cube 
Tray offers you a choice of grids— 
either standard aluminum or lovely 
pastel-tinted plastic. 

Certainly you'll want to see this 
attractive revolutionary ice tray 
which delivers ice cubes with un- 
precedented ease. 


Just trip the lever and feel the 
rugged actuating mechanism re- 
spond with any quantity of ice 
cubes, instantly — each one full 


A slight pull on the metal tray 
lifter, as shown, loosens the tray 
from the freezing compartment. 


sized and dry. It’s strong and husky 
for permanent ice releasing service. 


Graceful lines, sensational per- 
formance, and eye-catching beauty 
—all combine to speed the sale of 
this new, postwar Handi-Cube Tray. 


For full particulars and prices write to— 
INLAND MANUFACTURING DIVISION, General Motors Corporation, Dayton, Obio 
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7 FREEZING 


—— guick RELEASING 


MANUFACTURING 


INLAND 


Sportsman’s 
Specialist 


ous CONTINUED FROM PAGE % mmmen, 


the questioner to obtain the tight 


answer. 


He sells no sports equipment in his 
shop, but knows where reel and rod 
flies, tackle, game bags, duck calls and 
other equipment may be obtained 
and the prices for such equipment, 
Many a sportsman has found him q 


ready store of information on 


almost 


any question arising. And last, byt 
not least, he claims he has listened to 
the greatest collection of tall tales 
about “the one that got away” and 
“the one I missed by an inch” ever 
told. But he’s a great listener, since 


it pays off well. 


“Another factor which has aided the 
sale‘of home freezers to sportsmen,” he 
says, “is the machine I keep connected 
up right here in the store. Many of 
them come in with birds or game or 
fish and ask me to keep it for them 

- overnight or until they can provide a 
place for it. I do so and naturally 
this leads to excellent openings for 


pushing the sale of freezers.” 
The unit is an 84 cubic foot 


freezer 


which can accommodate almost any 
size or quantity of meat the sportsman 
brings in. It fits into a display space 
on the shop’s floor and serves as an 
~| actual display of the freezer in action 
as well as in an emergency capacity 
in storing customers’ meat. He 
charges no fee for this service but uses 
it as a builder of good will. Nor does 
he rent out freezing units, having a 
ready sale for all such equipment. 


Travelling Hunters 


Many sportsmen of the Orlando area 
go to other parts of the country on 
hunting trips, according to Mr. 
Magarian. , Every year hunting parties 
fly to Wyoming, South Dakota and 
other areas to participate in hunts, 
these parties sometimes numbering 20 
to 25 people. A good portion of the 
game killed in those areas by the Or- 
lando hunting parties, is returned to 
the Florida city and finds its way into 


(Continued on page 102) 
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STARTLING, ISN'T IT? Yet recent 
surveys of women intending to buy 
a Washer show that 36% want a 
Bendix. Some surveys of buying 
intention show the Bendix leading 


the next three washers combined. 


While Consumer Acceptance, even 
of this magnitude, isn’t sales, every 
Bendix dealer is in a beautiful posi- 
tion to turn it into sales, and profit 
—with the help of the Bendix pro- 
gram for 1947, 


ADVERTISING—The Bendix will 
get 138 million sales impressions in 


National magazines alone, during 


the first half of 1947. The Bendix 


PHOTO BY 
CHICAGO AERIAL SURVEY COMPANY 


poster program—over 8,000 posters 
in 1946 constituting the strongest 
poster program ever to push an 
appliance—will be increased 300° 
in 1947. Then spot radio, spot 
movies, identifying signs, co-op 
advertising, publicity, will provide 
a powerhouse of selling impact as 


the year progresses. 


SALES HELPS— Bendix Home Appli- 
ances or the factory provides sales 
training, Demonstration Charts, 
sales literature, Presentation Man- 
uals—everything to help your 


salesman sell. 


BENDIX HOME LAUNDRY 
INSTITUTE—This respected 


authority on laundering research 
transmits its findings to sales-force 
and demonstrators, providing them 
with thorough understanding of 
your customers’ problems, and en- 
abling them to conduct a valued 


program of customer education. 


BENDIX SERVICE— Factory- 
trained service men. Prompt, effi- 
cient, understanding. They are 
interested in Bendix performance 
—and they know that nothing 
keeps an appliance sold like good 
service. 


BENDIX HOME APPLIANCES, INC. 
SOUTH BEND 24, INDIANA 


BENDIX 


EW beeluk hile 


Home Laundry 
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... it’s going Mass Market with an active demand 
for clean, cool, fresh air in new homes, remodeled 
homes, and by renters. The 1947 VICTRON line 
spans this ready market with smartly styled Venti- 
lating Fans to rid kitchens, bathrooms, laundries, 
and recreation rooms of stale air, steam and cooking 


VENTILATING FANS—Smart designs that harmonize with 
any interior styling. VICTRON quality for long 
life, and VICTRON Precision Engineering for 
high efficiency. 


MODEL V110é—the ulti- 
mate in modern de- 
sign moves 700 cubic 
feet of free air per 
minute; adaptable to 
standard wall thick- 
nesses; automatic fan 
and outside shutter 
operation; quiet, de- 
pendable Victron 
motor. 


S= 
‘ se Pe 








GRILLE IS REMOVABLE—easi- 
ly and quickly, for 
cleaning; round sleeve 
conforms to air stream, 
eliminating all dirt- | 
catching corners 


MODEL VS 30 U—Attrac- 
tive round-grille de- 
sign; high efficiency 
(700 cfm); simple, 
two-unit construction 
for easy installation; 
outside shutter auto- 
matically operated 
when fan is switched 
on and off. 
VICTRON offers 
other models for every 
ventilating need. 


MANUFACTURER OF VICTRON DESK ANDO PEDESTAL 
FANS—VICTRON VENTILATING FANS—VICTRON 


VICTOR 


PRODUCTS 
2950 Robertson Ave. 
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o@ 
is the shortest distance 


¥g/ 


between prospects 


and 
a 


odors .. . with an attractive line of Desk, Bracket 
and Pedestal Fans for year ‘round uses. All of 
them are backed by VICTRON quality for 
dependable, trouble-free performance .. . 
VICTRON national advertising for consumer ac- 
ceptance and clean-cut profits. 


DESK, BRACKET AND PEDESTAL FANS—VICTRON Fans 
serve every need in homes, offices, stores... 
10, 12 and 16-inch sizes, with and without breeze 
spreaders; powered by the quiet Victron motor 
with dynamically balanced rotor, 


MODEL F 3126 is an attractive addi- 
tion to any home for refreshing 
comfort on hottest days ; 3-speed 
switch control; 90° oscillating 
range; 12-inch “fan flare” blade ; 
no radio interference ; adjustable 
for any angle. 










MODEL F 3126 P—This is the 
same fan adapted to Pedes- 
tal mounting adjustable from 
45%” to 6214” height, with 
wide base. 


MODEL A 2227--This efficient Air Cir- 
culator is adjustable from 5914” to 
93” height; 22” blade propelled by the 
powerful, quiet Victron Motor. 


THE VICTRON LINE meets every home requirement for 
ventilating and cooling. VICTRON 1947 national 
advertising will create consumer demand; identify 
your store with this fast-moving, profit line of 1947, 


FANS ~VICTRON AIR CIRCULATORS —VICTRON EXHAUST 
PORTABLE IRONERS—VICTRON FH P. MOTORS 


ELECTRIC 


INCORPORATED 


Cincinnati 9, Ohio 
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a freezer unit which Mr. Magarian 
has sold. When this “visiting” hunt. 
ing season is on, pheasant from South 
Dakota and deer and elk from Wyo. 
ming pour in. 

Naturally the huntsmen and fisher- 
men of the Orlando area had to be 
shown the benefits of quick freezing 
before they began to buy freezers jn 
large numbers. Mr. Magarian studied 
every booklet put out by the Weber 
Company, he says, until he had mas- 
tered the technique of cutting, wrap- 
ping and stacking meat in the most 
efficient way. Then he taught it to 
every buyer of a freezer unit. In addi- 
tion to this, he studied ways of uti- 
lizing space which might otherwise go 
unused, and worked out dividers for 
large and small game, fish and other 
meats. 

“Many hunters come in every day 
now and tell me they’ve got a full 
freezer and don’t see how they can get 
another quail into it,” he laughs. “So 
I go around, look over the freezer, 
help them work out ways of packing 
and spacing, and usually we get the 
new kill fitted in all right. I believe 
in giving them what they want— 
service and plenty of it—even if it 
means getting up in the middle of the 
night.” 

And one night that’s just what he 
did. An Oriando sportsman drove up | 
to his home, got him out of bed, 
pointed to a big deer lying across the 
hood of the car and told him the ice 
plant wouldn’t take it—what could he 
do? Mr. Magarian says he called a 
service man, went to the warehouse, 
mounted a motor on a 20 foot unit, 
placed the deer in it and kept it for 
three days. The customer later pur- 
chased a 30 foot freezer unit. 


Has New Location 





Mr. Magarian also handles Admiral 
and Philco appliances and has a large 
clientele among Orlando housewives, 
but his specialty is selling home 
freezer units to confirmed huntsmen 
and fishermen and at this, he has been 
spectacularly successful. In October, 
1945, he moved to his present address 
in much larger quarters than those in 
which he began business. It is an 
18 by 85 foot shop which soon will be 
doubled in width by the acquisition of 
a next-door store. His payroll carries 
the names of 14 salesmen, service men 
and repair men, many of whom have 
learned to speak the lingo of the sports- 
man, for Mr. Magarian believes his 
service and repair men are creators 
of good will, and therefore long range 
salesmen themselves. He has a 45 by 
120 foot service shop near his main 
store in charge of his brother, V. K. 
Magarian, who specializes in home 
freezer installations. 

“My business is fun,” he says com 
vincingly. “I’m always getting pres- 
ents from friends to whom I’ve sold 
freezer units—tender venison, fat 
duck, juicy quail, fresh fish—its not 
bad, not bad at all!” 
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§ mart plumbing and heat- 
ing dealers are thinking about their sum- 
mer home-cooling products NOW. 
They’re getting ready to turn the seasonal 
home-heating slump into year ‘round prof- 
its. And now, there are two brand new 
Rheem products just built to fit this sum- 
mer merchandising problem. 





»..making houses into homes 
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PROOF /w FEA TURES / 


The New Universal 2-Speed Washer Offers Sensationally Different Features! 


1 Two-Speed Washing Action with the new exclu- 
sive Speedselector gives you two-speeds for every 
washing need—one for the rough stuff ... one for the 
fluff stuff. . 


2 Super-Safe Wringer with Patented Control-O- 


Roll Feature for easy feeding, no jamming, faster 
4 washing and greater safety. 
_.. 3 Time-A-Matic Timer times any period from one 
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LEADERSHIP THAT 


friction drive kwik-pump and everlast mechanism. _ 
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to fourteen minutes; shuts off current automatically 
when time is up. 

4 Safe-T-Switch automatically shuts off motor in- 
stantly in case of overload or stalled Wringer. 

5 Red Plastic Sterilator long, wide, triple vanes 
scientifically designed for thorough, gentle washing. 
6 Heavy Duty Porcelain Tub...non-clog strainer, 
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Thousands of these superb 
irons are being shipped . - - 
order yours today. 


{ scientific 
Many months © 
engineering ond ploin hord 
work have resulted in rx 
wor irons. U. >. © 
d to run the vue 
“aaa ave Patience 
advertising which wy 
neral disappointmen!. 
we purposely waited until 
our production line could 
roke core of orders... 
and NOW IS THE TIME. 


. Bectre Home Products 
Ae are built for long hard 
service and scientifically 
designed tor really constant 
and accurately controlled 

heat. They are priced to 
sell quickly and yield 
o very attractive 
dealer profit. 


Three Popular Models a 

M - 6A De Luxe nent ee 

. 8 Standard Automam ot 
a De Luxe Automatic Ac — 1000 Ww 

utstanding Gleatures 


n @ Finger 


ac - DC 


touch automatic 


istributio 
ick, even heat distri control 
- omeitel Meehanite sole @ Perfect balance for easy 
plate nan? sulation 


i lass in , 
r: atte heat differentia 


@ Just-right weight 
cool to touch 
edges and rounded ¢ 


+ radiation 

plate 

g surface 
handle, 

bevelled 


@ Minimum hea 
@ Air-vent sole 
@ Extra-large jronin 
@ Curved, natural-grip 
* Tear-drop sole plate, 


Beat by Scorch Patton Tet!" 


orners 





145—58th Street, 
U.S. ELECTRIC HOME PRODUCTS, INC. srookiyn 20, N. Y. 
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rather than the Hogg Electric Co., 
but the selling of appliances will soon 
again take a major role in its activi- 
ties. Appliances will be handled 
separately from the other merchandise, 
with a separate manager, separate 
sales staff and separate bookkeeping. 
Business has become a store affair, 
rather than field selling, and Mr. 
Hogg expects that this may remain so 
for some time, though he is prepared 
to take whatever progressive step is 
called for to bring in business as con- 
ditions change. At present the store 
has two floors of a modern building, 
with 30,000 sq. ft. of selling space. 
One corner, now subleased to a hard- 
ware firm, will be taken over later to 
become the appliance headquarters. 

Future program is tentative, but 
one thing Mr. Hogg is sure of—he is 
going to remain a pioneer. He be- 
lieves that pioneering pays. His firm 
was the first in the district to do an 
active business in washing machines. 
Later they pioneered in introducing 
refrigerators. As a consequence, they 
acquired a standing and a reputation 
in the district as being headquarters 
for these appliances. Moreover, they 
learned all of the kinks and problems 
of selling and how to solve them, so 
that by the time the other firms began 
to experiment, they were already off 
to a good start. 

Home freezers, clothes dryers, dish- 
washers and other new equipment will 
receive the same sort of intensive pro- 
motion as has new equipment in the 
past, for Mr. Hogg believes in “firsts.” 
In all probability, they will be sold 
with emphasis on time payment busi- 
ness. The firm is substantial enough 
to be able to handle its own paper and 
it knows the credit end of selling 
through long experience. Under these 
circumstances, there is profit in long 
term selling, which they will be glad 


Outside Selling Is Out 


CONTINUED FROM PAGE 52 
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to take advantage of. Smal! appli- 
ances, for the same reason are oyt 
of the picture, for they do not lend 
themselves well to credit terms. And 
the firm has never gone in for radio, 
Otherwise, they expect to handle a 
complete electrical stock. 

Right now it is a store business, [If 
margins remain so low that salesmen’s 
field commissions cannot be taken out 
without cutting out all profit, the busi- 
ness may remain within the 30,000 
sq. ft. of sales floor. But Carl Hogg 
is an experimenter and a man who 
goes out after business when there js 
business in the field to be had. IE it is 
in the cards at all, the time may come 
when a selling force again is operat- 
ing from the store as headquarters out 
over half of Oregon. 


Stairway Space Used, Too 


Even the smallest spaces in the 
store have been utilized effectively. A 
stairway leading up to the center 
balcony is about. four feet wide and an 
office has been built under this stair- 
way, using space which might other- 
wise be wasted. The service depart- 
ment and storerooms, occupying the 
rear half of the building, cannot be 
changed or expanded. 

At intervals along the walls, shelves 
have been built about five feet from 
the floor. The shelves, approximately 
two yards long, are in three tiers. 
Smaller appliances such as electric 
fans and heaters are displayed under 
these shelves, while the shelves them- 
selves provide ample and roomy 
space for radios, record-players, mix- 
ers, irons and toasters. 

The overall effect creates a fine 
display of the store’s merchandise, 
meanwhile providing much additional 
room for stock and samples in the 
main sales department. Hogg is sure 
he has the answer. 
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Learn how you can make more money by tying 
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below, and get it in the mail today. 
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NO WONDER STEWART-WARNER DEALERS 
GANT GET ALL THE SETS THEY WANT 


I HERE are all kinds of radios on the mar- 
ket today . . . but you'll still have a hard time 
finding a Stewart-Warner set on a dealer’s 
shelf. And not because we aren’t making them! 
It’s because Stewart-Warner sets are easier to 


sell, They'll be even easier to sell in 1947. And 
for a few good reasons why, look at these all- 
new models . . . including the finest in both 
FM and Television . . . a model for every 
purpose—a radio for every room. 


THE AIR PAL—Console Performance ina 


~ ONLY STEWART-WARNER ”. 


AM-FM CONSOLE in rich mahogany. AC, 8 tubes plus rectifier. 
Permeability tuning with 5 push buttons for AM band. Inverse 
feedback, RF stage for both bands. Two built-in antennae. 
Three-position tone control. Picture clear Strobo-Sonic Tone! 


: Slrobo-Sonic Jone! 


Beautiful Jewel Case! 


Performs with power and volume anywhere you can 
plug in AC-DC current. . . in trains, planes, hotels, at 
home . . . anywhere you connect it. Built like a watch, 
small as a cradle phone, yet it has 4 tubes plus rectifier, 
accurate slide-rule dial, planetary tuning, 3!4-in. PM 
dynamic speaker, full AM band! Fits in a brief case, 
weighs only 314 lb.! Ebony, walnut, and ivory plastic. 


GIVES YOU 


DIRECT-VIEW TELEVISION with FM sound and AM band. All 13 
channels. Pictures sharp and clear under living-room lights! 
Ten-inch CR tube plus 21 tubes. Underwriters’ Laboratory 
approved. Two custom-built cabinets, Modern and Georgian. 


FOR 1947—Easier Than Ever to Sell 





—_ 


Stewart -Warner 


AM Mia COP FM 2 Lato pheonog ajple e bbuunn 
CHICAGO 14, => ILLINOIS 
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Bradt Named Washer Assn. 


Head at Annual Meeting 


Manufacturers face shortage of sheet steel 


until early in 1948, Willner tells conferees. 


Members of the American Washer & 
Ironer Manufacturers’ Association, 
meeting last month in Chicago, elected 
Roy A. Bradt, vice-president of the 
Maytag Co., as president of the As- 
sociation. Mr. Bradt, who had pre- 
viously served on the executive com- 
mittee and in 1943 and 1944 was chair- 
man of the Post-War Planning Com- 
mittee, succeeds Louis C. Upton, head 
of 1900 Corp. 

New vice-presidents are J. C. Nel- 
son, chairman of the board of Easy 
Washing Machine Corp.; C. G. 
Frantz, president of Apex Electrical 
Manufacturing Co.; and Oscar A. 
Lenna, president of the Blackstone 
Corp. Named to the executive com- 
mittee were: E. L. Farquharson, 
Landers, Frary and Clark; C. E. 
Anderson, General Electric Co.; and 
H. Paul Nelligan, Easy. Bernard J. 
Hank, president of the Conlon Corp., 
was re-elected treasurer. 

The John Inglis Co., Ltd., Toronto, 
and Little Giant, Inc., Hayward, Calif., 
were elected active members and the 
small motors division of Westinghouse 
Electric Corp. was elected an associate 
member, 


Machine Shop and Up 


New president Bradt began his 
washer career at the production end, 
starting with Maytag in the machine 
shop in 1916. After service in the first 
World War he joined the sales depart- 
ment, becoming advertising manager in 
-1921, associate sales manager in 1924 
and vice-president and director in 1928. 
He is a past president of Maytag Co., 
Ltd, Canada, and director of Globe 

ican Corp., Kokomo, Ind. 

The Association reaffirmed the code 
of ethics governing its operations for 
civilian needs which was in use be- 
fore the war and endorsed the multi- 
Committee method of promoting the 
mutual good interests of the industry. 

Highlights of reports by sub-com- 
mittee chairmen during the conferences 
included a statement by I. N. Merritt 
of Conlon that the market for ironers 
and dryers remains virtually untapped 
and manufacturers and dealers alike 
should campaign for triple sales. W. 
Neal Gallagher, of the Automatic 








Washer Co., said that publication of 
the Association’s manual for school 
instruction has been an unqualified 
success. 

W. Homer Reeve, chairman for the 
sub-committee on international markets 
and trends and an executive of Easy 
Washing Machine Corp., advised mem- 
bers to study numerous foreign mar- 
kets and said that trade information 
is readily available. P. Eduard Geld- 
hof, 1900 Corp., said that industry 
engineers had spent five years in per- 
fecting the stringent manufacturing 
currently observed by Association 
members and declared that engineers 
and the industry in general must be 
alert to cope with new problems 
created by variations in appliance 
designs. According to Carl L. 
Huff, Bliss & Laughlin Co, and 
chairman of the sub-committee on 
associates, the industry’s suppliers have 
gained greatly in their relationship to 
the manufacturers who in turn have 
benefitted by obtaining a better under- 
standing of the associates’ problems. 

An indication of production diffi- 
culties to be encountered by the in- 
dustry during 1947 was provided by 
Benton J. Willner, assistant vice-presi- 
dent of the Inland Steel Co., Chicago, 
who said that the shortage of sheet 
steel will continue until “some time 
early in 1948.” He asserted that ex- 
pansion programs in the steel industry, 
originally planned for completion in 
1947, had been delayed, chiefly by 
strikes in the electrical industry. “We 
are entering the year 1947 with a very 
marked scrap shortage, and also a 
labor shortage, particularly with re- 
spect to unskilled and semi-skilled 
labor,” he said. 


Simmons Retires From Committee 


Richard J. Simmons, active in the 
industry for 25 years, president of the 
Association for 11 years, a member 
of the executive committee for the 
past three years, and currently vice- 
president of the Birtman Electric Co., 
Chicago, retired from the executive 
committee. Celebrating his retire- 
ment, he was master of ceremonies at 
the Association’s banquet ending the 
annual meeting. 
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HELPFUL HINT: Roy A. Bradt, new president of the American Washer & lroner 
Manufacturers’ Assn., soaks up some advice from retiring president Louis C. Upton, 
1900 Corp. head. Mayor James D. Arrington of Collins, Miss., convention speaker, 
takes the opportunity to increase his knowlédge of the appliance industry. 


TYPICAL TABLE: Left to right: £. G. Fahlman, Permold Co. president; J. E. 
Peters, P. Seward Moynihan, John M. Wicht and president Oscar A. Lenna of 
Blackstone Corp.; G. P. Castner, Beam Mfg. Co.; R. E. Kortepeter, Apex; and 
L. E. De Groat, Permold. 





HUMOR had its place at the convention and T. W. Roberts of London, England, 
reacts with British restraint while C. G. Frantz, Apex Electrical Mfg. Co., president, 
indulges in hearty laugh. Mr. Roberts is head of Vactric, Ltd., British cleaner 
manufacturing firm. Mr. Frantz was elected a vice-president of the association. 
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Ted Swartzbaugh, who farms at Northbrook, Iil., by night, and selis Everhot roasters by day, 
had a new model to show Ann Noone of ELECTRICAL MERCHANDISING. 


There should be a mirror on the Deepfreeze display job in every store, John Fellmann, regional 
sales manager, is telling J. M. Julian, assistant to Jim Ogden of Judson's Detroit. 











Asked what was newest with Landers, Frary & Clark, H. W. Kimball, district manager, took 
the camera man over to H. M. Conlin, western district manager (right) who pointed out 
the electric blanket, 



































W. H. Bond, left, district manager for Proctor, is a new face in Chicago. He is talking to 
R. A. Wallace, Jr., of Electrical Specialties Co., Detroit. 


HERE were two things hard to find 

at the Chicago Markets the first two 
weeks in January—one was a hotel room 
you could really call your own, and the 
other was appliances you could really call 
“new” in a revolutionary sense. 

Most of the manufacturers exhibiting 
had models with additions, improvements 
and refinements over last year‘s models, 
but there was a general vagueness about 
just how soon the merchandise will be 
available for national distribution. Short- 
ages of materials and parts are still de- 
laying the marketing of major appliances 
nationally, and some manufacturers are 
resigned to the fact that it will be well 
into the last half of 1947 before produc- 
tion reaches a volume great enough to 
cover the country. 


At the Furniture Mart 


Automatic washers were getting the 
usual play, and this time the crowd was 
as much interested in how they were 
going to be promoted as in the machine 
itself. At the G-E display Mrs. Ruby 
Littlefield and C. G. Anderson were 
proudly showing off their new automatic 
washer which features a 3-vane agitator 
and a high-speed spin basket. This 
automatic is portable, permanent instal- 
lations are unnecessary. It uses 174 gals. 
water to a load, and can be stopped at any 
time in the operation cycle to add or re- 
move certain pieces. Two new rotary 
ironers were also on display, both of them 
of the folding variety, to save space when 
not in use. The washer is now going into 
production at General Electric’s new plant 
in Trenton, N. J., and is scheduled to 
reach the market the second quarter of 
1947, 


The ABC-O- Matic washer, according to 
Altorer officials, is now ready for dijs- 
tribution. Some improvements have béen 
made in the past 12 months, including a 
centric agitator washing motion that 
moves the clothes outward and inward 
156 times a minute. Other features are 
the scum-free rinse cycle that washes all 
soap and scum off the clothes as they pass 
through the first set of wringer rolls into 
the mechanical flexing compartment. 
This compartment has a rubbing action 


A. S. Miller, sales manager of the domestic department, Toastmaster, was talking the newest 


Seen at the 


similar to the old method of rubbj 
t in 
clothes between the hands. . 


Barlow & Seelig had its automatic up. 
packed for the first time at the Furniture 
Mart, and business prospects kept sales 
manager Daniels busy in the back room 
most of the time. 


Westinghouse 


Ten new products were shown by West- 
inghouse—a 2-temperature refrigerator, a 
new automatic toaster, a high powered 
food mixer, a streamlined lightweight 
aluminum iron, the Waste-Away garbage 
disposer, new cleaners, a 40-gal. water 
heater, a turn-over toaster and a low-cost 
fan. These in addition to the recently 
announced comforter and some new 
kitchen cabinets. 

Availability on these products will be 
limited through 1947, however, accord- 
ing to J. H. Ashbaugh, vice-president, 
“Normally, we are in full production on 
new models before we show them at any 
of these markets,” he said, “but this plan 
of operation is impossible now; and while 
these new products will be in production 
sometime in 1947, it is apparent the 
shortages of materials will delay our mar- 
keting most of them nationally. Some 
will be tested in two or three areas in 
1947. We may see a general volume in- 
crease of about 20 percent for the last 
half of 1947.” 


A New Water Softener 


Vern Calkins of South Bend, had a 
couple of water softeners that attracted 
interest. A small, handy portable model 
with its own supply of Zeolite that could 
be attached to any faucet to retail at 
$19.95; and a larger model for use on 
automatic washers and for many rural 
applications. The larger model was 
priced at $34.95, and according to Mr. 
Calkins is the answer to washing prob- 
lems in hard water areas through the 
country. 


Horton had a new ironer on display in 
addition to its well-known table models. 


display with (right) V. B. Currie, of Moore & Handley Hardware Co., Birmingham, when your 


reporter called. 
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¢|Chicago Markets 


With Pictures That Were Taken At The Merchandise Mart 


The Hamilton dryer people were there, 
fresh from their convention, and with 
several innovations that they learned by 
trial and error in the field. 


E. L. Love, new general manager of 
Koiled-Kord, said his firm has a new 
white rubber covered cord. It has greater 
flexibility, is lighter in weight, and will 
soon be available in a variety of pastel 
colors. 


A new aluminum outer casing to re- 
place the old steel one was the Frost- 
master freezer feature. Models with 
the new aluminum body will sell for 
$149.50—OPA price on this model, in- 
cidentally, was $189.95. 


New Garbage Disposer 


A garbage eliminator — San-I-Way— 
manufactured by Thos. W. Berger, Inc., 
Cincinnati, created a lot of interest. It 
operates on a new “mascerator” principle 
—a series of hammers break down the 
garbage, including bones—and Leo Bauer, 
sales manager, said it will even take a 
bottle cap in a pinch. 


Radios, etc. 


John Garceau of Farnsworth demon- 
strated a table model tilt-top television set. 
He said he was amazed at the demand for 
the lucite covered models—people like to 
see the “innards.” 


Eddie May of Sentinel has a nifty apart- 
ment sized record changer, one of the 
first that has been designed to cover a 
minimum amount of floor space. 


Nate Hast was proudly displaying the 
Lear wire recorder, which is scheduled 
for production in May or April, and will 
run around $695. 


A new television receiver incorporating 
five features made its debut in the Crosley 
space. Outstanding among the features 
was a swivel tube mounting which pivots 
over a 60 deg. angle permitting viewing 
from right or left as well as straight on. 
The tube, incidentally, swivels into the 
cabinet and out of sight when not in use. 


Ed Le Vee of Free Sewing Machine Co. had a historical exhibit of old sewing machines to 


This is the first television set to be pre- 
sented by Crosley Div. of The Aviation 
Corp. 

Zenith had a large line of radios on 
display, with a new deluxe 20-tube ma- 
hogany console leading the parade, and 
featuring FM, and the Zenith intermix 
record changer and Cobra tone arm. 


Four Estate home freezer models were 
on display at the Furniture Mart in the 
Estate-Heatrola Div. of Noma Electric 
Corp. space, as well as an Estate range 
embodying the new “Defrost-All”—a new 
feature in Estate electric ranges where 
frozen foods can be quickly removed from 
the home freezer and speedily thawed out, 
thus retaining original taste and nutritive 
values in food. 


The Norge Div. Borg-Warner Corp. 
took this occasion to introduce to the 
trade its 1947 “20th Anniversary” line of 
household appliances highlighted by a new 
9-cu. ft. refrigerator; a “power-leg” con- 
ventional-type washing machine; together 
with their restyled line of home heaters, 


. electric and gas ranges, frozen food stor- 


age chests, water cookers and other re- 
frigeration specialties. 


The Lewyt cleaner had a prominent 
place on the 17th floor. We missed the rug 
shampoo demonstration. The retail price 
is somewhere in the neighborhood of $100, 
and the weight of the unit is slightly over 
15 Ibs. 


Gibson’s new electric range with the 
Ups-A-Daisy cooker arrangement making 
4 surface burners available when the 
cooker is not in use, was another interest 
getting item at the Furniture Mart. 


At the Amana exhibit you could take 
your pick—walk into a freezer or lift a 
cover and reach down. 


Small Appliances 


Small appliances were in the minority 
at this show, but Arvin’s new Lectric 
Cook—a combination grill, waffle baker, 
was attracting a lot of attention, as was 
a cylindrical barbicuer, completely autom- 
atic, on display for the first time by Ap- 
pliance Industries. A combination pop-up 
toaster and hotplate was another new item 


mark the !00th anniversary of the first home specialty. 
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at the show; made by Lasko Products, 
West Chester, Penna. The toaster fea- 
tured a hydraulic timer and a warming 
oven. A 1320 watt convection heater 
was another of their products featured. 
Matmatic were showing a new faucet type 
water heater. 


At the Merchandise Mart 


At Hotpoint, Inc., in the Merchandise 
Mart, they were showing a deluxe 1947 
model 8 cu. ft.. refrigerator, designed so 
efficiently in space saving that it took up 
no more floor space than the old 6 cu. ft. 
boxes. Hotpoint is also producing a new 
8 cu. ft. home freezer, according to F. M. 
Slasor, manager of the refrigerator sales, 
and later in the year will have additional 
refrigerator and home freezer models. 

An automatic washing machine that 
washes, soaks, rinses and dries is another 
new Hotpoint product. This new washer 
is not yet in mass production, according to 
F. C. Margolf, manager, home laundry 
sales division. ' The first models will be 
shown during the second quarter of 1947. 
Other. newly developed Hotpoint home 
laundry appliances are two rotary ironers 
—one portable, the other full-size. 


Apex Fold-A-Matic 


At the Apex display rooms in the Mer- 
chandise Mart something new had been 
added. The Apex automatic washer, an- 
nounced last year, now has a companion 
—the Fold-A-Matic ironer, which will re- 
place the conventional cabinet-type ironer 
in the Apex line... . A new design makes 
it possible to fold away the roll, shoe 
and other operating parts in a vertical 
position in the ironer cabinet which is 
18 in. wide, 25 in. deep and 38 in, high, 
making it an ideal unit for the modern 
combined kitchen-laundry or utility room. 
Dave Chapman designed it. 


The Deepfreeze home freezer has a new 
temperature control. 


Everhot’s new model 900 roaster is 
a completely redesigned job, and boasts 
such features as an observation glass in 
lid; in-built timer clock control; turn-a- 









Miss E, M, McCornick 
have to do during show time. 


of the Chicago office of General Mills, shows what decorative girls 





Harvey Larson, White Cross advertising manager, 
and a couple of pretty gals mark the passage 
of time in appliance design and in fashions—55 
years, to be exact, of appliance making for White 


Cross. Larson holds a new combination sand- 
wich-waffle grill; the girls hold the interchange- 
able griddle units. 


knob mechanical cover lifter; and a note 
of color can be added if you desire— 
knobs and handles of Bakelite are avail- 
able in white or blue. The blue looked 
mighty pretty to our white-weary eyes. 


In the Free Sewing Machine offices in 
the Merchandising Mart, Ed Le Vee 
was proudly showing off his new line of 
Free and New Home sewing machines 
with their many new attachments, such 
as the buttonhole maker, and the blind 
hemmer. He was proudest of all to be 
able to say that all prices were below 
OPA ceilings. 


Landers Frary & Clark’s baby was 
the new electric blanket, newly announced 
at the show . . . shown in 2 colors, cedar 
and blue, with a “Slumber Sentinel” tem- 
perature control. 


The White Cross display proved a popu- 
lar rendezvous—maybe it was the girls, 
maybe it was the white carnations so 
freely handed out, then again it could have 
been the delicious coffee brewed in White 
Cross coffee makers. Occasion—their first 
bow to the public under the Eureka- 
Williams regime.—A.A.N. 
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% NATIONALLY ADVERTISED! 
% NATIONALLY RECOGNIZED! 


Mugmasten 


ALL-APPLIANCE CORD SET 


Here’s the most versatile and most profitable cord 
set ever developed! Plugmaster fits iron, toaster, 
waffle baker, coffee maker—all appliances—be- 
cause of its patented self-adjusting plug. Appeals 
ifistantly to all who see it because it ends cord 
worries. Nationally advertised in Saturday Evening 
Post, Ladies’ Home Journal, Better Homes and 
Gardens, American Home — approved by Un- 
derwriters’ Laboratories. Unique display enables 
customer to try Plug- 
master on nine different 
type terminals! 


Fair Trade Retail Price 
8 | 39 


“Try it yourself” 
display Effective! Convincing! 








SWEET-TONED 


CHIMES 


Beautiful Faraday chime line 
includes styles and colors for 
every customer at the right 
price, assuring quick turn- 
over. Eleven oe to choose 
from, including tube and bar 
chimes. All engineered for 
positive, trouble-free action. 
Smart Faraday chime display 
is wired and equipped wit 
push-buttons and ready to 
plug in so customer can test 
six different chimes. 


Fair = 

Trade 8 9 @D and 
Retail up 
Price 








Broilmaster provides the world’s eas- 
iest method of broiling, as any cus- 
tomer can readily see—plus flavor 
unmatched by any other method. Fits 
over any frying pan—no stooping, 
no greasy broiling oven to clean. 
Inverted on its own removable base, 
Broilmaster is also a handy electric 
grill. Attractive lighted display speeds 
sales. 

















Fair Trade 
Retail Price 


FARADAY 
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ADRIAN, MICHIGAN 








LIFE on the Motz farm is still not 
easy, as these pictures show, but elec. 
trification has lightened the tasks and 
given Mr. Motz an occasional chance 
to relax and read. Mrs. Motz has 
found that her electric washer saved 
144 hours in a year and the electri. 
cally-driven emery wheel trimmed 132 
hours from tool-sharpening chores. 


Electricity Boosts Earnings 


of Farm $375 in 20 Months 


Westinghouse reports on hours 
and money saved by Ohio farmer 


The farm of Joseph Motz in War- 
ren, Ohio, studied in a test of rural 
electrification, with an investment of 
$535.24 in electrical equipment, has 
within 20 months boosted its net earn- 
ings by $375.98, or a return of 70 
percent on the amount spent, the 
Doane Agricultural Service stated re- 
cently in reporting on a Westinghouse 
sponsored project. 

During the past 12 months? the 
Service said, the farm earned $445.85 
more than the previous year. Three- 
fifths of this extra income was made 
possible through the use of the various 
electrical implements, which paid 
$265.58 on the investment during the 
past year. Although the entire farm 
operations gave a labor return of 68.9 
cents per man-hour, electricity cost 
only 19.3 cents per hour, a saving of 
49.6 cents for each hour it was used. 


Little Cost, Big Saving 


According to the Service, Mr. 
Motz’s farm contains 165.5 acres and 
is operated by himself, his wife, and 
an adult son and daughter. The elec- 
trification program is on a pay-as-you- 
go basis and is intended gradually to 
equip the farm with as much elec- 
trical equipment as is practical through 
relatively low original investment. 

Mr. Motz installed electricity in 
1944 and purchased a water pump, a 
tool grinder and a few other items. 
Since then he has used the savings 
accrued from their use to buy other 
equipment at regular retail prices. 

During the past 12 months the farm 
saved 535 hours in two farm operations 
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and three household tasks. Some 175 
hours were saved by installing an elec- 
trical water pump which brought water 
into the barn. Year-round use of an 
electrically driven emery wheel saved 
132 hours of tool sharpening, 

In the house, an electric washer 
trimmed a total of 144 hours from the 
weekly washing job, while an electric 
iron eliminated 48 hours and electric 
lights cut out 36 hours spent cleaning 
and filling kerosene lamps. 


More Time for More Work 


Despite the saving of time, the Motz 
family works just as hard today, says 
the report, as it did before the addition 
of labor-saving equipment. The dairy 
herd, the farm’s most important enter- 
prise, has been increased from 16 head 
to 30 during the 20-month period, but 
now electricity helps take care of it 
In 1944 the dairy gave a return of 
only 36 cents per hour of labor, but 
in the past year it returned 57 cents 
per hour, a 58 percent increase. 

In the first full year of electrification 
the dairy required 141 fewer hours of 
work although the number of cattle 
was increased by 36 percent. This 
time saving was equivalent to eliminat- 
ing 32.5 minutes for every 10 gallons 
of milk produced. Total milk produc- 
tion rose 14,404 pounds and cows aver- 
aged 348 more pounds of milk and 17 
more pounds of butterfat. E 

The report suggests that the dairy 
profits can be further increased by ia- 
stalling a milking machine, an auto- 
matic feed grinder and a portable 
elevator. 
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NEW CORY RUBBERLESS COFFEE BREWER. CORY 2-HEAT ELECTRIC STOVE. Brews y 


With exclusive glass-to-glass vacuum coffee and keeps it piping hot. 
seal. No troublesome rubber bushing. 





, . WITH NEW MIRACLES OF COFFEE BREWING 
BUFFET QUEEN. For brewing and serving 
graciously at extra guest octasions. AND SERVING PERFECTION! 


The creators of the world famous CORY all-glass coffee 
brewer now bring you the greatest family of coffee 
brewing equipment ever made. At last, here is a com- 
plete, satisfying answer to every coffee brewing, coffee 


serving need. 


It’s CORY at home, in restaurants—wherever the call 


is for coffee to the queen’s taste. Makes coffee brewing 





a pleasure—coffee serving a delight. That’s why millions 


of Americans now look to CORY for the latest and finest 


CORY ELECTRIC COFFEE GRINDER. To blend , : - . ie 
ik ctl Eevarite calles of heme. in coffee brewing equipment. You’ll be proud of your 


COR Y—proud to give CORY for any gift occasion. At bet- 


ter stores everywhere. Cory Corporation, Chicago |, Ill. 


1s Advertised in The Saturday Evening Post, February 15, 1947 


Copyright 1947, Cory Corporation, Chicago 





CORY COFFEE SERVICE. A handsome tray set 
for the fashionable hostess. 





CORY TABLE TILE. Protects your linens FAMOUS CORY GLASS FILTE! 
from the heat of coffee decanter or other Fits all standard glass coffee mo 
dishes. And it’s decorative! can buy it separately. 60c eve’ 





NEW CORY AUTOMATIC COFFEE BREWER. A 


miracle of modern design. Brews your coffee and 
keeps it hot—automatically! Just plug it in. 





CORY PUSH-BUTTON COFFEE BREWING SYSTEM. 
A mechanical robot for restaurants. Brews 

half gallons of perfect coffee every 

3 minutes automatically! 
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CORY RESTAURANT EQUIPMENT. Gas or electric 
models. Used by fine restaurants, hotels and 

; institutions for brewing better coffee. 
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To jump Chime sales to new highs, keep one of these new 
Rittenhouse Display Boards where your store traffic is heavi- 
est so your prospects can press the buttons and hear the new 
golden tones of the Rittenhouse Chimes they have seen 
advertised so consistently in their weekly and monthly 
national magazines. 

Note how many people stop, press the buttons and listen 
for the tones of each model displayed; then watch their 
interest in this “live” demonstration turn into quick, extra 


sales—and profit. 


Write us—let us tell you how you can secure one or both 
of these money-making Displays—shipped F.O.B. our 
plant—with free chimes that exceed the cost of either 
Display. 


The Rittenhouse Company, Inc., Honeoye Falls, New York 


Chimes by 


RITTENHOUSE 
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Traffie-Stopping, Eye-Catching R | TT E N H O U S E 


CHIME DISPLAY BOARDS 


Tempt Prospects to Practically Sell Themselves 





































RITTENHOUSE 
Standard Display Board 
Form No. RD6-86 


Completely wired and 
equipped with chimes, 
push buttons and trans- 
former, ready to plug in. 
Chimes displayed are 
models #312, $314, #316, 
#410 and #520—to be 
billed as usual. 
Width: 48” 
Height: 44” 
Depth: 6” 
Long tubes extend 16” be~ 


low board. Shipping weight 
approximately 73 lbs. 





BEVTTEN HOUSE | 







































RITTENHOUSE 
Counter Display 
Form No. RD6-84 


This attractive unit displays two 
fast-selling popular low-price 
Rittenhouse Chimes that have 
especially large volume possibili- 
ties. Included are models $220 
and #250—to be billed as usual. 
Push buttons, and all necessary 
demonstration equipment are 
completely installed, ready for 


immediate ‘use. 
Width at base: 18” 

Depth at base: 1234” 
Overall height: 1654” 
Shipping weight approximately 

25 Ibs. 
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Scheduled Meetings 


SPRING WESTERN GIFT, TOY ¢ 
HOUSEWARES SHOW 


Civic Auditorium, Sea Francises, 
Calif. 

February 9-13 

Western Merchandise Exhibitors Assn., 
323 Geary St., San Francisco 2 


PACIFIC NORTHWEST GiFT 
SHOW 


Olympic and New Washington Hotels 
and Terminal Sales Bidg., Seattle, 
Wash. 

February 23-27 

Western Merchandise Exhibitors Assn, 
323 Geary St., San Francisco 2 


NATIONAL MARKETING 
CONFERENCE 
Hotel Stevens, Chicago, Ill. 
March 10 and 11 
Domestic Distribution Dept.. Cham. 
ber of Commerce of U. S. 


13TH ANNUAL SALES CON. 
FERENCE 
Edison Electric Institute 


Edgewater Beach Hotel, Chicago, Ill, 
March 31—April 3 


MEMPHIS HOME SHOW 
Memphis Ellis Auditorium, Memphis, 
Tenn. 
April 5-11 
Henry Wurzburg, Demon Bidg., Mem- 
phis, Space Allotments 


METROPOLITAN HOME SHOW 

Home Builders Council of N. Y., N. J., 
and Conn. 

Grand Central Palace, New York, 
N. Y. 

April 19-27 

Henry J. Shaheen, Council President, 

735 N. Village Ave., Rockville Center, 
ae 5 


ELECTRICAL MFRS. REPRESENT: 
ATIVES ASSN., INC. 
Electrical Trade Show 
Alcazar, Baltimore, Md. 
April 22-24 
APPLIANCE PARTS, JOBBERS 
ASSN., INC. 
8th Annual Meeting 
a Franklin Hotel, Philadelphia, 
‘a 


April 23-26 
TEXAS ELECTRIC SHOW 
Will Rogers Memorial Coliseum, 
Fort Worth, Texas 
April 25—May 4 
R. E. Hendricks, Texas Electric Serv- 
ice Co., Fort Worth 
NATIONAL HOUSEWARES SHOW 
Convention Hall,- Philadelphia, Pa. 
April 27—May 2 
Natl. Housewares Mfrs. Assn., 1402 
Merchandise Mart, Chicago 54, Ill. 
NATL. ELECTRICAL WHOLE- | 
SALERS ASSN. 
Hotel Traymore, Atlantic*City, N. J. 
May 5-9 


NATL. ELECTRONIC EQUIPMENT 
SHOW 


Hotel Stevens, Chicago, Ill. 
May 13-16 
Kenneth C. Price, Manager 


NATL. ASSN. OF “MUSIC 
MERCHANTS 
Annual Convention and Trade Show 
Palmer House, Chicago, Ill. 
June 1-5 


AMERICAN HOME ECONOMICS 
AS ° 
Municipal Auditorium, St. Louis, Mo. 
June 23-26 
Lelia Massey, Executive Secretary, 620 
Mills Bldg., Washington, D. C. 





— 
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& ——, Prepare to sit down to a hearty 
; WNG bit of good eating—to a dish so 
£ XY wn delightful to look at and so down- 


x a right satisfying to an eager 
= ‘appetite, you'll be mighty glad you or- 
dered it. L&H has it stacked on the special dish, 
reserved for aggressive home appliance dealers. 


It’s as eye-inspiring as a stack of golden-brown 
wheat cakes —this L&H line of cooking and 
heating appliances. And the healthy hunger it 
cultivates in your customers, calls for the only 


THE SHERIDAN 
ELECTRIC RANGE 


Manufacturers of ELECTRIC 
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Your knife and fork, sir”’ 


ELECTRIC 
WATER HEATER 


ELECTRIC WATER HEATERS © 


known cure — ownership! That means L&H 
SALES. And L&H sales mean profits for mer- 


chants who feature this fine line. 


Butter and syrup to go with this plateful of 
glamour? You bet! An aggressive sales and mer- 
chandizing program that goes right along with 
the main dish. Pick up your knife and fork, 
tuck the napkin under your chin, give your 
sales appetite the thrill of a mealtime. Just tell 
us you're ready for some real he-man profit-feast- 
ing. We'll send you the appetizing L&H story. 


KEROGAS 
OIL RANGE 


A. 3. LINDEMANN & HOVERSON CO. 


MILWAUKEE 7, WISCONSIN 


tL HEATERS * 





Oil RANGES « 





PORTABLE OVENS + 0 
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TRIPLE * SEALED 


HOME FREEZERS 


Here’s a Home Freezer that you would be 
proud to own yourself .. . a product that you 
just can't help but take genuine pride in sell- 
ing. 

BEAUTIFULLY STYLED . . . Marquette Home 
Freezers are finished in.gleaming white Dulux 
enamel with contrasting black trim at base 

. chrome name plate and door lifts. Yes, 
you'll be proud to give this Home Freezer center 
position on your display floor. 


TRIPLE-SEALED . . . Scientific Thermo-Breaker 
strip and interlocking Triple-Sealed doors for 
efficient operation. Twin doors provide quick, 
easy access to frozen foods. 


MECHANICAL FEATURES .. . Hermetically 
sealed refrigeration unit is spring mounted for 
quiet operation. Adjustable Thermo Control. 


Safe FREON 12 is used in all Marquette 
Home Freezers. Heavily insulated with cork 
and rock wool for economical operation. 


A MODEL FOR EVERY HOME .. . Marquette 
Home Freezers come in Sixteen, Eight, Six and 
Four cubic foot models. 


ADVERTISED in the SATURDAY EVENING 
POST . . . See the Marquette Home Freezer Ad- 
vertising in the Saturday Evening Post... 
it's designed to help you sell More Marquette 
Home Freezers. Write or Wire Today for deal- 
ership details. 


MARQUETTE APPLIANCES, Inc. Minneapolis 14, Minnesota 


nner 
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DOUBLE DEMONSTRATION: Sales 
manager William A. Friedrich demon- 
strates the dryer while Mrs. Cleo Foley 
of lronrite. lroner smooths out the gar- 
ments on an lronrite. The whole laundry 
operation of washing, drying and ironing 
was conducted on the stage. 





THEY WERE THERE: J. R. Rosenthal (left) and his companions from the Sampson 
Co., Chicago, evidence keen interest at the demonstrations. During the three-day 
meeting they made a trip through the factory and saw the Hamilton dryers in pro- 
duction, Hamilton officials on the program included H. G. Evans, vice-president in 
charge of sales; Ralph L. Ferguson and Morgan J. Busch, Mid-West and Eastern 
representatives; J. Ross Moore, inventor of the dryer; John W. Christensen, adver- 
tising director; and Kenneth L. Johnson, service manager. 


Distributors See New Hamilton Dryers 


DESIGN FOR DISTRIBUTORS: Despite a raging blizzard, 60 of the 66 distributors 
of the Hamilton automatic clothes dryer were present at the company's recent 
three-day conference in Two Rivers, Wis. More than 50 dryers, both gas and elec- 
tric, were placed on the auditorium floor for handy reference during the presenta- 
tion of the Hamilton story—production, allocation, sales and advertising plans. 
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PRESIDENT E. P. Hamilton welcomed 
the distributors and told them of the 
company's products and related a bit of 
its history. The 60 year-old firm makes, 
for example, cabinets and equipment for 
the medical, dental, drafting and print- 
ing professions. 
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comed 
ya . ie handsomely styled, engineered-for-tomorrow 
ait radio-phonograph combination features the finest in AM and FM 
atin reception, with fourteen tubes plus rectifier, and a mammoth 15- 
print. inch speaker for full tone range. It provides push-button tuning— 
not only on the standard AM broadcast bands but on FM as well! 
And the phonograph? Here again Delco offers the best of all that’s = ¥ 
new! A special lightweight tone arm, with sapphire permanent- Production is Improving 
point pick-up, gives amazing fidelity and tone quality . .. but But there are still many 
that’s not all! Its advanced design eliminates needle changing, shortages of materials and 
makes records last years longer. component parts which 
make it impossible to meet 
Add to these great features a smooth-action record changer with the the large demand for Delco 
extra capacity of fourteen 10-inch records or ten 12-inch records— — 4 this a eh ‘an 
an automatic shut-off that goes into action when the last record is meg pie al ag agin 
played—and you realize that this instrument has everything! promptly, keep trying. You 
: To put this magnificent Delco combination in anything but the Gohan bia rll Mews aoe 
finest cabinet would be unthinkable. Expert craftsmen have pro- we’re doing ours to speed 
duced cabinets of grace and distinction to give it the proper setting. production. 
Model R-1251 in walnut, and Model R-1252 in mahogany, are 
masterpieces of fine furniture. 
Like other Delco portables and table D * LC oO « A Di Ce | 
models, this fine new Delco combina- F ges con 
tion brings newhonors to the trusted (( @S) 3 °A41@ 2 A GENERAL MOTORS PRODUCT 
Delconameof General Motors. United 5 OFS D ‘ So : 
: elco radios are distributed nationally by 
Motors Service, General Motors United Motors Service. See your United 
Building, Detroit 2, Michigan. Motors distributor about the Delco radio line. 
|pson 
»-day 


pro- 
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Home-frozen foods are fast becoming an integral 
part of American life and home planning . . . the“ 
trend toward home freezers becomes more profitable 
every day. The Gibson Home Freezer is the unit 
you'll want displayed on your floor. Its upright con- 
struction means downright sales action . . . eliminates 
diving for food and provides more storage space. 
Five generous, unobstructed shelves for easy, accu- 
rate selection and ample room for every kind of 
frozen food. Join the profit parade early while the 
market possibilities are still almost unlimited. 


(GS50N 


GIBSON REFRIGERATOR CO. 
GREENVILLE, MICHIGAN 













SHEAR CHAMP! This lad, J. Kenneth 
McDonald of Martinsburg, W. Va., makes 
news in Electrical Merchandising because 
he won top honors in the first national 
4-H shearing contest in the International 
Livestock Exposition at Chicago Decem. 
ber 6. The Sunbeam shears he is holding 
are an electrical appliance that is ex. 
tensively used by farmers who grow sheep 
and will be one of the items the dealers 


who open farm stores will likely carry, 





GIBSON REFRIGERATOR 


Here's the refrigerator with two 
“easy-sale” features everyone wants. 
Freez’r Locker, a Gibson original, 
provides separate storage space for 
frozen foods. The Fresh’ner Locker 
has just the right temperature and 
humidity for salads, fruits, and vege- 
tables. 














KOOKALL AUTOMATIC ELECTRIC RANGE 


Dealers and consumers alike are talk- 
ing about UPS-A-DAISY, the Gib- 
son feature that gives 4 surface cook- 
ing units or three surface units and a 
Deepwell Kookall. Other features in- 
clude waisthigh broiler, banquet-size 
oven, simple and convenient auto- 
matic operation. 


GOOGDOBOOBLODGODG OOGDGOCGOOCSOGGG GGG OOOOODGOGS 





eiBson MEANS SALES-MINDED eneineerine: 
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Universal Announces 
New Products for '47 


Big production, big advertising, and 
new products form the basis for the 
1947 business of Landers, Frary and 
Clark, New Britain, Conn. as de- 
scribed last month by company spokes- 
men. 

“Universal’s production program for 
1947,” said Bret C. Neece, vice-presi- 
dent and general sales manager, “rep- 
resents a complete change-over from 
pre-war models, instead of merely 
refurbishing 1946 patterns, and gives 
consumers a completely new line of 
ranges, laundry equipment, vacuum 
cleaners, smaM appliances and house- 
wares.” 


Extensive Advertising 


W. J. Cashman, director of pro- 
motion and publicity, said that exten- 
sive advertising in Life, Good House- 
keeping and Farm Journal, and other 
consumer publications, would provide 
dealers with one of the company’s 
biggest campaigns in history. Full- 
color full-page advertisements will 
appear regularly in 19 national maga- 
zines, he said. ; 

He also declared that the company 1s 
stepping-up its trade-paper advertis- 
ing. 

H. M. Parsons, vice-president in 
charge of major appliance sales de- 
clared, “Universal electrical appliances 
for 47 are... most modern in design 
and outstanding in features ... A 
completely new line of electric ranges 
will feature eight new models.” * 

Increases in water heater sales were 
prophesied by Hardy Payor, assistant 
sales manager, who said that the major 
portion of the company’s production 
would be in a square heater design. 

In the home laundry field, a new 
Universal wringer type washer will 
be the main stay of production, accord- 
ing to E. L. Farquharson, sales man- 
ager for the home laundry division. 

Leading the company’s cleaners, ac- 
cording to Lee Moss, sales manager, 
will be a new upright floor cleaner 
with exclusive features. In the small 
appliance and housewares lines the 
company will bring out an entirely 
new line of products, said E. J. Van 
Buskirk. 
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Phil. 
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PHIL: MAR 


HERE’S THE 


=| (NEW LEADER — 


: IN WALL LAMPS 





























g, and 
or the 
y and : ; 
pokes- ge? 
im for . ° . 
presi- The Most Profitable Line of Wall Lamps in America 
¥. ... Backed up by the most complete Lamp Mer- 
merely chandising Program ever offered to dealers. 
gives 
ine of They're the kind of wall lamps you'll want to sell— 
acuum ° : 
house> Because they are the kind of wall lamps America wants 
to buy—Here’s Why: 
No. 104R 
, ORIGINAL! Rust and White 
T0- 
<“ They set a new high standard in Originality—Styling—Qual- 
eet ity. This story told in attractive booklet tagged to each lamp. 
other 
— 3 COLORS THAT PLEASE AND SELL! 
° 
Full Each original is a symphony of color created by Phil-Mar 
$ will . : ; No. 109RG 
—_ stylist for color conscious America—Each lamp has a taste- Polished Aluminum 
fully matching shade of Parchment, Nylon or Phil-Mar’s one Seaaes 
any is amazing new Glastton*—a Fiberglas** fabric processed 
nned by an exclusive Phil-Mar method. 
t in 
es de EXCLUSIVE CONSTRUCTION! 
pees No other line offers Phil-Mar’s exclusive customer pleas- Phil P. hree of 7 
‘A ing, cast aluminum construction. Plaque and arm have no teres Sy ca net aban 
or . . : line of Original and Green 
ranges bolts or fittings to loosen or weaken. Equipped with Indirect Styles 
: reflector bowl. 
s were ° 
ya INDIVIDUALLY PACKAGED! 
tuction Each lamp has its own unique double-purpose carton which 
— becomes an attractive eye catching display—or convenient, . 
r will easy-to-handle carry home package. 
ccord- ; 
$ maf- a 
ivision. POPULAR PRICES: ORIGINALS 
rs, ac They retail from $3.50 to $9.00 and there’s a distinctive new 
— style for every room in the house. ~ a 0 rane 
eane **T. M. Reg. U. S. Pat. Off. a a 
> small *Trademark by Owens-Corning Fibergias Corp. he t lod in 
ies the me oe ry Pa. 
tirely —s . ‘ ° 
1. Van he your local Distributor for Details—If he is not already carrying PHIL-MAR ELECTRIC, INC. 
Phil-Mar Originals, write factory direct for name of nearest distributor. Chester Ave. at East 22nd St. * Cleveland 14, Ohio 
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Without exception, the leading lines in the 


electric appliance field are those that are 


plugged in The Saturday Evening Post. 
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Pp THE SATURDAY EVENING 
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NEW JET PUMP 


makes possible MORE WATER 
SYSTEM SALES! 















No belts, no cou- 
plings, no springs. 


5 Less maintenance. 


] Delivers more 
water per 
horsepower. 


Adaptable to deep 
or shallow wells. 


3 Only one moving 
part. 


6 Unusually quiet, 
practically noiseless. 


Capacitator type 
| motor, with overload 
protection. Motor and 
impeller mounted on 
one shaft. Easily in- 
stallable over or 
away from wells with 





CLIMAX ELECTRIC JET PUMP 


» 2” to 5" casings. (190 to 1650 Gallons Per Hour) 


Beg RC 





hie (oa 







250 Gallons Per Hour Shallow 
Well Pump. 360 Gallons Per 
Hour size also available. 


No-tank Model. Pumps up to 250 Gallons 
Per Hour. Delivers water direct from well 
to house. Completely automatic. 


ode EFFICIENT— 
Climax Electric Water Sys- 
tems are winning favor 
everywhere. With their im- 
proved pumps and ejectors 
they lift more water from 
same size motors—abun- 
dantly supply water for 
stock, poultry, bathroom 
and barnyard—at low cost! 
There’s a Climax System mags 


for every water level... ‘Ss, 
for every farm need. /[& 


CLIMAX INDUSTRIES, INC. 


CLIMAX ENGINEERING DIVISION 
Clinton, lowa 








Snob 


A few important 
dealerships are still 
open. For complete 
information and lit- 
erature, write 


today. 
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RMA Assails Foreign and Domestic 
Trade Impediments in Two Actions 


Assn. Asks Congress to 
Remove 10°, Excise Tax 


The radio industry’s campaign to re- 
move governmental excise taxes on 
radios and phonographs was re-born 
last month when the Radio Manufac- 
turers Association excise tax com- 
mittee submitted a plea to Representa- 
tive Harold Knutson, Chairman of 
the House Ways and Means Commit- 
tee, and Senator Eugene D. Millikin, 
Chairman of the Senate Finance Com- 
mittee. The RMA’S previous effort in 
1940, when the tax was only five per- 
cent, died in the splurge of pre-war 
government defense spending and the 
tax, under wartime pressures, was later 
raised to 10 percent. 

Joseph Gerl, chairman of the as- 
sociation’s committee and president of 
Sonora Radio & Television Corp., 
cited the fact that the tax had the 
practical effect of increasing prices on 
radios, FM and television sets, thereby 
directly decreasing sales, production 
and employment in radio factories and 
holding back the growth of FM and 
television broadcasting. According to 
the RMA, the tax not only holds back 
production by cutting sales, but, in the 
case of FM, actually cripples an in- 
fant industry by deterring the public 
from buying FM sets. Also cited are 
the reductions in a wide variety of 
taxes which came about as a result 
of President Truman’s proclamation 
ending hostilities. 

The RMA report further stated that 
the tax on radios is a grave handicap to 
educational and cultural activities, that 
it results in serious competitive in- 
equities within the industry itself, that 
the tax burden is excessive in an in- 
dustry where the net return is 2.7 
percent, that the tax is administra- 
tively difficult to collect, and, finally, 
that the yield to the government is only 
about 1.2 percent of the excise tax 
income from the bulk of the manufac- 
turing industries paying excises. 


Requests Reduction of 
Foreign Trade Barriers 


The Radio Manufacturers Associ. 
tion Export Committee has asked the 
United States to seek lower duties on 
the importing of American radio prod. 
ucts into 18 foreign countries in Nego- 
tiations which will be undertaken by 
the State Department this spring. 

Chairman A. D. Keller of the Rx. 
port Committee asked that trade bar. 
riers in these countries be withdrawn 
or reduced “to the point where oy 
manufacturers will have a fair oppor. 
tunity to compete.” The committee 
further requested that a “most favored 
nation” clause be included in all agree. 
ments. 

RMA stated that the total value of 
exports in radio equipment and com- 
ponents by all U. S. radio manufac. 
turers for the first nine months of 
1946 was $32,901,471. 

Said the committee, “Exports haye 
become an important part of the radio 
industry and large numbers of work. 
ers in the U. S. are dependent for 
their livelihood upon the continuation 
of this export business, Because of 
our large industry and mass produc- 
tion we are in a position to appro- 
priate large sums of money for engi- 
neering and research and thus have 
for many years been world leaders in 
radio engineering. . . . Because of the 
superiority of the American product, 
many people in foreign countries prefer 
American made radio equipment. We 
enjoy a unique position and are desir- 
ous of retaining this leadership.” 

The State Department will nego- 
tiate reciprocal trade agreements with 
Australia, Belgium, Brazil, Canada, 
Chile, China, Cuba, Czechoslovakia, 
France, India, Lebanon (Syro-Leba- 
nese Customs Union), Luxembourg, 
Netherlands, New Zealand, Norway, 
Union of South Africa, Union of So- 
viet Socialist Republics, United King- 
dom, and the colonies of these nations. 











NEW SCHOOL for new salesmen: Deep in the studies of a six-week sales training 
school for newly-appointed district sales representatives are these men of the Norge 
division of Borg-Warner Corp. The course, started near the end of 1946, i 
product, sales promotion, advertising, and service instruction. Some of the new 
representatives are Robert M. Reed, Edward L. Murtagh, J. W. Webster, C- A 
Marvin, J. H. Baine, Jr., Frank H. Toler, and Charles H. Alden. The lecturer is R. H. 
Pizor, manager of laundry equipment sales. 
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Cold facts about the great new 


Aluminum and refrigeration just 
naturally belong together. 


That’s why Reynolds Eskimo 
Freeze, designed by Reynolds and 
built throughout of finest Rey- 
nolds Lifetime Aluminum, meets 
today’s demand for better, more 
efficient home freezing units. 


With Reynolds Eskimo Freeze 
the inner and outer walls and lid 
are of Reynolds Lifetime Alu- 
minum separated by a four-inch 
blanket of approved insulating 
material. Aluminum won't absorb 
odors...is non-staining...non-rust- 
ing ...easy to clean. Its high heat 
conductivity permits rapid and 
efficient flow of temperature be- 










ALL-ALUMINUM home freezer 





tween refrigerant and freezer com- 
partment...gives more even freez- 
ing and more efficient operation. 


Check the outstanding features 
of Reynolds Eskimo Freeze in the 
panel on this page. They add up 
to better home freezing, satisfied 
customers . . . greater profits. 


Reynolds has embarked on a 
long-range program in the refrig- 
eration field. Many of the best 
organizations in the country are 
already distributing Reynolds 
Eskimo Freeze. A few territories 
are still open. Dealer inquiries are 
welcomed. Write Reynolds Metals 
Co., Refrigeration Division, 2557 
South 9th St., Louisville 1, Ky. 
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REYNOLDS" 


ESKIMO 
FREEZE 
















THESE FEATURES MEAN FAST SALES: 


6 cu. feet capacity all-aluminum cabinet 
Holds approximately 210 pounds of food 


Corrosion-resistant . . . cannot contaminate foods 
Compact, portable ... weighs only 185 pounds 
Four-inch blanket of approved insulating material 

1/5 h.p. hermetically sealed compressor for fast freezing 
Trim design ... gleaming white baked-enamel finish 


Warning light on front center 


Outside dimensions: Length 40”; height 37”; width 28” 
Inside dimensions: Length 32”; width 20”; depth 16-9/10” 



















































The beautiful, sturdy “air-flow” design shade and attractive, 
electroplated finish give the “Glider” an excellence that blends 
well with the most lavish office furnishings. Easily adjustable 
to any desired position by the mere touch of the hand. And... 
it stays in position until moved. Complete 
range of positions assures concentrated light 


without glare. Priced to please ... sells on 





SPECIFICATIONS 


19” x 3%" x 1%”. 

Length from center of clamp to center of shade 18”. 

Clamp adjustable to 3%”. 

Completely adjustable—horizontally and vertically. 

Finish: Shade electroplated statuary bronze. 

Shade fitting, arm and top fitting of clamp, satin chrome. 
Clamp—rippled bronze. 

Wired with turn button switch in base of clamp, 10 feet of rubber 
covered cord, and unbreakable plug. 

List Price $13.50. Equipped 1 T8, 15 watt 18” fluorescent bulb. 
(AC and DC) 





OQ ANNCS Manufacturing Company. Deeatur. III. 


Pioneers in Lighting Equipment Since 1880 













PLYMOUTH TO PLYMOUTH: This, the 
400,000th radio-phonograph to be pro. 
duced by the John Meck Industries of 
Plymouth, Ind., has been sent to the 
Lord Mayor of Plymouth, England, with a 
neighborly message on the record being 
played by Dell Brunner. Miss Brunner 
wasn't included in the package. 





Department Store 
Seeks New Products 


Market-hungry manufacturers, often 
forced to weeks of door-knocking and 
office-sitting to find outlets for new 
products, got fresh encouragement re- 
cently from one of the nation’s 12 
largest department stores. Abraham 
& Straus, Inc., Brooklyn, completing 
a $5 million expansion project, found 
space for the establishment of a new 
department, New Merchandise Proj- 
ects, which it placed under the direc- 
tion of Peter Cogan, former buyer 
and ex-G.I. 

To new products A & S extends a 
glad hand. Mr. Cogan wrote a letter 
to manufacturers asking them to show 
their wares. Once offered, their 
presentation is planned, a special dis- 
play set up, ads run, and the product 
sold; then A & S tells the manufac- 
turer if it is salable. If it is a hit, 
the store gets the break of a period 
varying upwards from one week dur- 
ing which time it is the exclusive 
merchandiser. Among items which 
were “First at A & S” were, according 
to the store, the Brush Development 
Co’s. Mail-A-Voice, an electric lawn 
mower, a magnesium wheel barrow, 
and U.S. Rubber Koylon Foam 
Cushioning. New housewares and ap- 
pliances are especially desirable prod- 
ucts. 


The Way it Works 


To manufacturers, the store offers 
point-of-sale display in good locations, 
special personnel training to boost 
the item, newspaper advertising, direct 
mail advertising, and demonstrators. 
Chief among the magnets, says the 
store, is its connection as a member 
of the Associated Merchandising 
Corp., a 25-store buying combine, and 
the fact that other stores watch for 
the results of A & S experiments. 

So far, Abraham & Straus is happy 
with the plan; an average of a dozen 
new products a day are examined at 
the store. Happy, too, are the pro- 
ducers, both large and small, who have, 
through use of the plan, been able to 
present their products to the public 
with a minimum of strain and a maxi 
mum of promotion and market. 
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Major farm implement. . . 


is the electric iron . . . for easing one of the major farm 
chores . . . presses pleats or pants . . . keeps children’s 
weekday dresses with a Sunday look . . . is even a vital 
accessory in packaging cellophane-closed fruits or 
vegetables for the home freezer. 

Ironing is big news on the farm, as these pictures 
from 1946 issues of SuccessFuL FARMING show ... 
Sharing the spotlight with the electric iron are electric 
washers, toasters, curlers, juice extractors, egg boilers, 
chafing dishes, waffle irons, coffee perkers, corn 
poppers, heating pads, infra red and ultra violet lamps, 
quick freezers . . . dozens of electric appliances to save 


time, energy, effort, make the rich farm life richer. 


Topay’s best electric appliance market is the farm 
market . . . best covered by SuccessFUL FARMING .. . 
with more than a million plus of the nation’s top farm 
families, concentrated in the agricultural Heart States, 
New York and Pennsylvania, with the highest cash 
incomes, greatest yields, largest property investments. 
For top sales, top national schedules with SF! 
SuccessFuL FARMING, Des Moines, New York, Chicago, 


Detroit, Cleveland, Atlanta, San Francisco, Los Angeles. 


SUCCESSFUL @jp FARMING 
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posture tenses Good posture, with 
board at body height, 
eases, speeds job! 

































Rei os 


Nien:tale Jovganenk aida ’ look in packaging fruits or vegetables for home 
like new ... by pressing on wrong side. Ironis. freezing, use cellophane bag inside carton, 
set down squarely to give wool a new look, — forcing air from bag. Seal with medium heat. 


hee 
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Customers say... 








PAGE 


Exhibitor 


Space 79 


Midwestern Representative: 
EARL GOETZE CO 
Mdse. Mart, Kansas City, Mo. 


\WIND O-WIND } 
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All over the country, home-owners say “OK” 
when they refer to the BAR-BROOK BREEZE- 
BUILDER Attic Fan. They like the cooling 
breezes created by this silent, economical, de- 
pendable appliance during the hot summer 
season. Dealers say “OK”, too — they appre- 
ciate this established customer acceptance 
which makes BAR-BROOK Fans easy to sell, 
and they like the simple, easy-to-handle pack- 


age sale and the neat profit they bring. Write 
our nearest representative to learn how you 


can profit by selling .. . 


BAR-BROOK FANS 


Southeastern Representative: 
FULWILER & CHAPMAN CO. 
702 Whitehall St., Atianta, Ga. 








Another BAR - BROOK 
profit-maker—the WINDO- 
WIND Window Fan. Com- 
pletely functional, attrac- 


tive, modern. Neatly 
packaged, complete with 12’ 
cord and plug. 


Southwestern Representative: 
GEO. E. ANDERSON CO. 
1901 Griffin St., Dallas, Tex. 


. various members. 
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Edison Centennial Fete 


Planned for February 


To most school children there are 
two important and well-rem 
birthday dates in February, those of 
Lincoln and Washington, to which one 
more, that of Thomas A. Edison, may 
be permanently added as the result of 
the 100th anniversary of the inventor’; 
birth to be celebrated this year on 
February 11. 

The Edison Centennial Committee, 
with no apparent axe to grind other 
than to perpetuate his name, was 
organized in 1944 by the executive 
committee of Edison Pioneers, an or. 
ganized group of his associates and 
friends headed by Dr. C. F. Kettering, 

Plans for the celebration drawn up 
by the committee include an educa- 
tional program which will distribute 
picture posters telling his life story 
to some 30,000 schools. Letters to 
10,000 Junior Science Clubs are going 
out and will be followed up with in- 
struction material enabling them to 
duplicate some of Mr. Edison's simpler 
inventions. The American Institute 
of Electrical Engineers plans meetings 
on February 11 and the Society’s New 
York section will do him honor with 
a gigantic Edison. Centennial Dinner 
in the Grand Ballroom of the Waldorf 
Astoria on that date. Radio programs 
will devote time to the centennial and 
“American Music Week in honor of 
Thomas Alva Edison” will be observed 
from February 9 to 16th. 

Local programs have been arranged 
in many cities. In Fort Myers, Fla, 
for example, the celebrations will in- 
clude “The Edison Pageant of Light”, 
a formal ball, boat races, tournaments, 
sports events, parades, and concerts, 
Affiliates of the International Associa- 
tion of Electrical Leagues are assisting 
in sponsoring local committees, 























Super Washer Sets 
Industry Standards 


Yardstick for a whole industry, a 
“comparator” washing machine and an 
exacting test procedure perfected by 
the engineering standards committee of 
the American Washer and Ironer 
Manufacturers’ Association have been 
placed in use by the organization's 









Any household washer manufacturer 
now can determine the relative effici- 
ency not only of his own p 
but also of the appliances he produces, 
as compared to competitive lines. 

The committee, headed by P. Edu- 
ard Geldhof, vice-president and chief 
engineer of the Nineteen Hi 
Corp., St. Joseph, Mich., worked two 
years codifying the standard tests. 

For the first time every member 
the industry now possesses authorita- 
tive means for gauging the service 
his washers perform for the consumer. 

The “comparator” washer 1s @ 
special model not available to the pub- 
lic. The Association has made them 
available to all manufacturers, how 
ever. Standard cloth, soiled by @ 
standard method, is given a $ 
washing. Every detail of the s 
and the cleansing is specified in the 
test procedure prepared in many Se 
sions of the Geldhof committee. After 
the washing, the light-reflecting prom 
erties of the cloth are com 
scientific test, to the same D 
of un-soiled “control” cloth. The more. 
closely the washed cloth comes to the 
light-reflecting ability of the clean 
cloth, the better the washing has beet 
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Chas is an invitation to a limited 

number of the leading retailers in 

their communities . . . to join in the 

roduces, : A success of America’s finest home 
» 2 freezer. 


facturer 
re effici- 


Every retail firm cannot be included in this invi- 
tation. We realize that every dealer is not able to 
merchandise such a luxury product as the custom- 
like Orley Home Freezer. Nor does every dealer’s 
interest lie in that group of families who demand 
“the finest money can buy.” : 


DIREC T. INQUIRIES TO 
Department E M 
Orley Freezers, Inc 

680 E. Fort Street However, we will heartily welcome inquiries 

Detroit 26, U.S.A from organizations who know they are leaders in 

or their communities, and who possess the vision to 
Orley (Califor) Co recognize the tremendous potential of the frozen 


182 S. Western Ave food industry. 
Los Angeles, California 


ORLEY FREEZERS INC. 


DETROIT, MICHIGAN 


has beet. 
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Tue new year sees the appliance stores in your 
trading area displaying a wider variety of 
makes and models in ranges, refrigerators, 
washing machines and home freezers. Poten- 
tial customers can shop around and be a good 
deal more “choosey” than last year. They will 
look for the names that have won a reputation 
for long, satisfactory service. 

One of these important sales-clinchers is the 
familiar Armco triangle—the longest adver- 
tised trademark in iron or steel. For 33 years 
Armco advertising in popular national maga- 
zines has pointed out the importance of special- 
purpose steels. 


THE AMERICAN ROLLING MILL COMPANY 
Special-Purpose Sheet Steels 


ES esp 






oe a 














As a result, people have learned that the use 
of Armco Enameling Iron is assurance of basic 
metal quality in porcelain enameled appliances. 
They know also that leading manufacturers are 
now using Armco Galvanized Patintcrip—the 
special-paint-holding sheet steel—for paint- 
enamel parts of washing machines, laundry 
dryers, ironers and home freezers. 

Put the Armco label to work in your selling 
and you'll find it helps make sales. It’s known 
to millions as a trusted name in steel. The 
American Rolling Mill Company, 41 Curtis 
Street, Middletown, Ohio. Export: The Armco 
International Corporation. 














Eureka Sees 2.5 Million 
Cleaner Sales This Yea, 


A 1947 market for 2,500,000 vacuum 
cleaners was estimated by Eureka Wil. 
liams Corp. officials who met recent} 
in the Hotel Stevens, Chicago, ire 
two-day conference’ with over 209 dis- 
tributors and foreign representatives 

Forecasting the industry output ang 


| sales of the 2,500,000 cleaners this year 


Thomas H. Wagner, company tregs. 
urer, estimated that this will represent 
$187,500,000 in retail value. 

H. W. Burritt, president of the 
company, announced the near-com. 
pletion of its $1,000,000 expansion plan 
at the main plant in Bloomington, [jj 

George T. Stevens, executive vice. 
president, presented the company’s new 
home cleaning system and said that it 
is being backed with a $100,000 adver. 
tising campaign. “Our dealers spent 
twice as much in advertising the Ey. 
reka system as all other dealers for 
competing cleaners spent altogether 
in ten key cities, according to our 
record, from last May through Decem- 
ber,” Mr. Stevens declared. 

Other speakers at the first day of 


| the meeting included Mabel Buxton, 


recently appointed director of the 
Eureka home research bureau; Frank 
Noble, advertising manager; K. Wat- 
tam, service manager; O. H. Goldberg, 


| western sales manager, who reported 
| that the cordless electric iron has been 


winning instant acceptance; H. M. 
Switzer, vice-president and general 
manager of National Stamping and 
Electric Works; Henry Hempstead, 
vice-president of Geyer, Newell & 
Ganger, the company’s advertising 
agency. 


Capitol Appoints Oliver, 
Plans Enlarged Promotions 


An increased advertising budget and 
extensive plans for enlarging the scope 
and activities of the advertising and 
promotion department of Capitol Ree- 
ords, Inc., were announced last month 
by Floyd A. Bittaker, national sales 
manager. He revealed that George W. 
Oliver has been appointed head of 





6. W. OLIVER 


Capitol’s revised and enlarged adver 
tising and promotion division. “Dea 
ers,” said Mr. Oliver, “will be supplied 
with a complete set of merchandising 
tools so that they can effectively pat- 
ticipate in each program.” He 
that the first major promotion und 
the new plan will be in connectio 
with the forthcoming “Song of the 
South” album. Mr. Oliver succeed 
H. W. Woodmansee’ as Capitol’s af 
and promotion chief and formerly 
an executive with the music divisi 
of Montgomery, Ward & Co. 
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——e 5 Mudies 


THE BEST SELLER IN 1941... | 


THE GREATEST 


SELLER in 194/ 





... that’s Your “Eveready” Battery Story for This Year! 


N 1941, “Eveready” flashlight batteries were 
the fastest-selling, most popular batteries in 
the world. | 
Today, in 1947, their energy has been marvel- 
ously increased, due to new technical developments 
.--93% more life and light than in the last pre- 
war year! 
Millions upon millions of eager readers are 


HIGHER ENERGY MEANS BRIGHTER LIGHT, LONGER LIFE 


seeing this great story im color every month... 
in COLLIER’S, SATURDAY EVENING POST, 
AMERICAN ...and many other best-read mag- 
azines! They’re your customers ...eager to buy! 

Get your stock order in... get your displays up 
... get set for the profitable business you can get 
every day with “Eveready” brand flashlight bat- 
teries... nearly doubled in value for 1947! 








oO ——— 








93% MORE ENERGY 


Nearly twice the electric energy .. . al- 
most two times longer life of bright, 
white light than even famous pre-war 
“Eveready” batteries. That’s today’s 
high-energy “Eveready” battery, as 
proved by the “Light Industrial Flash- 
light” test devised by the American 
Standards Association. 











The registered trade-mark “Eveready” distinguishes products of 


NATIONAL CARBON COMPANY, INC. 


30 EAST 42nd STREET, NEW YORK 17, N. Y. 
Unit of Union Carbide and Carbon Corporation 


UEC 





ANDISING 
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Now the accent is on comfort... 
better liveability in homes, shops, of- 
fices—wherever people work or play 
Chelsea meets the demand with its 
full range of packaged attic fans, 
kitchen fan units, ventilating pent- 


Youses—fans for every requirement. 


A ,-you can depend on 
CHELSEA! | «won Qe 
















“FRESH AIR 
IN AN OFFICE 





A» 
















Dependable? Ask the contractors 
who install them. Chelsea has made 
ventilating equipment for over 30 
years—for home and industry. Chel- 
sea experience plus Chelsea resources 
keep Chelsea “out in front”. That’s 
why Chelsea Products sell! 


(_) CHELSEA PRODUCTS. INC. 


LLB FACTORIES: COIT, GROVE & OLSEN STREETS, IRVINGTON, NEW JERSEY 
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BETTER METHODS bring their rewards. These six 4-H youths won national honors 
in Westinghouse Better Methods Electric Contest and each was awarded a $200 
scholarship at Chicago 4-H Club Congress. Shown studying a drawing of how to 
splice a wire (left to right), Betty Lou Haymaker, Indianapolis, Ind., Shirley Peterman, 
Miami, Mo., Raymond Reed, Taylors Falls, Minn., Roger Gleason, Groton, N. Y., David 
E. McClun, Preston, Idaho, and Harold Rampy, Lakeview, Texas. 


Westinghouse Rewards 
4-H Club Winners 


A better-than-average application 
of electricity to farm chores recently 
brought $200 scholarships to six farm 
youth champions in the 4-H Club 
Better Methods Contest. The awards 
were presented by the Westinghouse 
Educational Foundation to six boys 
and two girls who were judged as the 
best among the state winners in the 
nation-wide contest. F. T. Whiting, 
Chicago, vice-president of the West- 
inghouse Electric Corp., presided at 
the dinner which was part of the 
program of the 4-H Club Congress in 
session in Chicago early in Decem- 
ber. The congress marked the 11th 
year that Westinghouse has par- 
ticipated in providing county awards, 
trips and scholarships. 


What They Did 


W. G. Marshall, Westinghouse vice- 
president, announced the winners and 
sketched some of their achievements. 
One boy from Idaho, for example, 
saved 85 hours of work in two winter 
months by installing an electrical 
water warming system. An Indiana 
girl made a time and motion study 
of the laundry work at her home and 
drew up plans for a streamlined kit- 
chen-laundry. A Missouri winner in- 
stalled electrical milkers and other 
equipment increasing the efficiency of 
her father’s farm. Other awards went 
for increased efficiency in grinding 
feed, heating brooder houses, pump- 
ing water, cleaning eggs, doing ma- 
chine shop jobs and freezing meat. 

The winners, who were presented 
with their awards at the Drake Hotel, 
were: David E. McClun, 16, Preston, 
Ida; Betty Lou Haynaker, 17, Indian- 
apolis, Ind.; Raymond Read, 20, Tay- 
lors Falls, Minn.; Shirley Peterman, 
16, Miami, Mo.; Roger Gleason, 19, 
Groton, N. Y.; Harold Rampy, 17, 
Lakeview, Texas. 


Donovan & Thomas 
President Dies 


John F. Donovan, president of Dono- 
van & Thomas, Inc., New York ad- 
vertising agency, and former vice- 
president of Tracy, Kent & Co., Inc., 
died recently at White Plains, N. Y. 


Duro Test Gets Control 
of Duralite, London Firm 


After long negotiations, the Duro 
Test Corp., North Bergen, N. J, 
manufacturer of fluorescent and in- 
candescent lamps, has become the 
largest shareholder of Duralite, Ltd, 
London, England. In exchange for the 
stock, Duralite obtained rights to Duro 
Test manufacturing processes in Great 
Britain, Ireland, Australia, and India, 

Walter H.. Simpson, Duro Test 
president, said that his company had 
received 33,000 ordinary shares of one 
pound par value of Duralite. He has 
been named a director of the British 
company, currently headed by D. 
Warnford Davis as board chairman 
and John Wyborn as managing direc- 
tor. 

As a result of the agreement, a plant 
has been leased in Spennymore, 250 
miles from London, and is being con- 
verted to the production of fluorescent 
lamps, starters and ballasts. It is ex- 
pected to be in production by early 
spring and will be directed by British 
engineers trained in New Jersey. 


Hotpoint, Inc., Replaces 
Edison General Electric 


Early in January the Edison Gen- 
eral Electric Appliance Co. officially 
abbreviated its name to Hotpoint, 
Inc., it has been announced by R. W. 
Turnbull, president. The new name 
carries as a sub-title, “a General 
Electric affiliate.” 

Mr. Turnbull explained that the 
long-awaited change was the result 
of public acceptance of Hotpoint ob- 
scuring the former corporate name. 
Mr. Turnbull added that 40 years ago 
Hotpoint was the first appliance manu- 
facturer to advertise nationally ; 
that millions of dollars had been m™ 
vested in the establishment of the 
trade name. 


William F. Arndt 
of Coolerator Dies 


William F. Arndt, who had headed 
the Coolerator Co., Dultth, Minn, 
since 1930, died suddenly in Chicago 
on November 17. He was 65 years 
of age. 





FEBRUARY 1, 1947—ELECTRICAL MERCHANDISING 





























Duro 
N. Ji 
nd in- 
e the 
, Ltd, 
‘or the 
» Duro 
Great 
India. 

Test 
iy had 
of one 
Te has 
British 
y D. 
airman 
direc- 


a plant 
‘e, 250 
g con- 
rescent 
is ex- 
r early 
British 
ey. 


n Gen- 
fficially 
otpoint, 
R. W. 
y name 
General 


vat the 
» result 
int ob- 
. name. 
ars ago 
e mafit- 
lly and 
yeen in- 
of the 



















Two-headed Janus, nonchalant god of the Romans for whom 














January is named, can see only the past and future; he cannot see the present... 


he is blissfully unaware that this is the Times-Star’s 39th consecutive 


year of leadership in Total, Retail, Department Store and General advertising. 


We'll erect no commemorative billboards. We'll light no marquees. We'll employ 


no sandwich-sign space. Instead—we'll take the opportunity to express 


our appreciation to the many advertisers who made this continuous leadership record 


possible, and to pledge again our best efforts to make your advertising in this 


great $500,000,000 market even more productive in 1947. 





MEMBER OF THE AMERICAN NEWSPAPER ADVERTISING NETWORK 


ELECTRICAL MERCHANDISING—FEBRUARY 1, 1947 


IN CINCINNATI 


HULBERT TAFT, President 
and Editor-in-Chiet 





( t1mes-star ADVERTISING OFFICES: 
NEW YORK 17, N.Y. 
60 East 42nd Street 

Albert H. Parker, Mgr. 
CHICAGO 1, ILLINOIS 

333 North Michigan Ave. 
Fred D. Burns, Mgr. 

WEST COAST REPRESENTATIVE: 

John E. Lutz, Chicago 11 

435 North Michigan Ave. 
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Five Markets Aim of 
EEI Lighting Program 


An increase in the use of better 
lighting in five major markets—regj. 
dential, store, school, office and jg. 
dustrial—is the aim of a recently an. 
nounced Planned Lighting Program 
* : : ; ; of the Edison Electric Institute, 

a - ‘ ee The need for an intensive industry. 
wae a . ‘ tah Ss —-— wide effort to sell lighting in 

This "Post-War Wonder” [icv sivwssin npn soned in 0] | fre markets was indeed by may 


Evening Post, Time, New Yorker, | individual utilities, Grover C. Nef 


F é , a ae ete. The Mail-A-Voice will stay “News” | president of the Institute, said, ang 





to their requests. 
——o Resa No Wasted Effort 
He declared that one complete pro- 
The Saturday Evening F gram for the whole industry wij] 
: eliminate much duplication and wasted 
effort. The Institute will prepare a 
sales plan book for each of the five 
lighting markets and these will be 
supported by a line of promotional 
aids. The promotional aids include 
direct mail pieces, booklets, posters, 
visualizers, films, newspaper adver- 
tising suggestions, and other helps. 
Said Mr. Neff, commenting on the 
plan, “The use of this Planned Light- 
ing Program by any electric company 
will assure it of a well-rounded pro- 
motional and educational program, 
prepared by outstanding lighting men 
and custom-tailored to the needs of 
the electric utility industry.” 
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146 E. WASHINGTON ST. (‘Suvwser'tners ) 


SPEEDWAY BRANCH, 1502 MAIN ST. * 








ee a 


— , , FIVE OUT OF SIX purchased the com 

rear ae \ plete combination of Thor Automatic 
Brush Mail-A-Voice” magnetic recorder — reproducers represent the skill and research of : dish and clothes washer, reported George 
America’s pre-war and post-war leader in electronic recording. You will want to be 3 e Frank, president of Frank's Furniture 
among the first with this revolutionary cofrespondence instrument. Inquiries are pour- a Co., Indianapolis, alter running this ad. 
ing in this is an electronic wander people can actually see, hear, and buy! Write Mr. Frank told E. N. Hurley, chairman of 


a or the board of the Electric Household Ufik 

a - ities Corp., that the ad only ran once 
and drew so many responses that the 
store was forced to stay open until 8:30 
P.M. writing orders and that on the fob 
lowing day was forced to discontinue 
orders because it could not hope 1 
pa supply all the buyers. 
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WHAT WOMAN PROSPECT WOULDN'T WANT TO KNOW THAT EVERYTHING YOU TELL HER ABOUT DEEPFREEZE HOME FREEZERS HAS BEEN TESTED IN THIS HANDSOME KITCHEN? 


EXPERIMENTAL KITCHEN 


HOME ECONOMICS DIRECTOR PACKAGES LIMA 
BEANS FOR FREEZING AND STORAGE TEST 


— 





Home Economics Department Gives Real Sales Support to Deepfreeze Dealers 


Just a step from the rolling production lines in the 
multi-million-dollar Deepfreeze home freezer plant 
is this handsome, shiny, new experimental kitchen. 

Gleaming in chromium and glass, this test kitchen 
includes not only home freezers but appliances from 
gas and electric ranges to dishwashers and mixers. 

Here recipes are tested, frozen food freezing and 
cooking timetables prepared, instructions written, 
packaging procedures analyzed—in the first home 
economics laboratory devoted exclusively to freez- 
ing and storing of food. 

Why is there so much emphasis on a kitchen in 
a plant designed for volume production of home 
freezers? 

Because your prospects need and want reliable, 
tested frozen food information. to turn them into 
live, enthusiastic home freezer customers. 

Because dealers and distributors need the selling 
features that come out of intensive research and 
knowledge of the better way of life through freez- 
ing and storing food at home. 

Because the Deepfreeze home freezer is the leader 
—in everything that makes leadership reputation. 

Dealers who have the Deepfreeze franchise really 
have something worth while. How about you? 

Write at once for complete details. 


“NOTES FROM THE 
DEEPFREEZE PANTRY” 


The latest news in the 
freezing and storing of 
foods and the results of 
tests made in this experi- 
mental kitchen are regu- 
larly published in ‘‘Notes 
from the Deepfreeze Pan- 
try.” This monthly bulle- 
tin is available, without charge, to department 
stotes, appliance dealers, public utilities, schools, 
and all home economists interested in appliances. 
We will gladly add your name to the mailing list. 
Just write Dept. EM-27 on your business letterhead. 


Deepireeze 


DEEPFREEZE DIVISION, MOTOR PRODUCTS CORPORATION 
NORTH CHICAGO, ILLINOIS 


























“BEAU ALARM 


“BEAU ALARM” 
$3.95 
(plus tax) 





an Electric Alarm Clock priced to 





sell fast in the mass market! 





Never before has General Electric offered such a 
“quality” electric alarm clock for so low a price—a 
mere $3.95. The “BEAU ALARM” will turn over 
and over and over—and FAST! 


Truly beautiful! 


Its smartly styled good looks will catch the eye of 
your trade and reach right into its collective pocket- 
book! m 

The “BEAU ALARM’S” case is sturdy plastic in 
rich mottled mahogany! Its dial is easy to read— 
chocolate brown characters on a light grey dial! 


(NOTE TO HEAVY SLEEPERS! While the 


General Elecitic Clocks 


The Clocks Most People Want Most 
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“BEAU ALARM” is small, its alarm is BIG!) 
LIKE ALL General Electric Alarm Clocks, the “BEAU 
ALARM” is: 

1 Self-starting. Just plug it in. 

2 Non-winding. Electricity does the work. 

3 Dependable. Its precision motor is sealed in a. 
lifetime bath of finest oil. 

4 Quiet. No disturbing “Tick Tock.” 

5 Accurate. Electrically checked by your Power 
Company with official Arlington time. Appliance 
and Merchandising Department, General Elec- 
tric Company, Bridgeport 2, Conn. 


GENERAL ¢ ELECTRIC 





In the 
Women's Magazines 


Ladies Home Journal 


“Kitchen in a package” is the title 
of a Ladies Home Journal two-page 
spread in January. Gladys Taber 
illustrates, with the aid of some beau- 
tiful 4-color photography the adapt- 
ability of the steel-core, mass produced 
utility unit containing a heating unit, 
water heater, plumbing, wiring and 
other domestic utility fittings for 
small- and medium-cost housing. The 
kitchen and the house discussed in this 
article were designed by L. Morgan 
Yost, architect, and is the lowest-cost 
house in new housing development in 
Kalamazoo, Mich. 


Women's Home Companion 


Lighting from the standpoint of 
decoration as well as seeability is the 
subject of a two-page spread in the 
January Companion. Anne Lander 
handles the decoration angle under the 
title “Don’t Keep Your Family in 
the Dark”; and Elizabeth Beveridge 
handles the all important Better-Light 
Better-Sight angle with her article en- 
titled “Keep Their Eyes Shining.” 

“Steam As You Sew” by Helen 
Thackeray, is another article on appli- 
ances in the same issue, and tells how 
to use a steam-iron to get the best 
custom-tailored look in home-tailoring 
jobs, through the use of an electric 
steam 1ron. 


House Beautiful 


In the January issue of House Beau- 
tiful there is a chart which will interest 
everyone who likes to freeze vegetables 
fresh from their own gardens. Intro- 
duced by Elizabeth Gordon in “How 
to Eat Like a King. . . all Winter,” 
the 2-page chart lists all the vegetables 
that perform best in home freezers, 
and classifies them according to vari- 
eties that are “especially desirable”, 
“desirable” and “satisfactory” with a 
column indicating the best maturity of 
these vegetables for freezing. The 
table, incidentally, was prepared for 
House Beautiful by Dr. D. K. Tressler 
and Lucy Long. 

Further back in an extensive Gar- 
dening Section of this issue, there are 
two more articles of interest to appli- 
ance people. One is entitled “A 
Power Mower Pays for Itself in 2 to 
5 Years,” and the other “Work the 
Easy Way with Time-Saving, Back- 
Saving Tools,” both of which describe 
the advantages of owning an electric 
lawn mower and a hedge clipper. 


American Home 


All too often major appliances are 
included in an architect’s plans for a 
home as an afterthought. For that 
reason, the advice contained in 
American Home’s January article en- 
titled “. . . These Houses Work for 
their Owners,” is sound and timely, in 
advocating that the washing machine, 
refrigerator, range and other important 
time-saving appliances have first con- 
sideration in planning a new home. 

Lawn mowers and hedge clippers 
also get mention in this issue in an 
article entitled “New Things for 
Gardens”; and Edith Ramsay lists 
and illustrates the various types of 
pressure cookers now on the market in 
an article “Pressure Does It.” 

Vivian Grigsby Bender tells what she 
wants in a basement in the January 
issue of Better Homes & Gardens, and 

(Continued on next page) 
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---and to compare the profit potentials 
of different lines of appliancesjor radios! 


To be able to pick the best lines for its dealers, a dis- 
tributor has to be really close to the radio-appliance 
business... has to have the kind of judgment that you 
find only in a thoroughly experienced organization— 
like Graybar. To merit the confidence of manufac- 
turers, a distributor has to be solidly established—like 














MAJOR APPLIANCES - 
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Graybar. To be able to make the best merchandising , 


TRAFFIC APPLIANCES - 


[t takes a 
close-up 
viewpoint 











recommendations in the interest of its dealers, a dis- 
tributor should be an independent, self-directing or- 
ganization—like Graybar. 


From the district Graybar organization which serves 
them, Graybar dealers in every section of the nation 
get time-saving deliveries of expertly selected lines— 
plus a wealth of profit-building merchandising ideas. 
For information about a Graybar dealership, write 
Merchandising Department, Graybar Electric Company, 


Graybar Building, New York 17, N. Y- 4712 


- +++ an independent 
distributor with a 
talent for picking 


best-sellers 


HOME RADIO 
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Women's Magazines co»: 


backs up her opinions with some Sound 
reasoning. People interested in Jayn- 
dry planning, photographic dark rooms 
and basement workshops should read. 
Door chimes and waffle bakers also get 
a play in back section of this issye. 


McCall's 


The conventional type electric wash. 
ing machine is featured in McCall’s 
January movie strip, “There's a Right 
Way to do the Family Wash” by 
Elizabeth Sweeney. The entire wash- 
ing cycle is pictured in this movie 
strip from sorting to stain removing, 
to starching. Washing time for differ- 
ent fabrics is also indicated. 

“Clocks Come Up with New Tricks” 
by Elizabeth Sweeney is another 
article in the same issue. 

How to use a steam iron to get the 
much-to-be-desired professional finish 
is the subject of one article by Eleanor 
Cook in the same issue, “Steam Irons,” 
and “You Want to Know About the 
New Detergents” is another story by 
Miss Cook. In the latter she discusses 
how to use the new non-soap detergents 
in washing woolens and fine fabrics, 
their place in general cleaning, and the 
detergents most suitable for walls, 
floors, rugs and upholstered furniture 

Mary Davis Gillies’ article in this 
issue also deals with the mechanical 
core assembled at the factory and 
ready to be installed in a_ kitchen 
which is now available only to building 
contractors. A beautifully convenient 
kitchen, one part of the méchanical 
core, illustrates Mrs. Gillies’ article. 


What's New In Home Economics 


The Household Equipment Sec- 
tion ef What's New in Home Eco- 
nomics, January issue, edited by 
Louise Leslie, is devoted in its en- 
tirety to laundry equipment and 
contains the following articles: 
“The Part Ironing Plays in Home 
Management,” which discusses 
laundry planning with an eye to 
ironing efficiency and the proper 
use of irons, ironers, ironing boards 
and other related ironing equipment 
to reduce physical effort. 

“Techniques for Hand Ironing” 
tells how to iron sheets, pillow cases, 
table linens and small articles, com- 
plete with diagrams. 

“Ways With An Ironer,” is a pic- 
ture and caption spread showing 
how to dron various types of laundry 
—flat pieces, shirts, ruffles,—to best 
advantage with the three types of 
ironing machines on the market. 











TWO-IN-ONE: The refrigerator flanked 
by John H. Ganzer (left), vice-president 
and general sales manager, and 
Schrandt, works manager, is not only the 
100,000th Coolerator to be produced by 
the company during 1946, but is-also the 
1,000,000th unit to be manufactured by 
the firm. 
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Featured and being sold by 
leading dealers everywhere é 


LADY JACKSON, America’s Most Economical Iron, *now has a well 
balanced.national dealership through independent radio and appliance 
dealers, furniture and hardware stores, jewelry and gift shops, famous 
department stores and utilities. 


The iron that “IRONS WITH THE ELECTRICITY OFF” is gaining tremen- 











“IRONS with the ELECTRICITY OFF!” 7 dous acceptance by homemakers throughout America. Sales reports 
. coming in from all over the country indicate LADY JACKSON is rapidly 
..» the sales slogan that’s making becoming a national sales leader! Get on the band wagon, play up the 

L achksoun THRIFT theme and watch LADY JACKSON outsell ’em all! 











A NATIONAL SALES LEADER! 





ATTENTION DEALERS: 


lady Jackson Iron distribution is handled exclusively through 
wholesale distributors, write for distributor serving your area. 


ELECTRICAL MERCHANDISING—FEBRUARY |, 1947 PAGE 139 




















MO DBE? MIZE 


YOUR HOME WITH ITS STREAMLINED DESIGN 


ga) ol ue lege 





awh & ly hd 
ass P+ i OP 


for lente ne Cathe hregaed mods 
wee os «a 





wo £ 








Here’s the largest national advertising campaign ever to back a home 
fluorescent unit. Customers know the name “Smithcraft” ... are sold 
on its quality. Already it’s USA’s largest seller. Cash in on the FREE 
Smithcraft Profit Package shown at the right. Display Smithcraft and 
get your share of worthwhile dealer profits this fast moving unit is 
earning. Phone your jobber today. 





U.S.A.’s Fastest Selling Home Fluorescent Unit 


= Lighting Division 


CHELSEA 50, MASSACHUSETTS 
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Get the FREE Smithcraft 


Profit Package 
1. COUNTER DISPLAY 


This attractive, hard-selling 3-colored display is ruggedly , 
constructed and provides for illumination. It’s a stopper 
on counter or in window. 





These attractively illus- 
trated sales folders are 
beautifully printed in 3 
colors. Use them for coun- 
ter and mail distribution. , 
Space for dealer imprint. 





ADS 


Top quality mat service 
to tie-in locally with the 
big national ad campaign. 
Electros also available. 
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COLLMAN "58" Shaver 
Collman Mfg. Corp., 421 W. 12th St., 


Erie, Pa. 

Device: Collman “58” electric shaver. 

Selling Features: 58 double combing 
teeth comb whiskers up for cleaner 
shaving, and 58 combing slots hold 
whiskers up and guide stubborn 
ones directly into 58 cutting slots, 
staggered to prevent whiskers from 
sliding through and being missed; 
58 double cutting teeth—2 rows of 
surgical steel provide dual cutting 
action for every cutting slot; pre- 
cision ground cutting head; positive 
button starter, no exposed rotating 
parts; 4-pole motor; weighs 63 
ozs.; off-set, body design for 
better shaving vision; operates on 
ac. or d.c. 

Electrical Merchandising, February 1, 
1947. 





APEX Ironer 


Apex Electrical Mfg. Co., 1070 E. 
152nd St., Cleveland, O. 

Device: Apex Fold-A-Matic ironer. 

Selling Features: New design enables 
toll, shoe and other operating parts 
to be “folded away” in a vertical 
Position in ironer cabinet which is 
% in. high, 18 in. wide, 25 in. deep; 
Compact unit fits in modern kitchen- 
laundry or utility room; once ironer 
is placed in position and plugged-in, 
itnever need be moved, since roll and 
shoe move outward from vertical to 
horizontal plane while cabinet re- 
mains stationary; porcelain enamel 
cabinet top serves as worktop when 
Closed and during ironing operations. 
_ Ironer has standard 26 in. roll, 64 
in. diam.; knee and fingertip-con- 
trols; 2 ironing speeds and a station 
ary position for pressing ; new, more 
accurately calibrated dual thermo- 
Stats on shoe provide temperature 





control and permit operator to use 
half or all ironing surface; tempera- 
tures in 50 deg. steps from 300 (ray- 
on) to 500 degs. (linen) can be 
selected; operates on “floating roll” 
principle with roll moving toward 
and pressing against stationary shoe; 
l-switch controls current supply 
for heating shoe and operating roll; 
illuminated nameplate indicates when 
current is on-or-off; 4 h. p. motor; 
convenient safety switch instant- 
aneously releases pressure of roll; 
plastic finger guard prevents hands 
from touching shoe when inserting 
articles for ironing; chrome shoe; 
white enamel cabinet sides. 

Electrical Merchandising, Feb. 1, 1947. 
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TELECHRON Kitchen Clock 
Warren Telechron Co., Ashland, Mass. 
Device: “Kitchenguide” kitchen clock. 
Selling Features: Encased in molded 

plastic with fluted side bands, avail- 
able in ivory, green, red or white; 
5 in. metal dial, cream white center, 
light gray numeral band, black char- 
acters; buffed aluminum bezel, blue 
lacquered metal hands; movement 
contains Telechron standard self- 
starting synchronous motor. 


Electrical Merchendione, Feb. 1, 1947. 





NORGE Refrigerator 


Norge Div., Borg-Warner Corp., 670 E. 
Woodbridge St., Detroit 26, Mich. 
Device: “20th Anniversary” 9 cu.ft. re- 

frigerator. 

Selling Features: Large, “across-the- 
top” frozen food storage compart- 
ment holds approximately 35 Ibs. 
food; full-width sliding tray under 
this freezing storage compartment 
holds large quantities ice cubes or 
meats; glass shelves adjustable or 
removable for storing bulky items. 

Electrical Merchandising, Feb. 1, 1947. 
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WESTINGHOUSE Mixer 


Westinghouse Electric Corp., Mansfield, O. 


Device: New streamlined, lightweight 
food mixer. 

Selling Features: Large mixing bowl 
is scientifically located off center to 
give maximum beating action; re- 
serve power built into mixer assures 
constant beating action during mix- 
ing at any one of 20 dial settings; 
chromium plated beaters are easily 
snapped into place and easily re- 
moved for cleaning; mixer can be 
detached from its base and used as 
a portable unit; juicer attachment is 
slipped into position; drain spout 
can be tilted up to prevent dripping 
of fruit juices; top cover can be 
easily removed exposing motor for 
servicing; entire motor surface and 
beater housing is streamlined, with 
no screenings, recesses or open vent- 
ings to complicate cleaning. 

Electrical Merchandising, February 1, 
1947, 





POP-DOWN Toaster 


Pennsylvania Aircraft Works, Inc., 611 N. 


40th St., Philadelphia, 4, Pa. 


Device: Automatic toaster that pops- 


down finished toast onto bottom re- 
ceptacle. 


Selling Features: All-aluminum ; com- 


pletely automatic; openings larger 
than usual to facilitate toasting of 
bread, muffins, rolls, crumbs slide 
through without sticking to inside 
and toast itself pops down and drops 
onto bottom receptacle where toast 
keeps warm until used; specially 
designed element gives even, golden 
brown toast; available in a.c. and 
d.c. with 110 or 220 volts and an at- 
tached cord. 


Electrical Merchandising, February 1, 
1947. 


HOTPOINT Refrigerator 


Hotpoint, Inc., 5600 W. Taylor St., 


Chicago 44, Ill. 


Device: Deluxe 1947 8-ft. refrigera- 


tor No. EC8-1. 


Selling Features: Designed so that 


all space is utilized so that larger 
capacity refrigerator occupies ap- 
proximately same floor space as 
former 6 cu. ft. model; speed freezer 
has capacity of almost 1 cu. ft.; 4 
ice trays; holds 31 Ibs. frozen food at 
proper temperatures; an extra-large 
storage space for frozen meats; re- 
movable top shelf provides storage 
space for bottles; 2 smaller shelves 
for packages; large fruit and veg- 
etable compartments at bottom; 
“basket sliding adjustable shelf’; 
protective rail prevents dishes from 
tipping when entire shelf is re- 
moved; stainless steel shelves; bul- 
let-type chrome tipped hinges; left- 
over rack; new latch and handle with 
catch that automatically “seals the 
door” ; 60 in. high, 30 in. wide, 29 in. 
deep. 


Electrical Merchandising, Feb. 1, 1947. 























UNIVERSAL Blanket 


Landers, Frary & Clark, New Britain, 


Conn. 


Device: Universal automatic blanket. 
Selling Features: Available in 2 


colors—cedar and blue; approxi- 
mately 55x71 of the 72x86 in. 
blanket is heated by coiled single 
strand wire which is placed in in- 
dividually woven channels between 
double warp of blanket; water- 
proofed wire; 6 safety thermostats 
act as guard against over heating; 
“Slumber Sentinel” temperature con- 
trol designed so that current cannot 
be turned on until center button on 
control is depressed; audible click 
notifies that blanket current is off. 


Electrical Merchandising, Feb. 1, 1947. 
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Thermostatic 
Temperature 
Control with 


This @) HEAT 


Most new oil heaters, as 
well as heaters sold since 
1939, can be easily 
equipped with this mod- 
ern fuel-saving conven- 
ience! That means extra 
sales and profits for you 
on today’s heaters as well 
as a new source of in- 
come from your old cus- 
tomer-list. And you'll 
make new friends with 
every sale, for every home 
will appreciate the savings in oil, time, effort, and the uniform, 
healthful room temperatures possible at the mere setting of a 
Thermostatic Dial. 


This A-P Heat Regulator Set is easy to install on any Vaporizing 
Burner Oil Heater now using the A-P 240-DR, UR, or YR Con- 
stant Level Oil Control. The “Sales Package” is complete, in- 
cluding an Electric Conversion Top which mounts on present 
manual control, an accurate Wall Thermostat, a Transformer, 
and all accessories for quick and easy installation. 


Make these extra Winter Profits NOW! 
samples and selling material. 


A-P Model 240-ED Heat Regulator Set... 
Fits all oil heaters equipped with A-P Model 
240-DR, UR or YR Manval Controls. 


Write for prices, 


(Be sure your new Heater Lines use A-P 
DEPENDABLE Oil Controls — for faster sales, 
greater customer satisfaction.) 


AUTOMATIC PRODUCS COMPANY 


2400 NORTH THIRTY-SECOND STREET, MILWAUKEE 10, WISCONSIN 


DEPENDABLE 
Od Coutrols 


DESIGNED TO ELIMINATE SERVICING 
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ELECTR APPLIANCE 


NEW PRODUCTS 


WESTINGHOUSE Toasters 
Westinghouse Electric Corp., Mansfield, 0, 


Models: Automatic pop-up and 3 
turn-over toaster. 

Selling Features: New 1,000 watt, 
automatic pop-up toaster features 
quiet clock-type timer. and thermal 
compensator that insures even 
browning of every slice of toast: 
modern design by Lurelle Guild: 
crimped wires of toast cage minimize 
white streaks on toast; hinged bot- 
tom cover reduces crumb removing 
—— 

Ow-cost, turn-over toaster toasts 

HOTPOINT Automatic 2 slices and when trays are feoieat 

Washer bread is automatically turned; black 

Hotpoint, Inc., 5600 W. Taylor St., Ps a — sng > 

Chicago, 14, Ill. slectrical Merchandising, Feb. 1, 1947. 


Device: New Hotpoint automatic 
washer. 

Selling Features: Soaks, washes and 
rinses, followed by a “rinse-dry” 
without attention once dial is set; 
“agitator” washing principle as em- 
ployed in conventional washers; 
rubber wheels and flexible connec- 
tions make it portable, or, wheels 
may be removed for permanent in- 
stallation; automatic characteristic 
is gained by a lower well into which 
water is poured, then it is pumped 
into an upper “washing” tub. 

Electrical Merchandising, Feb. 1, 1947. 
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DELCO-HEAT Oil Burner 


Delco Appliance Div., General Motors 
Corp., Rochester, N. Y. 


Device: Delco-Heat Oil Burner for 
installation in boiler or warm air 
furnace. 

Selling Features: All rotating parts— 
motor, fan, oil pump, fuel control 
and oil filter are combined in 1 unit, 
easily removed for inspection and 
service; glass insulated windings 
on motor, which is balanced for 
smooth operation; fuel control main- 
tains correct oil pressure; automatic 
cut-off minimizes “oil drip”; built- 
in oil filter blocks foreign particles; 
precision-built fuel pump; trams- 
former has built-in condenser to pre- 
vent radio interference; stainless 
steel nozzle completely atomizes oil; 
turbulator integrally cast in position 
in air tube; 1/10th and & hp. 
motors; models with capacities of 
129,000, 216,000 and 550,000 Btu 
capacities; 115 volts, a.c., 120 watts 
for 1/10 motor models, 160 watts 
for 4 h.p. motor models; cast iron 





NORGE Washer 


Norge Div., Borg-Warner Corp., 670 E. 
Woodbridge St., Detroit, 26, Mich. 
Device: Re-engineered standard 

washer. 

Selling Features: “Power-leg” ar- 
rangement whereby wringer is 
mounted directly over leg, is a fea- 
ture which prevents tipping over 
washing machine when wringer is 
swung to outside position ; new anti- 
air lock pump for water removal 
and new transmission. 

Electricul Merchandising, Feb. 1, 1947. 


x. P . . Ico 
v housing; adjustable legs; Del 
green finish. Uses No. 2 or 3 fuel 
oil. 





cn Electrical Merchandising, Feb. 1, 194. 














BROWER Sterilamp Fixture 


Brower Mfg. Co., 209 N. Third St., 
Quincy, Ill. 

Device: Brower all-brass and plastic 
Sterilamp fixture. 

Selling Features: Equipped with 
Westinghouse Sterilamp tubes; for 
use in poultry houses, dairy barns, 
kennels and many other applications. 

Electrical Merchandising, Feb. 1, 1947. 
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THE LOCAL SAMSON SERVICE AGENCY 


TO PROMOTE GOOD WILL, and to save time and January 1, 1946, with the exception of Heating Pads. 
shipping costs, SAMSON has set up a nation-wide All Heating Pads must be sent to the SAMSON factory for 
system of Certified Service Agencies . . . each identified repairs. 
by the sign pictured above. Orders and inquiries for servicing the above-specified 
These agencies stock authentic SAMSON parts, and products, including no-charge repairs and adjustments 
are factory-trained to provide quick, efficient. repair under the SAMSON guarantee, should be referred direct 
service ...to both dealers and customers... on models to the nearest Certified Service Agency. For name and 
of SAMSON Electrical Appliances manufactured after address, consult the list below. 








r 


CALIFORNIA GEORGIA MICHIGAN NEW YORK PENNSYLVANIA 
Los Angeles 14 Atlanta Detroit New York 10 Philadelphia 7 
California Electric Service Stations Woodall Electric Appliance Co. Cooley-Van Howe Service Co. Appliance Sales & Service Co. M. E. Arnold & Co. 
1518 W. 7th Street 1024 Boulevard, N.E. 744 Michigan Theatre Bldg. 303 Fourth Avenue 1316 Walnut Street 
ILLINOIS The Detroit Edison C OHIO — Pittsburgh 
Oakland Chicago 54 iwi a Quick Service Electric Co. 
California Electric Service Stations Nolan H. McCleary Co. 8 ancl — icc 1012 Jenkins Arcade 
166 Grand Avenue 1467 Merchandise Mart MINNESOTA poe yar ne TEXAS 
San Diego eo . Minneapolis Cleveland Dallas 
Electrical Appliance Service Corp. es Moines E. B. Kelly & Co. Douglass Electric Appliance Co. 
302 17th Street Service Sales Company 214 South Seventh Street The Kane Company 1323 W. Davis Street 
1600 Locust Street 2621 E. Ninth Street atthe P 
San Francisco 5 == LOUISIANA MISSOURI headin UTAH if 
ee ene Cihtee Stations New Orleans Kansas City 6 Burgess Electric Company —- — City 
aie Royal Supply Company Boese-Hilburn Electric Co. 2232 N. Main Street pony te i Company 
COLORADO 640 Baronne Street. 123 West 8th Street OKLAHOMA oe 
Denver 4 ; MARYLAND St. Louis Oklahoma City — 
Midwest Electric Wiring Co, Baltimore 2 Kaemmerlen Electric Company Wetherbee Electric Co. Seattle V . 
323 W. Colfax Avenue The Electric Motor Repair Co. 2318 Locust Street 412 N. Hudson po ote eres Company 
340 Fallsway ird Avenue 
DISTRICT OF COLUMBIA MASSACHUSETTS NEBRASKA OREGON WISCONSIN 
Washington 1 Boston Omaha Portland 4 Milwaukee 5 
C. A. Leppert Clark & Mills Electric Co. Sterling Electric Company Bressie Electric Company Charles W. Schneck Company 
914 Eye Street, N.W. 75 Newberry St. 2013 Farnam Street 909 S.W. 5th Street 1333 North 12th Street 


SAMSON OFFERS A COMPLETE LINE OF 
QUALITY-BUILT, POPULAR-PRICED 
ELECTRICAL APPLIANCES 


Showhened ts Sell! 
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-- PROVED FOR 
READER ACTION - 


" a 
oy BOME AND FAMILY Lite 


\ 
S. 
baal 


R homemakers. Over 150 nourishing ideas fill the pages of 


- 
re 2 each issue of Household—touch on every vital phase of 


small city and town living—invite and get action in a 





@ IDEAS—carefully selected and planned ideas...there’s 


the reason for Household’s irresistible allure to 2,000,000 

















home market where 66% of all non-farm single family 
dwellings are located. 

Yes, it’s this unique idea-planned editorial content that 
makes Household the No. 1 magazine of action in Amer- 
ica’s rich small city and town market. 

If you want to cash in on this reader action (last year 
there were 179,711 requests for beauty leaflets alone) put 


your advertising in Household. 


HOUSEHOLD. wrcazine oF action 


CAPPER PUBLICATIONS, Inc. 
TOPEKA, KANSAS 
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WESTINGHOUSE Garbage 
Disposer 


Westinghouse Electric Corp., Mansfield, O, 
Device: Waste-Away garbage dis- 


poser. 


Selling Features: Can be installed in 


any Cast iron, formed metal or enam- 
eled sheet steel sink having a 3} to 
4 in. opening; with its high chrome 
tool steel shredding sleeve, im- 
pellers and flywheel disposes of all 
food wastes for average family in a 
few minutes; unit operates only 
when flow of water from faucet 
operates a mechanism called “the 
flow interlock”; holds more than 3 
qts. food and wastes; flywheel-im- 
peller action forces wastes against 
shredding edges of unit, grinding 
waste into pulp; automatically cleans 
itself. 


Electrical Merchandising, February 1, 


47. 
1947 y 

















MITCHELL Sun Lamp 


Mitchell Mfg. pm 2525 Clybourn Ave., 


cago, fil, 


Device: Ultraviolet sunlamp, No. 1907. 
Selling Features: Uses new 275 watt 


Mazda RS reflector sunlight lamp 
bulb; reflector 9 in. diam.; medium 
base socket also accommodates R-40 
Infrared heating and drying lamps; 
operates on 110-125 volts, 50-60 cycle, 
ac. only; no transformer needed; 
adjustable stand can be raised to 
height of 5 ft. or lowered to 0 in; 
flexible swivel arm moves upward or 
downward to any desired position; 
statuary bronze and chrome finish. 


Electrical Merchandising, February 1, 


1947, 
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EBCO Bubbler 
Ebco Mfg. Co., Columbus, O. 


Device: Improved fountain bubbler. 
Selling Features: Permits fingertip con 


trol; has self-closing valve and auto- 
matic stream control with lever han- 
dle providing easy operation; valve 
has all-brass body with roller bearing 
operating mechanism and special alloy 
brass forgings. 


Electrical Merchandising, February 1. 


1947. 
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Standard 
Food Mixers 


Makers on Electric Fore-N-Aft 
. 4 Roasters Pointed Irons 


i 


} 


Mechanical ' 
Vacuum : ’ intet ots AY at : = Portable 
Cleaners ‘ 4 _—— . ° Stale ee Food Mixers 


Toasters 
thats cofiee prowes the mipecde ty 


2 ) with the Miracle Cblce Mater 
ary 1, 5 ek. A o ont -- 


cleans 


Electric 
Vacuum 
Cleaners 


Flour Powerful National Advertising 


Makes It Easier for You to Sell! 


Miracle’s 1947 national advertising campaign keeping. Each of these striking sales messages 

is ready to go...ready to stimul olUatatel-Mmmmmebu-teot-lav.a-Me-beMmeleha-ja-belebtel-mme\y Ote-lell<mar-t 0) e) bt betes 

F-Yon @ Co) 0 WM (o) am a ob CMe) ooh 0) (cia <nams £-1-) a1) Ob bot: bb o (oo) ME-1 oe MN @b tu clei a-wmm Abt ae els umm oleh atel-amr- Laas elele)e Mm celta el- Automatic 

famous Miracle traffic appliances complete Miracle line. Miracle appliance dealers Steam Irons 
Sales-impelling Miracle promotions, includ- benefit from multiple sales, because every 

ing full-page and half-page color advertise Miracle sale leads to another. 

ments, will appear in such leading publications For greater turnover and profits, feature 

as The Saturday Evening Post, Better Homes and Miracle... sell Miracle. Call your Miracle 

Gardens, Ladies’ Home Journal, Good House- jobber for more information or write us direct. 


Miracle Appliances Enhance Your Reputation as a Responsible dealer 


Mir he. 
ELECTRIC COMPANY See 
ESTABLISHED 1925 CHICAGO 3, ILLINOIS 


Table 
Grills 
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CAS CO 
BLASTS THE ELECTRIC 
HEATING PAD MARKET 
WIDE OPEN! 


with the only national advertis- 
ing in the industry—a tremendous 
campaign to create customers 
for you among Yhe 8 out of 10 
people who need heating pads 


appearing every month in 
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WESTINGHOUSE Refrigerator 
Westinghouse Electric Corp., Mansfield, O. 


Device: Westinghouse 7 cu. ft., 2- 
temperature refrigerator. 


Selling Features: Will hold 56 Ibs. in 
frozen food compartment and ice 
storage tray; 14 cu. ft. Freeze 
Chest has 43 Ibs. frozen food 
storage, is refrigerated on _ top, 
bottom, sides and back; ice stor- 
age tray rated at 4/10ths of a cu. 
it., or 13 lbs. two controls regulate 
the temperature—the “Temperature 
Selector” controls the Freeze Chest; 
a 2nd control automatically regulates 
general food storage, adjusts auto- 
matically in relation to outside tem- 
perature—no manual adjustments 
necessary ; two 16-cube, specially de- 
signed patented ice cube trays make 
it possible to remove one cube at a 
time; 2 14-cube “Select-O-Cube” 
trays and a covered utility tray, 2 
large vegetable crisper Humidraw- 
ers, with ring-proof ribbed glass 
covers hold 4 bu. fresh vegetables 
and fruit; chromeplatetd name plate 
and jewel-like plastic trim on trip- 
lock door handle; yellow apricream 
trim frames interior. 


Electrical Merchandising February 1, 
1947 

















VIBRATONE Door Chimes 


Pearlplan Mfg. Co., Inc., 123-125 N. 3rd 
St., Philadelphia, 6, Pa., Distributed 
exclusively through electrical whole- 
salers. 


Device: “Plymouth” and “Salem” 
electric door chime. 

Selling Features: Plymouth compact, 
self-contained; Plexiglas background 
mounting in red, blue, green; ivory 
enamel baked finish metal cover 
completely encases chime ;-satin steel 
or brush brass harp shape chime; 
operates on dry cells or existing wir- 
ing on an 8-volt transformer; 
10 x 8 x 12 in. 

Salem model same as Plymouth 
without Plexiglas mounting. 

Electrical Merchandising February 1, 
1947, ° 


DELCO-HEAT Stoker 


Delco Appliance Div., General Motors 
Corps., Rochester, 1, N. Y. 


Device: Delco-Heat stoker No, Sp 
20, 30 and 50 for installation jn 
warm air furnace or in a boiler. 

Selling Features: Controls maintain 
preselected temperature within | 
deg., prevent fire from going out in 
mild weather; insulated hopper to 
prevent abrasion and corrosion, low. 
easy “to fill with capacity of 300 Ibs. 

















for two smaller models, 400 Ibs. for 
large mode]; automatic air control; 
high efficiency retort with slots or 
tuyeres scientifically arranged for 
combustion and econemy, bottom and 
sides engineered to distribute coal 
uniformly; safety overload devices; 
large feed screw; impulse fuel feed; 
fingertip coal control; heavy-duty 
transmission and smoke eliminator; 
§ hp. motor, on small model, + hp. 
motor on two larger models. 

Electrical Merchandising, February 1, 
1947. 
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WARMAIRE Winter Air 
Conditioner 


York-Shipley Inc., York, Penna. 


Device: Model 65HB oil-fired forced 
warm air furnace. 


Selling Features: Completely “pack- 
aged” unit specially designed to 
meet current demand for heating 
equipment in veteran housing proj- 
ects, prefabricated homes and small 
residences; only 4 simple connec- 
tions and it is ready to operate— 
electrical, thermostatic, stack and 
oil-line connections ; 25 in. square at 
base, 5 ft. high; 65,000 BTU per hr. 
fuel consumption, 62/100 gals. per 
hr.; provides evenly circulated fil- 
tered, forced warm air; a humidifier 
may be installed later; uses new 
catalytic oils as well as standard 
No. 1, 2, or 3 fuel oils; can be in- 
stalled in basement, utility room or 
in a living space. 

Electrical Merchandising February 1, 
1947, 
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The ONLY HOME VACUUM CLEANER 
with TRIPLE-FILTER ACTION 





LEWYT CORPORATION °* 
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THe GUARANTEED S™ 


PORTABLE LIGHTING FOR EVERY PURPOSE 
PROMOTIONALLY PRICED FOR EVERY PURSE 


This year the smart dealer will buy merchan- 
dise with proven consumer acceptance . . . 
guaranteed by a manufacturer of proven re- 
liability. In portable fluorescent lighting, the 
smart dealer will choose R MC . . . the na- 
tion's largest line of sales-proven, consumer 
accepted desk lamps and kitchen fixtures . . . 
guaranteed for value, quality, and workmanship 
by Richter. At jobbers and distributors every- 
where. 


SEND FOR DESCRIPTIVE CATALOG SHEETS 
TODAY! 






SPECIFY Rmc GUARANTEED DESK LAMPS 


Desk lamps in electro- plated 

_ and sprayed finishes for ex- 
ecutives, juniors, students and 
hobbyists. 


=~, 


* 


i 


SPECIFY Rmc GUARANTEED KITCHEN FIXTUR 


tures, U/L. approved 
manent mounting oF ¥ 


UNION MADE WITH ALL U. L. APPROVED PARTS IN 110— 
120 Volts, 60 Cycles, A.C. Current. OTHER VOLTAGES 
AND CYCLES AVAILABLE ON SPECIAL ORDER 


AMERICA'S LARGEST MANUFACTURER OF 
PORTABLE FLUORESCENT LIGHTING EQUIPMENT 


RICHTER 


METALCRAFT CORPORATION 
160 EAST FIRST STREET ¢ MT. VERNOW, N. Y. 
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GEM DANDY Containers 


Alabama Mfg. Co., 1801 1st Ave., North, 
Birmingham, 3, Ala. 

Device: Gem Dandy Duraglas con- 
tainers or jars, sold as separate 
items for use with Gem Dandy elec- 
tric churns in 5 gal. and 3 gal. sizes. 

Electrical Merchandising, February 1, 
1947 ‘ 

















NUTONE Chime 


NuTone, Inc., Merchandise Mart, Chicago 
5 


, il. 


Model: K-22 “Jewel”. 


Selling Features: 2-door Colonial 
chime; satin-brass cover with 
matching front-door push button. 


Electrical Merchandising, February 1, 
asia y BAR-BROOK Attic Fans 


Shreveport Engineering Co., 1553 Texas 
Ave., Shreveport, La. 
Device: Barbrook Breezebuilder attic 
fans. 


Selling Features: 4 models: B-36, 7500 
cfm; B-12, 13,000 cfm.; 17,500 cfm 
and B-54, 21,000 cfim.; Venturi prin- 
ciple for quiet, efficient operation; 
motor mounting prevents possibility 
of misalignment; new V-flat belt 
drive pulley eliminates belt wear and 
noise; Graphite-impregnated Bronzoil 
bearings; built-in thermal overload 
protectors; aerodynamically designed 

‘ blades for silent operation; easy to 

install. 

ROTARY Mower Electrical Merchandising, February 1, 

Rotary Mower Co., 16th & Farnam St., 1947 

Omaha, Nebraska 


Rotary electric lawn mower. 











& 
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ae 
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Device: 


Selling Features: Cuts grass or weeds 
without need for backing up or 
going over a second time; cuts 16, 
18 and 20 in. widths; cuts grass up 
to 14 in. high. 

Electrical Merchandising, February 1, 
1947, 














HILLSIDE Cabinets 


Hillside Metal Products, Div., American 
Home Industries 
129-02 Hillside, Richmond Hill, Long 
Island, N. Y. 
Models: No. 100 steel wall cabinets. 
Selling Features: No. 100 unit con- 
sists of two end cabinets 30 in. high, 
18 in, wide, 12 in. deep; center cabi- 
net 24 in. high, 24 in. wide, 12 in. 
deep; utility corner cabinet 18x18x30 
also available in a variety of com- 





METALLIC Hotplates 


Metallic Industries, 7319 New Utrecht Ave., 
Brooklyn 4, N. Y. 


Models: D-2, D-4, S-2 and S-W. 

Selling Features: D-4 and S-2, 2 burner 
models, have 300-watts low heat, 500- 
watts medium and 800-watts high 
heat; S-2 and S-W, single burner 
models have 660-watts; all models loaiiana+ A 1 
finished in baked white enamel. binations ; gauge see ai, nee 1 

— Merchandising, February 1, —— Merchandising, February *s 
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A farorite, and an ideal, unit for the 
service industries, retail rapid delivery, 
farm and market-gardening and general 
utility, is the tow Tonner Express with 
its 8-foot by 444-foot sturdy steel body. 


= L\ 





IT— OPERATORS KNOW IT! 


FORD TRUCKS 
p LAST LONGER 








Ford spring engineering provides unsurpassed endurance. 
Ford special alloy spring steel, with tensile strength of 200,000 
pounds per square inch, assures high fatigue resistance, while 
deflection. rates scientifically proportioned to each vehicle’s 
gross weight assure good riding with generously ample load 
capacity. Long-wearing shackle bushings of steel-backed 
bronze reduce maintenance expense. Ford special, wrapped 
“safety eyes” on heavy duty front springs (illustrated) reduce 
stress on main leaves, afford longer life and extra safety. 
Hydraulic double-acting shock absorbers on light duty models 























further ease the ride and control the load. 


Xj LIFE TRUCK FEATURES: Your choice of two 
great engines, the 100-H.P. V-8 or the 90-H.P. Six— 
semi-centrifugal clutch that needs no maintenance lubri- 
cation—rear axle design that takes all weight-load off 
the shafts (34-floating in half ton units, full-floating in 
all other)—heavy channel section frames, doubled 
between springs in heavy duty models—big, easy-action 
brakes, with heavy, cast drum surfaces, non-warping and 
score-resistant—extra-thick sheet metal in cabs, cowls, 


hd ONLY FORD GIVES YOU ALL THESE LONG- 


skirts and fenders—all told, more than fifty such examples 
of Ford endurance-engineering. That's why FORD 
TRUCKS LAST LONGER ... why 7 out of 11 of all 
Ford Trucks built since 1928 are still in service. No 
wonder the average age of all Ford Trucks in use is 
nearly 9 years! Stamina is built into them! See your 
Ford Dealer NOW! 


FORD TRUCKS 


MORE FORD TRUCKS IN USE TODAY THAN ANY OTHER MAKE 
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« In this field, the ability to move in 
fast with cash may mean bigger 
profits. Don't let a large inven- 
tory put you at a cash disadvan- 
tage. You can have your cash and 
still render fast service to cus- 
tomers if you remember that all 
manufacturers and suppliers are 
practically “around the corner” 
with Air Express. 


The man 


with the arm 
3000 miles 









In his business — just like yours these days — he is always 
running out of supplies and parts he needs in a hurry. Yet 
customers have to be satisfied. 

Well, he doesn’t have a nervous breakdown. He doesn’t 
lose customers. Instead, he gets what he needs when he needs 
it by specifying Air Express delivery. 

“Air Express,” he said, “is like reaching out to any sup- 
plier’s warehouse wherever it is — and picking up just what’s 
wanted. Air Express puts the most distant suppliers right 


next door.” 


Specify Air Express-its Good Business 


®|_ow rates. ©Special pick-up and delivery at no extra cost. 

® Direct by air to and from principal U. S. towns and cities. 

e Air-rail to 23,000 off-airline communities. 

®Direct air service to and from scores of foreign countries. 

Express 


Just phone your local Air Express Division, Railway 


Agency, for fast shipping action . . . Write today for Air Express 
Rate Schedules containing helpful shipping aids. Address Air Express, 
230 Park Avenue, New York 17, N. Y. Or ask for them at any Airline 
or Railway Express Office. Air Express Division, Railway Express 
Agency, representing the Airlines of the United States. 


// ZES 


GETS THERE FIRST—— 






Rates are low 





To Air Express a 5 lb. package 
1349 miles costs only $2.32! 
Heavier weights are similarly 
inexpensive. Investigate! 
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DELCO-HEAT Conditionairs 


Delco Appliance Div., General Motors 
Corp., Rochester, N. Y. 


Models: DA-0, DA-1 and DA-2 oil- 
fired conditionairs. 

Selling Features: DA-0 for small 
and medium size homes; has 3 h.p. 
blower motor; DA-1 for average size 
home and DA-2 for larger home; 
latter 2 equipped with 4 h.p. blower 
motor; other features include spun- 
glass viscous-type filters; combus- 
tion chamber “tailored” to fit flame; 

















2-heating chambers connected with 
central combustion chamber; Delco- 
Heat oil burner; direct, evaporative 
type humidifier ; automatic limit con- 
trol and master control; 20 gauge 
steel cabinet, Delco green finish. 

Electrical Merchandising, February 1, 
1947. 
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DUMORE Carvit 
The Dumore Co., Racine, Wis. 


Device: Carvit, wood-carving tool 
for home workshop fans. 

Selling Features: A duplicating ma- 
chine to reproduce models of plaster, 
plastic, metal, glass etc., in mahog- 
any or ebony and other woods; ac- 
tion consists of a pair of arms yoked 
together to. move in unison over 
a worktable up-and-down back-and- 
forth and across; cutter arm carries 
motor-driven router blade, and the 





Selling 


tracer arm mounts a pin, the model 
is clamped to worktable below tracer 
arm, the block to be carved js 
clamped below the cutter—the cutter 
moves with the tracer to carve an 
exact duplicate of the model; can 
also be used to duplicate drawings or 
designs in wood, etc. 

Electrical Merchandising, February | 
1947, “i 











DECTO-MASTER Fire Alarm 
Lord-Taber Co., Inc., Canadaigua, N. Y. 


Device: Decto-Master fire alarm system 


for homes, farms, etc. 


Features: Year-round, auto- 
matic, electrically-operated tempera- 
ture watchman which embodies a sys- 
tem of thermostats spotted in 15 
strategic locations about farm prop- 
erty with a central control unit; 
when fire causes a temperature rise 
at one of these positions on the “hot” 
thermostats, the message is trans- 
mitted to control unit which rings a 
bell,-switches on red light; designates 
on meter dial where trouble is; con- 
trol unit can be installed in owner or 
tenant’s house; if thermostat is acci- 
dentally broken in system an alarm 
bell also rings as warning. 

Electrical Merchandising, February 1, 
1947. 
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LEJAY Lawn Mower 
Lejay Motors Corp., Minneapolis, 8, Mina. 


Device: Self-contained, self-propelled 
power mower. 


Selling Features: Complete with bat- 
tery, charger and motor, compactly 
housed in streamlined case; will op- 
erate from 2 to 3 hrs. on single bat- 
tery charge, and after use is simply 
plugged into 110-volt outlet and 
readied for next time it Is ; 
controls in handle simplify oper 
tions—1 control starts and stops 
mower ; the other disengages wheels 
for free-running unit, easily 8 
at turns or around obstructions. 

Electrical Merchandising, February 1, 
1947. 
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yf 4 new HOT BOY is a superior circulating forced- | 
air gas-fired heater, a precision-built packaged unit. 


Here is a low-priced, astoundingly efficient “packaged” 
heating unit that will supply an abundance of warmth 
for homes, stores, offices and business places at low cost. 


HOT BOY is modern in design and styling, finished in 
rich Cordovan brown enamel. Its size compares to that 
of a console radio, and its smart appearance fits the 
modern home. This outstanding unit provides uniform 
warmth and clean, ample heat. Its remarkable efficiency 
is due to the positive forced distribution of warm air 
created by the large sixteen-inch, slow speed, high air 
volume delivery fan. HOT BOY has a built-in brazed 
steel Heat Exchanger of tubular construction which dif- 
fuses the heat and directs it evenly throughout the entire 
space being heated. 


The HOT BOY burner saves fucl, produces a clear blue 
flame and intense heat. HOT BOY —entirely self-contained 
—is easy to instail. Simply connect to gas and electric 
outlet, vent to a flue and HOT BOY will heat 3 to 6 
rooms supplying clean, even heat to the entire space 
in a matter of minutes. 


HOT BOY represents an unequalled value in the heating 
industry. It is as attractive in appearance as it is out- 
standing in performance. 


THE HOT BOY GIVES YOU THESE VITAL FEATURES 


@ CABINET—Heavy steel of bolted MOTOR— 1/20 H.P.—built for long 
construction. Rour duty and trouble-free operation. 


@ HIGH AIR VOLUME DELIVERY FAN BURNER — Accurately drilled — 
— Quiet in operation. Cold air is ies flame, raised port type. 
drawn through a fine screen filter 


and is forced around the Heat Ex- @ SUMMER CIRCULATION—Switch is 
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changer tubes for quick heat. 


@ HEAT EXCHANGER—Oval Tubu- 
lar Type, transfers heat more rapidly 
to the circulating air-stream. 


@ DE LUXE FINISH—Rich Cordovan 
brown HAMMERLOID baked 
enamel. 


@ ACCESS DOOR—Located at side 
of unit which facilitates inspection, 
lighting and service. 


provided for constant fan operation. 


DOWN-DRAFT DIVERTER—A. G. 
. Approved. 


FOR ALLTYPES OF GAS—Available 
Z. use with Natural, Manufactured, 
Mixed and L-P gas. 


@ AIR FILTER—I ndestructible—fine _ 


wire mesh screen—filters dirt and 
dust—reduces cleaning bills and 
redecorating expense. 
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HOME EQUIPMENT 


1. A FULL LINE OF 
QUALITY EQUIP.- 
MENT. 





NAA 
2. A FIRM SALES POLICY FOR 
A SOUND FUTURE & DEPEND- 
ABLE PROFIT. 





3.A COMPLETE 
MERCHANDISING 
PROGRAM WITH 
POINT-OF-SALE, Di- 
RECT MAIL AND NEWS- 


i PAPER PROMOTION, 


Plus... 
SHALLOW W 


TURBINE WATER Tams NATIONAL MAGA- 
ZINE AND FARM 
ADVERTISING NOW 
BEING RUN TO 
9,000,000 READERS. 


ARE YOU READY FOR 
A BUYERS’ MARKET? 


Wayne offers the merchandise advan- 


SOF-LUX SOFTENERS 


DEEP WELL JET 
WATER SYSTEMS 


tages of a full line based on 25 years 

of building precision home equipment. 

Wayne backs this quality line with the 

Wholesaler-Dealer Partnership Plan to 

Olt BURNING BOILERS assure a profitable future for indepen- 
dent wholesalers and dealers. 

Wayne supplies a complete sales and 

advertising program to give full line 


CONVERSION Wayne dealers all the help needed to 


Oil BURNERS insure a retail operation. 


Wayne's program assures a sound 
business future because Wayne Home 
Equipment is basic, required equipment 


for both town and country homes. 


GAS & Oll WINTER BUILD FOR A SOLID FUTURE WITH WAYNE 
AIR CONDITIONERS 


Write for Details of “The Partnershif. Plan 


SOME FULL LINE DEALERSHIPS ARE OPEN 


THE WAYNE HOME EQUIPMENT CO., INC. 
FORT WAYNE, INDIANA 
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the plates are charged by the com. 
pressor and give off cold (or absorh 
the heat) as needed in freezer, which 
is regulated by a thermostatic ¢op. 
trol; Plates also act as a holding fac. 
tor for several hours to prevent 
thawing of foods in event of current 
failures; 6 in. Fiberglas insulation 
in bottom; 4 in. side and end insula- 
tion; bonderized exterior with stain. 
less steel top and lids; white enamel 
top and side finish; also available in 
solid aluminum all-over finish; 17 
cu. ft. model 80 in. long, 30 in. wide, 
34 in. high. 


Electrical Merchandising, Feb. 1, 1947. 




















BRYANT Freezer 


The Bryant Corp., 625 Bryant Ave., No., 
Minneapolis, 11, Minn. 

Device: “Regent” full freezer. 

Selling Features: All shelves are used 











for fast, contact freezing at sub-zero 
temperature; gives 21 sq. ft. direct- 
contact freezing shelf surface; ? h. p. 
condensing unit, using Freon-12 re- 
frigerant; 54 in. Fiberglas insulation; 
employs type of construction used for 
Air Forces when entire assembly 
could be knocked down, loaded in 
plane and assembled at destination in 
30 minutes. 


Electrical Merchandising, Feb. 1, 1947. 

















LOCKER-FREEZE Freezers 
Gamble & Hawley, Inc., 835 Osage Ave., 
Kansas City, Mo. 

Device: 15, 20 and 21 cu. ft. Locker- 

Freeze freezers. 

Selling Features: Heavy gauge con- 
struction; baked enamel finish; 
extra coils for fast freezing; 4.5 
to 6 in. mineral wool insulation. 


Electrical Merchandising, Feb. 1, 1947. 


MAGIC ZERO FREEZE 
Freezers 


Magic Freezer Service, 6631 Stuart Ave., 
Richmond, Va. 


Models: Magic Zero Freeze home and 


farm freezers. 


Selling Features: Custom-built freezers 


in sizes to order; standard model for 
immediate delivery shown above is 
a 17 cu. ft. model; thermostatic 
plates system of operation acts similar 
to storage battery in an automobile— 


JORDAN Home & Farm 
Freezer 


Jordan Refrigerator Co., 235 No. Broad 
St., Philadelphia, 7, Pa. 


Device: Model 16LL home and farm 
freezer. 


Selling Features: 16 cu. ft. capacity; 
self-contained low temperature unit 
saves space, equipped with adjust- 
able’ temperature and _ thermostat 
controls providing low temperatures 
at all times, convenient sturdy lift 
type doors vapor sealed with double, 
heavy gaskets; 4 in. insulation in 
walls, 5 in. in bottom; Jordan 
“freeze-walls” built into inner liner; 
welded heavy gauge steel with 
“Everlast” permanent finish; stream- 
lined. 


Electrical Merchandising, Feb. 1, 1947. 








MARVEL Farm Freezer 


W. Allen Rogers Industries, 
Demopolis, Alc. 

Device: Marvel Quick-freeze farm 
freezer. 

Selling Features: Has storage capac 
ity of 12 cu. ft. protected by 5 
insulation all anound; controlled 
temperature from 15 degs. below 
zero (F) to 3 degs. above; Fs 
motor stainless steel throughout of 
stainless steel top with sides of 
enamel or polished aluminum, 
in. long, 30 in. wide, 34 in. 

Electrical Merchandising, Feb. |, 1947. 
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In the SYMPHONETTE radio-phonograph 
table combination with automatic record 
changer, CLARION has achieved another 
masterpiece of compact efficiency. By 
means of the revolutionary and exclusive 
CLARI-DISC rectifier, a reserve of power 
up to 275% allows undistorted tone from 


isper to symphonic volume. 
























































































3 For YOUR CUSTOMERS 
..» /FOR YOU, Too! 











NEW POSITIONS 
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Only AUTOMATIC 
backs up its washers by 
such strong guarantees 


For your customers—Service Guarantee Bond, Con- 
version Agreement and Guarantee Bond. 
AND FOR YOU—this Service Warranty which pays you 


cash if service is needed, within one year, on the ex- 
clusive ‘‘Stokes’’ Patented Ball-Bearing Transmission. 


Made in Newton, lowa Since 1908 by 


AUTOMATIC WASHER COMPANY 
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Frigidaire Division, 
General Motors Corp. 


E. R. Godfrey, general manager of 
Frigidaire Division, General Motors, 
has been elected a vice-president of 
the corporation and will continue to 


serve in his present position at 





E. R. GODFREY 


Frigidaire. He has been with General 
Motors for 28 years. From 1923 to 
1930 he was superintendent of various 
Delco-Remy plants and was then 
transferred to Dayton, Ohio, as works 
manager of the Frigidaire factories. 
In 1940 he was made assistant general 
manager of the division and in 1943 
was placed at its head. 


Concord Radio Corp. 


New manager of the Concord export 
division of the Concord Radio Corp. 
is Jack E. Snyder, a veteran of 16 
years with the company. In his new 





J. E. SNYDER 


position he will supervise the exten- 
sion of service to the radio and elec- 
tronics industry throughout the world. 


Westinghouse Electric Supply Co. 


C. R. Taylor, former apparatus and 
supplies salesman of the Norfolk 
branch of the Westinghouse Electric 
Supply Co., has been named branch 
manager of the house. He worked 
from 1926 to 1935 with the Wood- 
house Electric Co., Norfolk. He joined 
Wesco then and in 1945 was made 
an apparatus and supplies salesman of 
the branch. 


Motor Wheel Corp. 


John E. Garlent, executive vice 
president of Motor Wheel Corp. since 
1940 and a member of the firm since 
1920, has been elected president of 
the corporation to succeed Harry F. 
Harper, who resigned because of jl 
health. Motor Wheel produces auto- 
motive, agricultural and industrial 
implement wheels and owns the Duo 
Therm Division, manufacturer of fuel 
oil burning appliances. 


lronrite lroner Co. 


W. Richard Dabney, general sales 
manager of the Ironrite Ironer Co, 
Mt. Clemens, Mich., for the past ten 





W. R. DABNEY 


years, has been advanced to the posi- 
tion of vice-president, it was revealed 
recently by H. A. Sperlich, president. 
Mr. Dabney has been with the firm 
for 21 years and will cantinue to super- 
vise all sales department functions. 
New assistant general sales manager 
appointed by Mr. Dabney is Hal 





HAL BIDDLE 


Biddle. Mr. Biddle joined the com- 
pany in 1944 after serving with the 
U. S. Army Air Force and was mer- 
chandising manager until his most re- 
cent promotion. 


Louisiana Power & Light Co. 


The rapid growth of the northern 
division of Louisiana Power & Light 
Co. has necessitated the appointment 
of J. W. Gaines, former division sales 
manager, as assistant to A. O. Evans, 
division manager. A. B. Paterson, Jr., 
replaces Mr. Gaines as division sales 
manager. 
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One of the first things they'll likely shell out for is a 
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Combining efficiency, econ- 
omy and comfort, Even-Heat 
Company's iron introduces all the important postwar 
features. A mold of special insulation directs the heat 
through a new type heat distributing element assuring 
perfect heat throughout the ultra smooth sole plate. The 
specially designed heating element—a new sturdier type 
—is made expressly for Even-Heat Company. Tests prove 
the lasting ‘‘complaint-free” quality of materials and con- 
struction and indicate phenomenal housewife acceptance. 


Entire ultra smooth sole plate evenly heated. 


dad 


Right or left h 





cord arr 9 t. 
Multiple position “comfort grip” handle. 


15 temperature variations by thumb control. 


Handy, natural.zest position with no loss of sole 
plate area. 


Low angle for work close to buttons and fasteners. 


Long narrow point for intricate pleats and frills. 


Attractive—sales stimulating package. 


110-120 volts—1000 watts. 


oy 





IEWIEN=IHIEATE CO) MUIPA NOY 


NATIONAL BANK BUILDING ° 


DETROIT 26, MICHIGAN 
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NEW POSITIONS 





Collman Manufacturing Corp. 


Paul N. Berner, former sales man- 
ager for Lovell Manufacturing Co., is 
now vice-president in charge of sales 
and advertising for the Collman Man- 
ufacturing Corp., Erie, Pa., manufac- 
turer of the Collman “58” electric 
shaver. Mr. Berner was head of Lov- 
ell’s electric wringer sales department 
for 13 years, leaving the company early 





PAUL N. BERNER 


in 1946 to organize his own wholesale 
firm on the Pacific Coast. He retired 
from his own company to set up the 
sales and distribution program for 
Collman. 


Admiral Corp. 


L. H. D. Baker, vice-president of 
the appliance division of Admiral 
Corp., recently announced the appoint- 
ment of William H. Sickinger as man- 
ager of the range division. Mr. Sick- 
inger was formerly in charge of range 
engineering for the company and 





W. H, SICKINGER 


earlier was manager of the range divi- 
sion of the Griswold Manufacturing 
Co., Erie, Pa. 


General Electric Co. 


General Electric Co. recently an- 
nounced through president Charles E. 
Wilson the formation of an affiliated 
manufacturing companies department 
with L. R. Boulware as general man- 
ager, E. J. Harrington as manufac- 
turing manager, and Roy W. Johnson 
as marketing manager. 

Mr. Boulware, a vice-president of 
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G-E, was formerly on Mr. Wilson's 
staff. Mr. Harrington has worked 
with Mr. Boulware since 1945. Dur. 
ing the war he was a vice-president of 
the Curtiss-Wright Corp. and pre 
viously had been a manufactur} 
executive and industrial engineer ang 
a general executive in the aircraft ang 
automotive fields. Until his new ap- 
pointment, Mr. Johnson was vice-presj- 
dent in charge of sales for Telechron, 
Inc., one of the affiliates. During the 
war he was director of the Facilities 
Bureau of the WPB. Prior to the war 
he was in marketing positions with 
Schick, Inc., with G-E from 1930 to 
1939. He has also been associated with 
several advertising agencies and de- 
partment stores. 

The affiliated companies under the 
new department include: Carboloy Co, 
Inc., General Electric X-Ray Corp, 
Hotpoint, Inc., Locke Insulator Corp, 
Monowatt Electric Corp., Telechron, 
Inc., and the Trumbull Electric Mfg. 
Co. 


Hartford Products Corp. 


Ray Von Culin has been appointed 
sales manager of the Hartford Prod- 





RAY VON CULIN 


ucts Corp according to an announce- 
ment by C. H. Newman, vice-president 
‘of the company. Mr. Von Culin, 
formerly eastern sales manager, joined 
the company in 1944 after service with 
the Air Transport Service. Prior to 
the war he spent eight years with 
E. I. DuPont de Nemours and Co. 


Garod Electronics Corp. 


James H. Hayes has been appointed 
New England district factory repre 
sentative for the Garod Electromics 
Corp’s line of radio and television 
products, according to Lou Silvers, 
sales manager. Mr. Hayes will operate 
from headquarters at 50 Waverly Ave. 
Newton, Mass. 


Solar Mfg. Corp. 


Leslie G. Thomas has been elected 
vice-president in charge of maml- 
facturing of Solar Manufacturing 
Corp., according to an announcement 
by Paul Hetenyi, president. Mr. 
Thomas was formerly vice-president 
and works manager of Internat 
Resistance Co., Philadelphia. 
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Have you seen the clock that GL 


Avene Telechron FIRsT. 

Now the smart electric alarm clock. 
Telalarm Jr., comes with a case, as 
well as a face, that glows in the dark. 
It’s fascinating to see how its cheery 
glow can add a friendly touch to a 
pitch-dark room. It’s a natural for 
children’s rooms, breaking up the 
darkness as it does. It will be wel- 


comed by the entire family as a little 


THE FIRST AND FAVORITE ELECTRIC CLOCK 


“night light,” as well as a clock. And 


you can “tell” time through the night. 


By day Telalarm Jr. is a handsome 
little clock in a rich, ivory-colored 
plastic case. It’s a dependable elec- 
tric clock with the exclusive control- 
a-tone alarm that can be regulated 
low or loud, and the self-starting 
Telechron motor that never needs 


winding, oiling or regulating. 
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in the dark? 


© TELALARM JR.— 7H135LP 
with luminous case and dial. To $550 


retail at approximately . 


Plus Tax 


TELECHRON INC. e ASHLAND, MASS. 
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ToDAY’'s ProFiTt AND LASTING SUCCESS 
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Ome in these ait 


Here’s the air circulator with the widest possible 
appeal! No limitations on the market—practically 
every segment is a prospect. Smartly styled, new 
and different in appearance yet desirable in any 
surroundings, widely advertised — Vornadofan is 
as ideal in the home as in the factory, in offices as 
in auditoriums. See your distributor now. Get your 
requirements placed. Then display and offer the 
air circulator that’s upset all previous standards 
of fan measurement. 
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@ Guaranteed b > 
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Hoskins Manufacturing Co. 


The Hoskins Manufacturing Co., 
Detroit, has announced the appoint- 
ment of W. H. Brown as assistant 
general manager and A. E. Little as 
assistant sales manager. Mr. Brown 
joined the company in 1939 after four 
years with Ford Motor Co. Prior to 
his advancement at Hoskins he was in 
charge of production and employee 
relations. Mr. Little is a former 
Westinghouse employee who joined 
Hoskins in 1945 after three years of 
wartime Naval service. 


Colonial Radio Corp. 


Louis S. Kimball, general manager 
of the fluorescent fixture division of 
Sylvania Electric Products, Inc., has 
been elected vice-president in charge 
of operations of the Colonial Radio 
Corp., Sylvania subsidiary, according 
to Allen H. Gardner, president. Mr. 








gOS 





L. S. KIMBALL 





Kimball joined Sylvania in 1942 as 
manager of the fluorescent fixture 
plant in Ipswich, Mass.; in 1942 he 
was put in charge of manufacturing 
for the fixture division; and was made 
general manager of the fixture divi- 
sion in 1945. Previously he had been 
general sales manager of the New 
England Frigidaire division of General 
Motors. 


Electronic Corp. of America 


As a result of the recent resignation 
of Garrard Mountjoy from the presi- 
dency of the Electronic Corp. of 
America, Samuel Novick, former 
board chairman, has resumed his old 
position as president and John J. Sit- 
tig, president of the First Colony Corp., 
has been elected chairman of the 
board. Mr. Mountjoy announced that 
he would devote his full time to his 
work as a consulting engineer to the 
radio industry. “The willingness of 
Mr. Novick to resume the presidency 
of the company makes it possible for 
me again to take up my consulting 
work along with a group of associ- 
ates,” said Mr. Mountjoy. In a state- 
ment en his new association with the 
firm, Mr. Sittig declared that the 
corporation will embark on an aggres- 
sive program to remove excessive 
distribution costs in the current swing 
to a buyer’s market. 
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TIME subscriber #5-35-ZR, Mr. Dempsey 
Berryhill, owns this San Antonio, Texas, home 
pictured in Architectural Forum’s book of out- 
standing small houses. 
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} ‘ere “i wa * % ¥ 
I in ’ 


Architect: Adams & Adams Photo: Harvey Patteson 


THE THINGS YOU MAKE s4oudd/ be Displayed 
IN THE SHOW-ROOM HOMES of the Nation 














_ HOOK-UP with sales all across the country when you 
sell electrical appliances first to the TIME-reading owners 
of looked-into, looked-up-to homes like Mr. Berryhill’s. 


ELECTRIC KITCHEN AIDS 


for instance 
For TIME subscribers represent a big home appliance market. 


With incomes double the U. S. family average, they can afford 
to buy for quality, buy more than one major appliance at a 
time, renew equipment often. And more than that... 


For small appliances, as for major equipment, figures 
on TIME family ownership are much higher than 
those on ownership among all U. S. urban families. 
Examples: electric toasters—89.2% as against 65% 


. . ie ... electric mixers—46.4 ainst 19%. 
They are your best introduction to other markets. TIME families ecg 


set living and buying standards for their friends and neighbors. 
Your trade-mark on the appliances TiME-readers choose is a 


NOTE: These statistics are taken from a recently completed 
study showing the ownership of major electrical appliances 
(including prices paid and brands bought) by all U. S. 





strong recommendation to millions of families who follow the 


urban families and by Time-reading families. We will be 
example of TIME homes everywhere. 


glad to send you a copy. 
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Philco Corp, 


William MacMurtrie, a Philco em- 
ployee since 1935, has been named 
general purchasing agent of the cor- 





W. MacMURTRIE 





THE MASTER "84" 


Almost a complete kitchen in itself 
—two large sink bowls . . . double 
drainboard .. . rubber-covered wire 
dish rack . . . built-in bread board 
. .. Spacious cupboards ... and 
plenty of drawer and shelf room. 


poration, according to an announce- 
ment by William Balderston, executive 
vice-president. -Raymond A. Boyce, 
former general purchasing agent, has 
been advanced to director of purchases 
and will concentrate on over-all plan- 
ning and general administrative work. 


Easy Washing Machine Corp. 


William R. Dunn has been ap- 
pointed traffic manager for the Easy 
Washing Machine Corp., according to 


@ She'll buy beauty, but with a sharp eye for 

handy advantages and dependable quality. 
Shirley gives her all of them! 

Shirley’s wide, tumbler deck 


provides a convenient, safe She’ll rave about these beautiful Shirley sink 
edge for setting glasses. ynits . . . look twice at such big sink bowls 
ttles or small dishes out P ° F . 

of the way of otherdisheson of gleaming porcelain . . . realize their large 

he Pees, drainboards have plenty of dish room . . . know 
by the “feel” that such easy-opening doors and 
drawers will work as smoothly and silently years 
afterwards. 


tmz 





Efficcent f 


Linoleum-lined cutlery draw- 
er is partitioned for easy, 
sanitary storing of silver- 
ware. Non-ferrous metal 
covered runners always in- 
sure easy-sliding action for 
all cabinet drawers, 


One look at Shirley’s convenient and beauti- 
ful matching cabinet units . . . an inquiry about 
Shirley’s reasonable price—and she’s convinced 


... it’s Shirley—her best buy! 


Ask your jobber to explain Shirley’s liberal 
profit plan . . . show you how easy it is to plan, 
order, stock and sell Shirley! Or, write for name 
of your distributor . . . get full details. 


SHIRLEY CORPORATION - INDIANAPOLIS 2, IND. 





WILLIAM R, DUNN 


a recent announcement by H. Paul 
Nelligan, president. Mr. Dunn, former 
assistant traffic manager at Carrier 
Corp., succeeds the late George Far- 
rell. Earlier, Mr. Dunn was employed 
for nine years by the New York Cen- 
tral Railroad in the freight traffic 
department. - 





STEEL KITCHEN CABINETS 
PORCELAIN STEEL SINKS 


COPYRIGHT, 1947, SHIRLEY CORPS., INDIANAPOLIS 


Wayne Home Equipment Co., Inc. 


Ralph B. Edwards is the recently 
appointed manager of the southeastern 
division of Wayne Home Equipment 
Co., Inc., Fort Wayne, Ind., as an- 
nounced by B. G. Duer, vice-presi- 
dent in charge of sales. Mr. Edwards 
was formerly associated with Delco 
and Decatur Pump Co., joining Wayne 
t in 1944 as southern service manager. 
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Moral: Get lilt 


DISPLAY COMPANION ADVERTISED PRODUCTS 


andpickup EXTRA PROFITS | 


ELECTRICAL MERCHANDISING—FEBRUARY 1, 1947 


PAGE 161 





LIGHTS THE 
WAY TO 
BIGGER SALES! 


on 


AVAILABLE THROUGH 




















WASHING, RINSING 
__DAMP-DRYING 








FACTORY TOUR: Personnel of Gross Distributors, Inc., New York, examine a Black- 
stone automatic washer on their recent tour of the Blackstone Corp. plant. Left to 
right: W. Leutz, service manager, and R. Gross, both of Gross Distributors; J. E. 
Peters, Blackstone advertising manager; and B. Gates, sales manager, and George 


Hart of Gross, 








DISTRIBUTOR NEWS 








CALIFORNIA 


Having decided to go into business 
for himself, Charles S. Shryock, for- 
merly representative for Columbia 
Steel Co., has opened his own wholesale 
business. It operates under the name 
of Electrical Distributors, Inc., and is 
to be found at 1314 Glendale Blvd., Los 
Angeles. 

Century Distributing Co.’s faith that 
“America is going steadily ahead in- 
dustrially” is evidenced by the firm’s 
recent sizable expansion. A new 
building comprising more than 40,000 
sq. ft. of management and display space 
has gone up in Los Angeles, to further 
the sale of Emerson radios and floor 
covering lines. The grand opening 
was held a while ago for officials of 
the firms whose lines are handled by 


Century, as well as for focal leaders 
in the business field. 


FLORIDA 


More complete coverage of the state 
of Florida is being effected by Major 
Appliances, Inc., heretofore confined 
to the Miami area. Two complete 
branches have been completed, one at 
536 E. 4th St., Jacksonville, and the 
other at 419 Ellamae St., Tampa. Some 
of the lines handled are American Cen- 
tral kitchens, Amana home freezers, 
Easy washers, Electromaster ranges. 


GEORGIA 


Into a brand new building moved 
the Georgia Appliance Co. of Atlanta. 
The radio and appliance distributors 














ni 


PLENTY OF WITNESSES were on hand when C. L. Carper, president of the Sidles 
Co., Omaha, signed the contract which made his firm one of the first Chrysler Airtemp 
Metropolitan Four-Star Dealers. The agreement provides that Sidles serve both as 
Airtemp dealer in Omaha and distributor for associate dealers in eastern Nebraska 
and western lowa. Seated beside Mr. Carper is Victor L. Toft, vice-president and 
general manager. Standing are, left to right: F. E. Prawl, manager of the firm's air 
conditioning division; Harry B. Sidles, vice-president and treasurer; and W. S. 
Moellering, regional coordinator for Chrysler Airtemp. - 








PAGE 162 FEBRUARY 1, 1947—ELECTRICAL MERCHANDISING EL 








ders 


state 
ajor 
fined 
plete 
ie at 

the 
ome 
Cen- 
zers, 


ges. 


oved 
anta. 
1tors 


idles 


t+emp 
th as 
raska 
t and 
's air 


NV. S. 

















& 


Foe atten eoeemamemesne 





MRRERARKMAKKARKARRE aise 


ae as Tt eae ——— . = 





aR 


* : - ig 4 PS 4 id 
il an RN a i HMR AK Wig cm mM KA Ka nb Kit AX IRIER PRED OOD I 


& 
=. 


ey 


ie 


[ape Oe ene ee SOR aes die Race ati. 


Ps 
ARAB A OSH RR AM eae, ake 


~ Aunt Hannah 


SOx JOGO ROCIO I IOI IR NMR MR RAMAN KA KER CE RARCS AOR FERRARA EH EP EEN RR Ow 








re 
* es 


Racy 





ee, 





= used to feel sorry for people like 
Aunt Hannah. 


A maiden lady, and no longer young, her 
kind once knew a world no bigger than 
the view from her front porch. 


Not any more. Aunt Hannah gets around. 
She has a car of her own and the cat can 
have the rocker. 


So Aunt Hannah can get down to your dis- 
play of radios, refrigerators, electric ranges 
or what have you— perhaps with a married 
niece or two in need of many appliances. 


It may be that Aunt Hannah is one of more 
than 200,000 women who are stockholders 
in General Motors. If so, she not only helped 
move herself out into the world —she also 
helped make things easier for women 
every where. 


For all the fine, economical GM 





household appliances grew almost entirely 
out of General Motors’ past earnings. 


Progress was no gift — it was bought by 
plowing back profits, in steady effort to pro- 
duce more and better things for more people. 


From this progress have come such benefits 
as more freedom from the kitchen and house- 
hold tasks — easy shopping far from home — 
thousands of jobs—fat pay envelopes that 


(jeneRat [Motors 


“MORE AND BETTER THINGS FOR MORE PEOPLE” 


Vie Peetile bragle 


atin te Gutintéd Cc0gb tte 






















enable people to buy your products. 


You know how successful merchandising 
depends on women getting down to shop. 


You know, too, how a prospering dealer in 
any line spends money in his town — and 
how closely his prosperity is linked to pros- 
perity in a nation-wide business such as 
General Motors. 


In short, Aunt Hannah’s move from 
the front-porch rocker has demon- 
strated how greatly all the people 
profit when a business prospers. 


On the Air: HENRY J. TAYLOR, Monday and Friday 
evenings, over more than 300 Mutual stations, 
coast to coast. Hear him! 


CHEVROLET - PONTIAC * OLDSMOBILE + BUICK * CADILLAC > BODY BY FISHER « FRIGIDAIRE* DELCO - Gmc TRUCK & COACH>GM DIESEL* UNITED MOTORS SERVICE-AC SPARK PLUGS 
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DISTRIBUTOR NEWS| 





have moved to 1405 Spring St., N. W., 
forsaking 553 Whitehall St. S. W. 
The new home is a one-story modern 
design building with 16,500 sq. ft. of 
floor space, and with a modernistic 
front of stucco and aluminum. 


MARYLAND 


Mid-Atlantic Appliance Distributors, 
wholesale distributors of Bendix radios 
in Washington and Baltimore, have a 
new general sales manager in A. J. 
McGettrick, according to Samuel Co- 














Your MORTON Dealer Franchise < 
Is ‘Buyers’ Market” Insurance | py yeni 





So many good things are still scarce that your customers well hen, co-owner of the firm. Mr. MeGet- 

agi trick was, until recently, sales manager 

understand the reasons for shortages—priorities, lack of steel, and of the company’s Baltimore operations. 

all the difficulties that have slowed up production everywhere. | Just prior to the war he was sales 

. manager for Southern Wholesalers, 

It has been a sellers’ market; but people prefer to wait, whenever Inc., of Baltimore. 
possible, for their choice of kitchen improvement units, instead of 
‘ . . ¢ MASSACHUSETTS = 

buying another type because it may be available earlier. The test 

of salability on any line will come when all lines are in full sup- In Boston, Howard Jacobson, gen- 

‘ eral manager of the appliance division 

ply—when we have a buyers’ market. of Bigelow & Dowse Co., distributor 

Site . of Farnsworth products in New Hamp- 

Your MORTON Franchise is Buyers’ Market Insurance, because dhive and eastern Massachusetts, has 

it gives you so many competitive advantages. Here are a few: announced the appointment of Oscar 


A. Chevrefils as representative to 
cover the state of New Hampshire. Mr. 
Chevrefils is backed by 20 years of 

experience in the merchandising of : 
2 New features of exceptional customer appeal: sliding glass radios and appliances. Coc 
doors . . . fluorescent lighting . . . contour front design . . . ’ Gre 


beauty and flexibility of arrangement. 


1 Top styling, matched with step-saving utility. 





nev 
3 The MORTON “Unit Sales” Plan . . . the most practical and 
popular program of kitchen modernization. 





4 Selective distribution, for your protection against unneces- 
sary competition. 


5 A compact line of 8 basic models . . . lower investment and 
handling charges . . . rapid turnover. 


Although our production to date has been far below our estimates 
and our potential capacity, it has been allotted fairly and impar- 
tially to our distributors and dealers. It always will be. We regret 
the unavoidable delays that have prevented larger deliveries to 
you and appreciate your patience and understanding. 





TROPICAL CHILL: Charles Cummings, 
° sales manager for R. A. Howe & Co., 
Manufacluing Company Hawaiian distributor for Deepfreeze 
home freezers, points out the Deepfreeze 

General Offices: 5125 West Lake St., Chicago 44, Illinois advantages to an interested group who 


attended the recent three-day industrial 
exposition at the University of Hawaii. 
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Codperative advertising dollars do a more effective job in the 
Great Chicago Market when they are earmarked for the Tribune's 
new Plan. Under this Plan— 


EACH DEALER GETS: 


1. Selective coverage of his local market 
2. Prominent display of his name and lccation 
3. The low rate of just 2c a line! 


1. Better identification of your local outlets 
2. Enthusiastic dealer support 
3. Advertising that pays off right away! 


Tribune families tell us that they will 
spend $263,000,000 for home appli- 
ances the first year they are available. 
This is 63.4% of the total indicated 
volume in the Great Chicago Market. 
No other medium covers this staggering 
potential so effectively. Tribune rates 
per line per 100,000 circulation are 
among the lowest in America, 





Chicago Tribune 
The Worlds Greatest Newspaper 


November average net paid total circulation: 
Daily, over 1,080,000; Sunday, over 1,500,000 


the Chicago Tribune's 
new Cooperative 
Advertising Plan 


The Plan gives every dealer the benefits of an advertising cam- 
paign that reaches prospects in his own area. . . will help you 
penetrate more deeply the Great Chicago Market, a market so 
vast that it can take all or the greater part of your production. 

Offering the Plan to home appliance manufacturers is another 
step on the part of the Tribune that will help you to profit by the 
significant marketing data revealed in the Tribune’s Durable Goods 
Study among consumers and dealers. In this Study you'll find one 
of the most comprehensive and useful market analyses ever made. 

To learn more about the Codperative Advertising Plan and the 
Durable Goods Study, get in touch with your nearest Tribune rep- 
resentative, as shown below. 


H. N. King, Chicago Tribune 
810 Tribune Tower, Chicago 11 


E. P. Struhsacker, Chicago Tribune 
220 E. 42nd St., New York City 17 
Fitzpatrick and Chamberlin 

155 Montgomery St., San Francisco 4 


W. E. Bates, Chicago Tribune 
Penobscot Building, Detroit 26 


MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC., FIRST 3 MARKETS GROUP, AND METROPOLITAN SUNDAY NEWSPAPERS, INC, 
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REG. U.S. PAT OFF 


Consumer accepted! Nationally advertised! 


IMPRESSIVE 1947 NATIONAL ADVERTISING IN COLOR 


Good Housekeeping 


oshniilod Ladies’ Home Journal 


in Better Homes and Gardens 
American Home — and others 


L Retails 9.95 


Slightly higher, Zone 2 


THE i'RON THA T HAS 


EVERY pul ADVANTAGE 
—— 


Right Weight: 3% Ibs. « Accurate Temperature Control Selector 
¢ Automatic Conduction Type Thermostat « Nickel Chrome 
Heating Element + Special Hard Alloy Sole Plate *« Comfort- 
Grip, Cool Plastic Handle « Extra Large Beveled Edge + Perma- 
nently Attached Cord, Side-Mounted «+ Tilt-Up Heel Rest 
Guaranteed for one year * Approved by Underwriters’ Laboratories 
AC Current, 1000 Watts, 110/120 Volts 


CENTURY PRECISION WORKS, INC. + 503-507 WEST Séth STREET, NEW YORK 19, WN. Y. 
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FAMOUS NAMES are prominently displayed on the wall of the new Detroit home 
of the Radio Distributing Co. The building has 22,000 square feet of floor space. 
The company has its own railroad siding and plenty of room for expansion. 








DISTRIBUTOR NEWS 





Bruce L. Rackliffe is the recently 
appointed sales representative in west- 
ern Massachusetts for the Rackliffe 
Distributing Co., division of the Rack- 
liffe Oil Co., which has offices in New 
Britain, Conn. Mr. Rackliffe plans 
to move his headquarters to the Spring- 
field area. He spent six years with 
Rackliffe before the war. 


MISSOURI 


A lease has been acquired by the 
Artophone Corp., St. Louis distribu- 
tors of radios and appliances, on a six- 
story and basement building at the 
corner of Broadway and Warren. The 
structure contains something like 80,- 
000 sq. ft. of floor space. 








PORTICO AND PEDIGREE: The re- 
cently opened (EM, Dec. |, '46) Wil- 
liams & Shelton Co. will do things in 
style. The columns you see here will 
stand, but behind them is an up-to- 
date appliance distributing concern. 
When the Charlotte, N. C., mansion 
was built by the Williams family, it 
was in the heart of the residential 
district; it is now in the heart of the 
business district. The other picture, 
taken when the firm opened its doors 
to dealers of North and South Caro- 
lina, shows C. A. Williams, Jr., presi- 
dent, and J. Lauer Williams, vice- 
president, greeting said dealers over 
radio station WSOC. 
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Harvey Frohlichstein has withdrawn 
from the Schwander Appliance Co. and 
now announces the formation of a new 
firm known as the ARA Distributing 
Co. (America’s Recognized Appli- 
ances) to handle Crosley products and 
other lines, with temporary quarters 
at 3920 Olive St. St. Louis. Jack 
Leighner, Ralph Fridley, Roy Benson, 
Ken Morrison and “Pug” Pagliara 
are other members of the firm. 


NEW ‘YORK 


New appointments at Bruno-New 
York, metropolitan distributors, have 
been made known by Gerald O. Kaye, 
general sales manager. Sid Pressler is 
the new manager of the Radio Parts 
Department, which is run on a self- 
service basis. Richard Harris is 
assistant to Phil Silverman, RCA Vic- 
tor record department manager; and 
David Oreck is assistant to Dave Wag- 
man, RCA Victor radio and television 
sales manager. 


OHIO 


New sales manager oi the Joseph 
B. Smith Co., wholesalers of appliances 
in Toledo, is James P. Printy. - The 
firm has been incorporated with capital 
stock of 200 shares, p. v. $250 each, 
to take care of expanded operations. 
Joseph B. Smith is president and treas- 
urer; C. G. Smith is vice-president, 
and H. J. Bramble is secretary. 

Al Hazelwood has joined Toledo 
Appliances, Inc., Toledo. He is new 
sales representative, covering the 
northwestern Ohio territory. 

According to Tom Mason, sales 
manager, Sim Schoonover has been 
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Today’s freezér Market is steadily becoming 
a more competitive. Buyers are demanding the 
; utmost in quality, economy and trouble-free 
Pies service. You will sell more freezers, make greater 
o WM, profits by featuring Whiting Home Freezers, for 
. = fv only Whiting offers all these important advantages? 
ng * 
li- 
nd WHITING offers EIGHT OUTSTANDING SALES FEATURES 
a omers 
ck 
yn, 
ira CONVENIENT _; cea! family size. Square cornered design snugly CLEAN —Eliminates 98% of the usual condensation—banishes 
stores frozen food packages without wasted space. messy “sweating” and frosting. 
RUSTPROOF —Ekantire free tproofed th hout—includi 
QUIET_N. buzz, whirr, or vibration ... quiet as your kitchen re- sturdy hardware mad Sides ia Pe ee eo 
ew frigerator. 
ve RELIABLE — Heavily insulated with 4'-5’’ Fiberglas—maintains 
ye, SIMPLE —No gauges, lights, levers or gadgets to get out of order. constant zero temperature. “Packaged Power” unit replaced in 20 
is minutes. 
Ps SAFE _ Requires only 8 to 14 ounces of odorless, tasteless, non- WARRANTED — Backed by 62-year international reputation of 
is toxic refrigerant. the famed Whiting Corporation. 
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1 Leo) >) 3 Se Py de lele) MODEL F-1000 


Spacious 11 cu. ft. capacity of approx. 385 lbs 
by a ', hp. removable “Packaged Power’’ 


Heavily insulated with 4’ to 5’ Fiberglas 


Powered Convenient 4 cu. ft. capacity of approx. 165.lbs. Powered by 
PE 


sealed unit removable ‘‘Packaged Power"’ sealed unit. Insulated with 4” to 
Thermostati 5°’ Fiberglas. Thermostatic control maintains constant zero 


cally controlled to maintain constant zero temperature temperature. Extra large condenser surface eliminates fan or 


noqncanner 





























additional cooling devices 
























Lane FIRST NATIONAL BANK BUILDING, CHICAGO 3, ILLINOIS. 


ING ELECTRICAL MERCHANDISING—FEBRUARY 1, 1947 PAGE 167 











A New and Revolutionary Idea 
in Needle Design, Construction and Performance 


’ “Ae,. 
... with the ut Yo, 


Nylon Cushioned Jewel Tip! 


Nylon knee absorbs distracting nee- 
dle scratch and surface noises. 


a | 
ee 


Nylon knee absorbs vertical 
shocks caused by the pinch 





“Knee-action” permits jewel tip to 
ride record groove in a gentle, float- 
ing motion. 


Floating action of nylon knee im- 








$350 








A revolutionary nylon knee 
7 that produces a floating “knee- 
action” which absorbs and re- 
duces needle scratch and sur- 


face noises and prolongs record 
life. 


A top quality, hand-polished 
sapphire jewel tip, precision- 
machined to an extremely close 
tolerance to assure consistency 
of product and the complete 
satisfaction of discriminating 








DISTRIBUTOR NEWS | 





proves needle tracking at both low 
and high frequencies. 


* Self-damping property of nylon knee 
reduces harmonic distortion. 


effect of the record grooves; 
it levels out horizontal shocks 
of needle “bounce.” Nylon 
“knee-action” creates a gentle, 


music lovers, 


3: light-weight, great-strength 


aluminum shaft that fits se- 


floating needle ride—in effect 
like the smooth ride of the 


Nylon knee creates vertical cam ac- 
tion of the tip which eliminates 
groove slapping. modern motor car. 


FOR MUSIC LOVERS...FOR INCREASED SALES 


Protects valuable records from unnecessary wear . . . gives greater effective- 
ness to the superior playing qualities of the jewel tip... virtually elimi- 
nates breakage of sapphire tip by accidental dropping . . . greatly lengthens 
needle life... produces a pleasing, harmonious tonal balance... yields a 
minimum of needle talk ... delivers a remarkably authentic record repro- 
duction, 


Nationally Advertised! 
Watch for national advertising for the Webster Nylon Phonograph Needle. 
And ask your distributor for free advertising cooperation. 





7 Presented by the Makers of 
C 







LS 











WEBSTER RECORD CHANGER 4 
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WEBSTER 


curely in the pickup without 
danger of twisting or loosening. 











A DISTINCTIVE JEWEL CASE FOR 
THE INDIVIDUAL WEBSTER NEEDLE 


You'll like this completely 
different, vest-pocket size 
jewel case, smartly styled of 
lustrous, clear plastic. A 
compact container for pock- 
et or purse. And a handy, 
permanent case in which to 
keep an extra needle. 


CHICAGO 


5610 Bloomingdale Avenue, Chicago 39 


Now ...as always... Webster means finer record reproduction 
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named small electric appliance and 
housewares specialist for Ohio Ap- 
pliances, Inc., Cincinnati. 


PENNSYLVANIA 


Samuel Prescott is the new general 
office manager, credit manager and 
controller of Jules Alexander, Inc., 





SAMUEL PRESCOTT 


distributors of Crosley products in 
Harrisburg. The appointment was 
made by Jules Alexander, president of 
the firm. 

The first week of January marked 
the celebration of 25 years of service 
to electrical supply dealers by the 
Keps Electric Co. of Pittsburgh. Prog- 
ress allowed the firm to celebrate in 
grand style in its ultra-modern show- 
rooms and offices at 638 Grant St., 
which are a far cry from the second 
floor single showroom and office com- 
bination back in 1921. Now Keps Elec- 
tric takes in three complete buildings, 
part of a fourth and a North Side 
warehouse. Edward J. Kelsky, presi- 
dent and founder can remember when 
fixtures came in parts, and you had 
to dig into different bins until you 
collected enough parts to put them 
together. In fact, you didn’t even do 
the assembling—it was left to the 
contractor. The firm moved to its pres- 
ent quarters in 1926. Lines handled 
are Admiral, Speed Queen, Cadillac, 
Kent, ‘Sunbeam and Sperti. 











EA i“ be 


MENASCO'S 100,000th MITE: John C. 
Lee, president of the Menasco Manufac- 
turing Co., checks the serial number on 
the 100,000th Electro-mite portable 
washer at the plant in Burbank, Calif. 
According to Mr. Lee, the 1947 produc- 
tion schedule is being stepped up to 
meet increasing demands for the washer. 
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This electrical, action dis- 
play for your counter, 
showcase or window 


graphically ‘illustrates (in 
Color) Fresher Zone ab- 
sorbing food odors in a 
miniature refrigerator. Dis- 
play measures 11 in. wide 
x 16 in. high. Costs you 


nothing with Deal No. 11. € ° R Y Q U fs 


~ FRESHER ZONES 
. Gre Ecay te S800! 


* Include a Fresher Zone with each 
new refrigerator. 










































2 % Sell Fresher Zone thru your service 

men — 20 million old boxes need 
“ Fresher Zone. 
" %& Use Fresher Zone as a canvassing a. ‘ 
:. item. @ an item that keeps your customers coming back for replacements 
n % Sell Fresher Zone for Deep Freeze —that has the quality and dependability that builds good will for 
d and Commercial Units. z 
= your store as well as steady repeat business. 

NATIONAL ADVERTISING . 

* THRU 1947 @ an item that’s easy to handle and to sell—no red tape, no contracts or 
ne First 2 color half page restrictions — attractive packaging and point-of-sale display material to help 
- in Saturday Evening build business. 
¢, Post appears May 17th 


@ an item that makes you maximum profit— manufactured by an AAA1 
Organization with low overhead and clean-cut wholesaler-to-retailer set-up 
that keeps costs down and gives you all there is in it. 


ASK YOUR WHOLESALER ABOUT CHAMPION LAMPS 

















Cretan 
~@ 





















































THE PRESCO COMPANY 


1101-M MULBERRY ST. 
KANSAS CITY 7, MISSOURI 
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: Tackaged-in-Glass 
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THIS NEW DISCOVERY spells the end of tank 
rust that ruins clean laundry, of corrosion 
dirt that soils the bath and stains the fix- 
tures. Your customers will feel like cheer- 
ing the 
SMITHway WATER HEATER 
IT CANNOT RUST! Under any water —_— a, 
condition, the tank of this truly 
modern automatic water heater 4 
will not rust or corrode. The rea- —_ 
son is simple: It’s glass-fused-to- 
steel... mirror-smooth and 
sparkling blue! 
Yet this is only one feature of 
many—including a smooth, beau- 
tiful design that has set the new 
postwar style. 
There’s Only ONE 
“PERMAGLAS” 
A GREAT AID TO SALES . 
The Permaglas Water Heater has ' 
a rust-resistant tank of mirror- 
_ smooth glass-fused-to-steel. And ~ 
only the “Permaglas” gives you all 
the features every homeowner 
wants in an all-modern water 
heater. Gas or electric. “a 
Discover all the facts today. Ask the A. O. Smith 
office nearest you for "The Inside Story of Permaglas.” 
HOT WATER ‘“‘Packaged-in-Glass’’ 
Guardian of the Nation’s Health 
Corporation 
NEW YORK 17 * ATLANTA 3 * CHICAGO 4 * HOUSTON 2 °* SEATTLE 1 
LOS ANGELES 14 * INTERNATIONAL DIVISION: MILWAUKEE 1 
Licensee in Canada: JOHN INGLUS CO,, LIMITED 
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WHEN YOU SEE a mob scene, you can be sure it's either Hollywood or an ap- 
pliance store. The above is both. More than 2500 people’ piled into the Broadway- 
Hollywood, Calif., for the opening of the department store's 2,956 square foot 
appliance and housewares department. 
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Hale Bros. Opens Radio 
and Appliance Annex 


Hale Bros. opened their new radio 
and appliance store at 13th and K 
Streets, Sacramento, recently as one 
phase of an expansion plan which in- 
cludes the addition of other stores in 
northern California. The three-story 
building is air-conditioned and con- 
tains, on the first floor, radio and 
record rooms, a model laundry, and 
two model kitchens. There are sepa- 
rate sections for refrigerators, stoves, 
vacuum cleaners and sewing machines. 
The store features an auditorium seat- 
ing 135. Ed Berick is manager. 


Strouss-Hirshberg Appliance 
Store to Open in February 


Strouss - Hirshberg, Youngstown, 
Ohio, department store, recently an- 
nounced plans to open its new branch 
store at 2612 Market St., sometime 
in February. The new outlet is de- 
scribed as the “first working model 
store” in the city for home appliances. 
A complete working sample kitchen 
and laundry will be erected in one 
section and washers, ironers, ranges, 
and other appliances will be in opera- 
tion. Merchandise will include a com- 
plete line of major and small appli- 
ances and records. Physical attributes 
will include a terra cotta front, angled 
plate glass windows, and customer 
parking facilities. 


Ginsberg's Sets Up Second 
Floor Radio Department 


Unable to build an eighth floor addi- 
tion to seven story structure in Des 
Moines, Ia., the Ginsberg Furniture 
Store has announced that it is tearing 
up its second floor and remodeling it 
to make room for an expanded radio 
department. Progress on construction 
is reported to the public in newspaper 
ads. The new department, to be en- 
tirely self-service, is described as 
Iowa’s most complete radio and phono- 
graph and record department, “New as 
Tomorrow.” 


FEBRUARY I, 


Allen Co. Plans Appliance 
Section in New Store 


The recently-organized J. J. Allen 
Co., Inc., has purchased a three-story 
building at 608 William St., Buffalo. 
N. Y., where it will open a general de- 
partment store handling electrical ap- 
pliances. The store will be the first 
of a chain planned for various sections 
of the country. The company, spon- 
sored by the National Negro 
Economic Foundation, purchased the 
property for $50,000 from William H. 
Chur, former president and treasurer 
of the Siegrist Furniture Co. 


Kerr's Devotes 3,000 Feet 
to New Appliance Department 


Kerr’s, Inc., Oklahoma City, Okla- 
homa, has announced plans for the 
opening of a large major appliance 
department occupying some 3,000 
square feet in the downstairs store. 
Charles H. Fry has been named as 
buyer-manager. Westinghouse appli- 
ances will be featured. 


Niagara Furniture 
Opens New Store 


The Niagara Furniture Co. 
Niagara Falls, N. Y.,-recently opened 
a new store at 1705-1707 Pine Ave. 
with a complete line of electrical ap- 
pliances. The new outlet is housed in 
a three-story building with 15,000 
square feet of floor space. The com- 
pany is owned and operated by Bar- 
ney Blumoff, Gordon Stacey, Edward 
D. Miller, and Dominic Falcone. 


Edwards Adds Sunshine Shop 
to Home Appliance Center 


E. W. Edwards & Son, Syracuse, 
New York, department store, has 
opened a Sunshine Shop in its home 
appliance center for the merchandis- 
ing of famous brand sun lamps and 
equipment. Demonstrations are offered 
without charge. Lamps featured in- 
clude Sun-Kraft, Westinghouse and 
Sperti. 
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THE MEN WHO SELL THESE FAMOUS BRANDS 
AND CASH IN ON THE “CP” PROGRAM 


Ask your manufacturers’ local sales representatives 
how the “CP” program will help you move higher 








grade, profit-building, famous brand automatic gas A-B « CALORIC + DETROIT JEWEL 
ranges off your floor in volume to the 2 out of 3 of 
la- — ee ESTATE HEATROLA + GAFFERS & SATTLER 
the . e 
7 Find out why the “CP” trademark of the Gas 
- Appliance Manufacturers Association (GAMA) is GARLAND - GLENWOOD - GRAND 
hi your customers’ double assurance that the brand , 
re name automatic gas ranges they buy meet rigid high HARDWICK + MAGIC CHEF - MOORE'S 


iE. convenience and performance standards set by 
GAMA on recommendations of leading gas range 
manufacturers, gas utilities, home economists and 


OCCIDENTAL + O'KEEFE & MERRITT 














cooking experts. QUALITY - ROPER + SGE-ACORN 
Learn how to cash in on the 10 million dollar 
utility and manufacturer advertising campaigns SGE-ORIOLE - SPARK - TAPPAN - UNIVERSAL 

°0., that are preselling your customers for you. ““CP” 
ed is the only unbiased buying guide of its kind in the WEDGEWOOD - WESTERN HOLLY 
ve. major appliance field and the soundest selling idea 
= you can tie into. Here is the greatest profit oppor- In Canada — CLARE BROS. + MOFFAT 
00 tunity in major appliance history. 
4, ‘ 
if- 
rd Get full details today from the representatives of the manufacturers’ lines you handle, or write 

" Gas Appliance Manufacturers Association, 60 East 42nd Street, New York 17, N. Y. 

GAS THE WONDER FLAME FOR AUTOMATIC COOKING 
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The market is ripe, the product is right and the 
sales program is ready! Together, they comprise 
an unbeatable combination that assures you of 
increased appliance profits all year long. So act 














A rich market! 


Ventilating fan sales in 1946 were twice what they were in ’45. 
Demand for healthful, comfortable ventilation—in homes, stores, 
factories and public buildings—is growing greater every day. 
Already, it has created a major, high-profit market right in your 
own back yard! 


A proved product! 


Noiseless, completely automatic Silent Breeze Ventilating Fans 
aré ruggedly built by a long-established manufacturer . . . are 
performance-proved in thousands of installations. They provide 
summer-time comfort-cooling for the whole house or place of 
business in a matter of minutes . . . keep the air fresh as June all 
winter long! 


A powerful selling program! 


Silent Breeze Deferred Payment Plan enables customers to “order 
today, start payments in May.” Dealer newspaper advertising 
campaigns promote winter and summer selling. Nationally ad- 
vertised in leading magazines the year around. Variety of sales 
promotional aids and comprehensive, 48-page Selection and 


Installation Manual furnished every dealer. 


TING FANS 


VENTILA 


now ... write or wire today for full information “ aie” 


on Silent Breeze Ventilating Fans! 


HOLCOMB & HOKE MFG. CO., INC. 


‘TiLation PLUS 


1549 Van Buren Street + Indianapolis 7, Indiana 
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THE CONLON GLIDE: No new dance 
step, the Conlon ironer glide movement 
is a feature of the new 1947 Conlon ironer 
which Stanley Reinherz (left), major ap- 
pliance buyer for Goldblatt's, Chicago, 
is studying with Roy Andree (center fore- 
ground), general sales manager, and |. N. 
Merritt (right), vice-president and gen- 
eral manager of Conlon, at the American 
Washer and lroner Association meeting. 
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Frost Promoted to 
Amber Appliance Post 


Lewis J. Frost, an assistant manager 
with the Amber Furniture Co., Chi- 
cago, for the past five years, has been 
promoted to buyer of all appliances for 
the company, according to an an- 
nouncement by Joseph Bayer, presi- 
dent. The duties were previously 
handled by several other buyers. 


Spiegel Promotes Cinak 
To Merchandise Manager 


Theodore Cinak, formerly a buyer 
for Spiegel, Inc., Chicago, has been 
upped to group merchandise manager 
of electrical goods, paints, hardware, 
farm and auto lines. Richard S. 
Schwarz, divisional merchandise man- 
ager, who made the announcement, also 
said that Frank White is now retail 
sales supervisor of hard lines. 


Weinberger Will Buy 
for C. O. Miller Co. 


Sydney Weinberger, for the past 10 
years in the china and glass department 
of Hearn’s, New York, has joined the 
C. O. Miller Co., Stamford, Conn., 
as buyer of appliances, housewares, 
china and glass, it was revealed re- 
cently, 


Peoples, North Carolina 
Opens Appliance Department 


The Peoples Furniture Store, 
Mooresille, N. C., has, added an ap- 
pliance department featuring radios, 
record players, electric heaters, and 
other types of appliances. 


R. H. White "Condenses” 
Appliances on First Floor 


The R. H. White Co,, Boston, Mass., 
has opened a “condensed” appliance 
department on the ground floor of 
the store which will remain open until 
renovation of the regular department 
on the fifth floor is completed. 
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HANKSCRAFT 


hgleailte CTechits - 
Popular's Appliances 


EGG SERVICE The Popular Dry Goods Store, E1 


Paso, Texas, recently opened a spaci- 


MODEL NO. 8151 ous home appliance department on the 


mezzanine floor of its store. The new 





























































$ 9 5 layout moved from another floor, in- 
: cludes a model kitchen and plans 
He. 018 ios RETAIL include the active promotion of all sage 
e j Li ’ h h Me 
Fn ae come A striking ensemble .’. . Standard model egg cooker of handsome ivory porcelain with dome ae po among be Pond — recently 
¥ Attractively packaged. of sparkling chrome, four double egg cups, poaching dish and metal tray, all finished in sale of automatic pA sescar and the mo 
a ny. — matching ivory. Egg cooker boils, poaches, scrambles eggs in live steam, automatically timed clothes washers. John Stevens is de- found 4 
- $4.50 to your taste. Water poured into base closes circuit, turns to steam almost instantly. When partment manager. popular 
+f 4: all water is consumed, current shuts off automatically. A splendid gift item! - 
Oi left to 
. major 2 
re M. T. Garvin Launches Niemar 
ew AUTOMATIC ELECTRIC Appliance Section adviser 
me i 
ie M. T. Garvin & Co., Lancaster, Pa., ea 
ig BABY ; Stinson 
= has opened an electrical department ‘oniee 
* despite the fact that full expansion has : 
ie Ironrit 
is BUTTLE WARMER SET been hampered by scarcities. Until — 
$e recently the store handled only small 
‘ MODEL NO. 6731 appliances in a basement housewares == 
} i $3 95 department. 
a RETAIL ; Dicks 
‘ Hall Named Appliance of Sin 
Includes automatic electric Hanks- B fer Broad St 
" wr craft Baby Bottle Warmer, plus uyer vor Broscway sores Jose 
* ; Seo FET spots Sypris. ape 0 New. buyer of major 5 poy en 4 B retail 
< e Satie” Ak aiiceitieain Gh tena the Broadway stores in s Angeles, lis, In 
a Popular Priced ae Ge ae @ 7. Pasadena and Hollywood is H. A. been a 
: porcelain. Hall. He will direct the present ex- Simm 
; EGG COOKER Model 10134 pansion program for appliances in the Store, 
: three stores and will direct the estab- 
+ Model No, 7948 BOTTLE WARMER Model No. 598-B lishment of the appliance department 
: A favorite pre-war appliance AND VAPORIZER in the Broadway-Crenshaw store now 
again available! Cooks eggs in live Heats baby's bottle to proper De Luxe Baby Bottle Warmer being erected. Hill's 
steam, just as you like them, then temperature, then shuts off auto- Strikingly modern design, rugged construc- Bs Br 
shuts off automatically. Gift pack- matically, Vaporizer attachment is tion @ attractive. packaging XC i ra — 
. . * *. ” ° nishe 
ge = fast-moving item retails used to steam away Baby's colds wall @ beet ss a Te ~ith Pl one a aes Hin 
or onty en croup. Retail price, ea jaid medallion. Retail price, including tax a Appliance Department Ind., ; 
$2.50 ax, 1 $5.00 ‘ f , Stores 
. Lawson Furniture Co., Cartersville, ence : 








Ga., has added an appliance department 










































with L. E. Jackson, owner of the com- ie 
pany, directing appliance sales. The Wash 
firm recently moved into a new build- visitec 
ing on West Main St., and has plans iene 
for an expanded display area to fea- 
ture Westinghouse, Eureka, Admiral, 
Zenith, Proctor and Lady Jackson ap- 
pliances. Whit 
Baser 
Th 
depar 
an el 
ment 
The 
limite 
call 1 
stalls 
HANKSCRAFT staff 
~ HANKSCRAFT Automatic Electric| MAJOR VAPORIZER 
Model No, 891 Wis: 
Medicated steam is produced quickly with this fe) 
BOTTLE STERLIZER di pe 
automatic electric vaporizer. The steam picks up 
Model No. 872 medicant vapors and can be directed horizon- “hak 
Sterlizes seven bottles and nipples in live tally so that a person in bed can inhale steam os 
steam shuts off automatically at end of comfortably, When all the water has been Allis 
sterlizing period. A real volume and $5.95 turned to steam current shuts off automatically. carr 
profit item, the sterilizer retails, including Retail price, including tox “BLINKING EYE!" New demonstrating natic 
tax, at $3.50 unit for Health-Mor's Filter Queen vac- spac 
; ; ra 4 uum cleaner. Replaces the usual row incl 
‘- Se tae [e2ret A eo: wife saat cans Ole emie tea le. oe ae hee ee of cleaners. Makes demonstrating easy, W. 
, | eS a 4 i. YoIson, VVviscor laa fast and convincing. Takes up 9 sq. ft. om 
re Dy tere | ag tapes Sfx LAS Pe Ree Os Se ON TE of floor space. Installed in 15 minutes, ree 
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PARTY PRACTICE: The F. B. Connelly 
Co., Seattle, Wash., distributing firm, 
recently held an open house to celebrate 
the modernization of its building and 
found that the lronrite ironer got top 
popularity as a party plaything. Shown 
giving one of the units a workout are, 
left to right: Hal Soden, Bon Marche 
major appliance buyer (seated); Eleanor 
Nieman, lronrite west coast home service 
adviser; Hal Biddle, lronrite merchandis- 
ing manager from Mt. Clemens; Ray 
Stinson; Evelyyn Grewe, Connelly home 
service adviser; and Gordon Wilkins, 
jronrite west coast division manager. 


Dicks Named Manager 
of Simmons Furniture 


Joseph Dicks, associated with the 
retail appliance business in Indianapo- 
lis, Ind., for the past 15 years, has 
been appointed manager of the B. F. 
Simmons Furniture and Appliance 
Store, 53-55 West 34th St. 


Hill's Opens Appliance 
Branch in Marion, Ind. 


Hill’s department store in Marion, 
Ind., a unit of Interstate Department 
Stores, Inc., has opened a new appli- 
ance and home furnishings store in a 
separate two-story location across the 
street from the main store on South 
Washington St. Over 2,500 customers 
visited the new annex on its opening 
evening. 


White House Uses Space in 
Basement for Appliances 


The White House, El Paso, Texas, 
department store, has recently opened 
an electrical department in the base- 
ment with R. F. Waller in charge. 
The limited supply of appliances has 
limited the allotted space, but plans 
call for considerable enlargement, in- 
stallation of a model kitchen, and a 
staff of outside salesmen. : 


Wisconsin Boston Store 
Opens Suburban Branch 


The Boston Store, Milwaukee, Wis., 
department store, has opened a branch 
Store on the main street of West 
Allis. On opening day, the branch 
carried about 55 different brands of 
nationally known appliances. Floor 
space amounts to 5,400 square feet and 
includes space for a kitchen display. 
W. Ricker is manager of all household 
and furniture activities with Bernard 
Green handling appliance sales. 


From AUTOMATIC ROASTERS to QUICK TOASTERS 


SELL MORE QUALITY ELECTRICAL APPLIANCES 


thal stay sold / 


—when equipped with 


Nichrome 


HEATING ELEMENTS 


Waffle Irons or Electric Irons—your customers want 
quality electrical appliances capable of dependable 
performance and long service. And, as a progressive 
retailer with an eye to future sales you'll want to 

sell electrical appliances that stay sold. 


You'll sell more customers that stay sold and re- 
duce servicing complaints to a minimum—when you 
feature appliances equipped with NICHROME heat- 

ing elements. For NICHROME delivers abundant 
heat for a lifetime of economical and trouble-free 
operation. For more than 35 years it has been the 
standard of quality in electrical heat and corro- 
sion resisting alloys—the hallmark of enduring 
quality and time-tested performance. 

Let the LONG LIFE selling features of 
NICHROME heating elements help you sell 
more electrical appliances that stay sold! 
When ordering your appliances insist on 

NICHROME heating elements. Most manu- 

facturers who build durable appliances al- 

ready use them. But remember, although 
there are several excellent nickel chromium 
combinations—there is only one NICHROME 
and.... 


Nichrome 


is made only by 
Wi 
I r 


Driver-Harris 
COMPANY 
HARRISON . as ee 


BRANCHES: Chicago © Detroit © Cleveland © los Angeles © San Francisco 
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Here are Your Big Selling Points 
for Model 1300 


- New PARABOLIC REFLECTOR 
beams as well as diffuses heat rays. 
Furnishes natural updraft circulation. 
Combines reflection, radiation and 
convection. 


2. Infra-Red Rays—properly diffused for 


health. 


3. Easily Portable. Wide Easy-Grip han- 


dle, cool even when heater is hot. 


4. SAFE! Will not harm finest floor or 


rug. Design eliminates fire hazard— 
low center of gravity. WILL NOT TIP 
OVER! 


. Wiring is totally enclosed and tamper- 
proof for safety. 


. Long-life nickel chrome wire wound 
on ceramic coils of high tensile strength 
for durability and service. 


. Electric- welded steel construction. 
Heat - proof baked enamel finish. 


8. Natural wood handle and feet. Chrome 


trim. Iridescent blue finish. 


9. 1320 watts. 110-125 volts, AC or DC. 
10. 11” high; 15%4” long; 10” in diameter. 


Ship. wt. 9 lbs., ind: packed. 
Address: Dept. E. 


TOP LINE 


APPLIANCES 


TENNESSEE VALLEY 
MARKETERS, INC. 
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UP FOR LIFE: J. A. Kahn, left, and Franklin S. Cundiff exchange mutual congratula- 
tions on their recent awards of honorary life memberships in the Intermountain Elec- 
trical Assn. Both men, recently retired, have been active in the league for many 
years. Mr. Kahn was the first president of the Electrical League of Utah, predecessor 
of the Intermountain group, and Mr. Cundiff was vice-president in 1936. 














LEAGUE ACTIVITIES 


















Jamestown Dealers Re-Elect 
Hake to League Presidency 


William S. Hake was recently re- 
elected president of the Jamestown 
(New York) Electrical Dealers’ As- 
sociation at the first annual meeting 
in five years. Other officers include: 
Marion Fargo, vice-president; Carl 
Kellgren, secretary; and Wallace 
Pifer, treasurer. The league also 
adopted a formal resolution calling at- 
tention to the additional burden the 
use of new electrical appliances is plac- 
ing upon present power production 
and urging the Board of Public Utili- 
ties to take immediate steps to “en- 
large the existing municipal plant.” A 
committee was named to meet with the 
Jamestown Master Plumbers Associa- 
tion to iron out differences that have 
arisen regarding the installation of 
electrical appliances that involve 
plumbing. A second committee was 
formed to confer with officials of the 
local radio station to clarify a wide- 
spread public misapprehension that the 
commencement of frequency modula- 
tion broadcasting would render stand- 
ard receiving sets obsolete. 


Electric Institute Schedules 
$135,000 Merchandising Program 


The Electric Institute of Washing- 
ton, D. C., in announcing plans for 
the year, has revealed that it will spend 
$135,000 in an “all-out merchandising 
program.” The Institute’s display floor 
in the PEPCO building was opened 
early this month to provide a year- 
round exhibition of electrical appli- 
ances. The sales training program will 
be continued in full force throughout 
the year. To stimulate demand for 
more and better lighting equipment in 
commercial establishments, the Insti- 
tute will launch a special promotion. 
I will also conduct a long range edu- 
cational program for home owners. 


Reactivate Washington 
Dealer Associations 


The Palouse and Lewiston chapters 
of the Electrical Dealers Association 
have been reactivated, president John 
F. Boothe of the Spokane chapter, an- 
nounced recently. Palouse chapter 
officers are Charles Fanning, presi- 
dent; Sam Haddock, vice-president; 
Loris Winn, secretary; Adolph Olson, 
treasurer; and Paul Helmer, Martin 
Holter, Claude Edgren, and Eldon 
Strom, directors. 

Carl Harris is president of the Lew- 
iston chapter. Other officers include: 
Ray Harland, vice-president; Joe 
Fox, secretary; Glenn Bauman, treas- 
urer; and John Nanniga, Art Barnes, 
John Zinn, and H. E. Swedberg, di- 
rectors. 


Two New Orleans Groups 
Elect Officers for 1947 


Officers of both the Electrical Asso- 
ciation of New Orleans, Inc., and the 
Radio Dealers Association of New 
Orleans were elected recently by the 
organizations at annual meetings. 

W. B. Wands was‘elected president 
of the electrical group to succeed Carl 
O. Brown. Also elected were S. L. 
Drumm, executive vice-president, and 
the following sectional vice-presidents: 
Harry B. Lackey, wholesalers, utili- 
ties and manufacturers; C. C. Walther, 
refrigeration; Walter J. Barnes, con- 
tractors; J. O. Crary, air-conditioning 
and ventilating; and A. C. Denny, 
radio. W. E. Clement was named pub- 
licity director, J. R. Guidroz, secretary, 
and I. W. Tufts, treasurer. 

A. C. Denny was elected president 
of the Radio Dealers Association, re- 
placing Morris Warnick. Also named 
were: Walter Leonard, first vice-presi- 
dent; Michel Brenner, second vice- 
president; A. B. Lindhauer, re-elected 
secretary; and Louis Turner, reelected 
treasurer. 
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San Diego Bureau Discusses 
Too-Many-Customers Problem 


From December, 1940, to December, 
1946, the San Diego, Calif., Gas & 
Electric Co. increased the number of 
its electric customers from 101,600 to 
139,600 or by 37 percent, A. E. Hollo- 
way, vice president in charge of sales 
for the utility, told a gathering of more 
than 400 appliance industry members 
attending the annual fall conference 
of the Bureau of Radio and Electrical 
Appliances, Dec. 2, in San Diego. 

“During the past 12 months we 
have gained 6,700 electric customers, 
50 percent of whom are in the rural 
territory,” Mr. Holloway said. “That 
is as great as any period during the 
war. We have at present about 5,000 
unfilled orders for electric service or 
about eight months of work ahead to 
catch up with our growth. 

“Instead of an exodus of war 
workers from our community, some 
sections of our rural areas have in- 
creased their population by better than 
100 percent since VJ Day! 

“In an effort to solve these prob- 
lems, the company is contracting its 
line work with any construction com- 
pany which has the equipment and 
trained men to do the work. We have 
established a linemen’s school in San 
Diego to provide a supply of linemen 
for future operations. It has been 
necessary to remove a number of em- 
ployes’ meters in order to use them 
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Quality and mode- 
rate prices have, 
over the years, 
made Signal a 
leader in fans, tele- 
graph instruments 
and portable elec- 
tric drills. 
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| news W\ on customer installations.” 
apters Other industry leaders who ap- 
iation \y “i peared on the all-day program, devoted 
John b t to a discussion and study of the prob- 
T, an- pop Soon a Ou lems of electrical appliance dealers, 
hapter ' distributors and manufacturers’ rep- 
presi- b | resentatives, were: Milton G. Sanders, 
ident; t W 94 president of the Pacific Coast Electri- 
J1son, € ne cal Association; Victor W. Hartley, | 
fartin president of the International Associa- | 
Eldon tion of Electrical Leagues; William | 
Dudley, sales manager Frigidaire | 
Lew- Division; Ed Bassler, former vice | 
clude: president and sales manager of the 
Joe Gibson Refrigeration Co.; Ed Barnes, | 
treas- branch manager of Kelvinator; Steve 
arnes, Maher, manager General Electric Ap- 
g, di- pliance Corp.; Fred Fowler, sales 
manager of the Fowler Manufactur- 
ing Co., and Morrie Breslow, vice 
president of the Utility Appliance 
Corp. 
Asso- 
— Designed and 
Ne 
by the bullt for long 
rs. life. 
esident 
d Carl 
S. iy 
it, and 
idents : 
. utili- 
alther, 
: aa EXHAUST 
io 
Denny, FANS 
d pub- 
a sent SIGNAL ELECTRIC MFG. C0. 
MENOMINEE, MICHIGAN Offices in Principal Cities 
esident 
on, re- ; 
named NATIONAL ENAMELING AND STAMPING COMPANY 
-presi- World’s Largest Manufacturers of Housewares COMPLETE LAMP DEPARTMENT: 
| a Executive Offices: 202 N. 12th St., Milwaukee 1, Wisc. This combination merchandiser, complete 
ail Sales Offices with price tickets and display cards, is 
Merchandise Mart, Chicago « 200 Fifth Avenue Building, New York : * 
wes Sententhotinn Sentuuies « Galata Atlanta offered retailers by the Westinghouse 4 
hailienades Qillilien, St tants Lamp Division, Bloomfield, N. J. 
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WHEREVER IT APPEARS 


These fast selling 























te 
low cost items “ 
will make Ay 
( 
WORKSHOP IN ONE ‘al R YO lJ | aii 
KIT FOR HOBBYISTS, . cel 
CRAFTSMEN, 
MACHINISTS El 
. no 
+ to 
oLass. PLastics Timely, sure-fire sales items now il 
available! Quality products that sell tri 
" ‘ tin 
on sight—merchandised to give you aa 
i " mé 
HAPPY IS THE WINNER: One of the © pies mang OF poEee Fer Comes te 
girls who won a Temple radio as part tic, industria! and laboratory use . . th: 
of the Temple promotional program over ’ . \ : 
$9950 — Station WELI during National Radio everyone's a potential consumer! >t 
22 Week is interviewed by announcer Bill a 
ComPunts ware 36 Farley. Robert Kelsey, manager of Arn- o 
ACCESSORIES IN old Distributing Co., Inc., wholesalers, : 
FITTED STEEL CASE in New Haven, sponsored the program. “ 
enn. 25 unas cee When Radio Week ended the program ws 
CHASED SEPARATELY did not because dealer enthusiasm de- 
manded its continuance. . 
Cc 
SELLS ON SIGHT...PAST/ @ Hor rare , 
ae ¢ Sturdy, one piece metal construction with Ce 
Stores from coast to coastreportimme- now history is repeating itself. Casco P . 7 
diate sale of all the Casco Electri-Craft _is sold only in retail stores. It’s —_- LEAGUE ACTIVITIES genuine Nichrome element. 600W- = 
Tool Kits we can deliver! Small won- ally advertised in general and special- . P ‘ 
der—Casco has more exclusive features interest magazines. All this means cus- 115V AC-DC. Nickel plated finish. To in 
than any other tool. Its pre-war sales tomers for you. And with Casco, one EE NE ‘a gnleeanl de 
record put others in the shade, and customer sends another! Cl 
Deliveries are still far from what you and we would like, still based on t 
allocations, but we are shipping more Electri-Craft Tool Kits every day. Philadelphia Lea C 
CASCO PRODUCTS CORPORATION, BRIDGEPORT 2, CONN. a “ 
Elects Henry Bryans 8 
se 
Henry B. Bryans, executive vice- de 
president of the Philadelphia Electric bt 


Co., was recently re-elected president 
of the Electrical Association of Phila- 


9 
~ 
delphia at a meeting of the board of Model No. C-1 
| governors. Other officers elected were: : El 
. vice-president, E. W. Loomis, district 








manager for Westinghouse Electric @ COVERED ELEMENT PLATE 


Corp.; treasurer, Philip H. Ward, Jr., Compact, safe, sturdy. Element is en- 





in- j r 
re Selly tap: — _ raglg — en a = tirely enclosed in metal. With attractive 
eye-appeal. Superbly secretary, Robert J. Moran, chief o : 
electrical district, Middle Department nickel plated finish 600W-115V AC- 


made by lamp crafts- 


Rating Association. . OC. We Stell Ge ccicccsee coco 91.95 
men. Shades tastefully decorated to match all bases. Mr. Bryans is a past president of 
Approved by Underwriters’ Laboratories, Inc. the American Standards Association, 


a director of the Edison Electric Insti- 
tute, and a past president of the Penn- 
Individually packed ina strong ot sylvania Electric Association. 

carton of unique design. \ 
Shade and reflector carefully 
protected from damage in 
one section—the other 
modeled to hold the base and 
bracket, complete with cord. 
Takes only a moment to as- 
semble for display. 


Royle Named President 
by Salt Lake Division 


E. M. Royle, chairman of the Wtah 
state industrial commission and owner 
of the Royle Radio & Appliance Co., 
Salt Lake City, was recently elected 
president of the Salt Lake county re- 
tail division of the Intermountain @ CHROME COFFEE SnEweR 
—_ All Verplex lamps are furnished Electrical Association, succeeding S. For all glass coffee brewers. One piece 
ie = complete with 6” plastic reflec- i oy cag ee ere fool-proof, heavy metal construction. No 

vice- 
tors, all-metal sockets and rotary president and directors named include: 


Model No. WC-101 









handles or legs to break or burn off. 


switches. 6 of a style packed in a O. R. Bigelow, Clarence W. Gilner, Heating unit easily removed to facilitate 

stout Master Carton. Lewis A. Dahl, Kenneth L. White, cleaning. 600W-115V AC-DC. In 

Easy to Handle — Easy to Ship Henry W. Richards and Mr. Soren- : . il 
EASY TO SELL —_, pti Chromium plate. To a 

Wits Gb tekien Giatites Fen Bete enectretivorsntcnesyes y 

styles and models. Retail from , ss . = 

$4.95 to $6.95. Nebraska-lowa League Aveileble 1a 220V on spacial order. 

New York Office Los Angeles Office Elects New Officers 


225 Fifth Avenue Merchandise Mart John Kresl was recently elected 
president of the Nebraska-Iowa Ap- 
, ’ > pliance Dealers Association. Other 
TH f VE R p [, HY CM PA NY Pa es officers named include Pat Jensen, 
onnecticut vice-president ; Paul Matthaides, secre- 
tary; and F. E. Maxon, treasurer. 
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LEAGUE ACTIVITIES 








Washington Club Seeks 
Appliance Law Amendments 


Concerned over the flood of inferior 
electrical goods currently being mar- 
keted in the state of Washington, the 
Electric Club of Washington has an- 
nounced that it will seek amendments 
to present laws which will outlaw the 
sale of substandard or dangerous elec- 
trical equipment and which will con- 
tinue requirements for performance 
bonds to guarantee quality of work- 
manship. Harry Hilpert, state elec- 
trical inspector in the Seattle area, said 
that primary objective of the actions 
is to eliminate the fire hazards created 
by inferior merchandise. The pro- 
posed amendments have received the 
indorsement of the Puget Sound Chap- 
ter of the American Institute of Elec- 
trical Inspectors and the Southwest 
Washington Contractors Association. 


Columbus Radio Men 
Name Riebel President 


Lew Riebel, operator of Riebel’s 
Appliance Shop, 1190 North High St., 
Columbus, Ohio, was recently elected 
1947 president of the city’s Associated 
Radio Service Dealers. Others elected 
included William Hetriek, vice-presi- 
dent; David Sears, secretary; and 
Charles Dykes, treasurer. New direc- 
tors are James Long, Gordon Barber, 
Charles Heldreth, and Floyd Martin. 
Elected to the board as jobber repre- 
sentative was William Wilson, presi- 
dent of Hughes-Peters, Inc., Colum- 
bus. 


Atlanta Refrigerator Men 
Elect Martin President 


Members of the Atlanta Association 
of Commercial Refrigerator Distribu- 
tors and Dealers at their annual meet- 
ing in Atlanta recently elected Charles 
S. Martin president, L. C. Warren, 
Jr., vice-president, and J. C. Jordan, 
secretary-treasurer. The association 
is affiliated with the National Asso- 
ciation of Commercial Distributors 
and Dealers. 











“PLANNING THE KITCHEN ELECTRI- 
CALLY"™ is the title of the new manual 
which A. Carl Bredahl, Manager of the 
Westinghouse Better Homes Department 
planned. Here he looks over the manual, 
just off the press. 
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OF INDUSTRY 










EXCELLENT 
SCHOOL 
SYSTEM 
















489% 
POPULATION GROWTH 
SINCE 1900 








C ifornia 










TREMENDOUS 
WNDUSTRIAL AND 
AGRICULTURAL GROWTH 











A vast opportunity for development awaits 







POPULAR industrial and commercial concerns plan- 
VACATION . . 
REGION ning a west coast location. 





California’s population, steadily increasing, 





E Cases 
VAST 






















offers a tremendous easy-to-reach market. 
NATURAL 


RESOURCES 


Raw materials ... minerals, petroleum, 





fi . . 
we lumber and agricultural products are avail- 
UTILITY 2 able in large quantities. 
RATES ne 





The Golden State is ideally located 








IDEAL 
LIVING for Pacific export trade. 
CONDITIONS 
. Hydro-electric power, nearby 
natural gas and oil fields, a mild 
SPLENDI / . ; 
TRANSPORTATION all-year climate are industrial ad- 
FACILITIES 





vantages. 





Freight transportation facilities 
are unsurpassed. California is one 
of eleven western states served by 


the Union Pacific Railroad. 


For industrial expansion, consid- 
er California. For dependable, all- 
weather transportation, to or from 
the West, we suggest— 


%*& Other states in the “‘Union 
Pacific West’? will be fea- 
tured in succeeding adver- 
tisementsin this series. 


be Specific - 
say Union Pacific’ 


cowl geabmocset 


%& For information address Industrial 
Department, Union Pacific Railroad, 
Omaha 2, Nebraska. 








UNION PACIFIC RAILROAD 


1947 
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one year GUARES 


= 


9 Bic FEATURES 


“Second to None” guarantee 
with each iron @ 5-way auto- 
matic control @weighs 4 
pounds—not too heavy, not 
too light, but just right @ even 
heating over entire ironing 


$9.95 
surface @tip-up heel plate 


ory Including Tox 
@ modern streamline esign . 
@molded handle stays cool LESS 40% 


© built-in7-foot cord e@evenly for 12 oF more irons 


distributed heat ranges up LESS 35% 


to 1000 watts. for 1 to 11 irons * 
ORDER 
PIONEER PRODUCTS, INC. 


DIRECT 
MAIN OFFICE: 5224 FAIRLAWN AVE., BALTIMORE 15, MD. 


Guarantee 
LI 
pIOMAR Snehonet “te 


proman ELECTRIC ee na. tn to faa ot oe 
asen aan woe 














Model A, $189.00 
Model B, $229.00 
F.O. 8. Buffalo, N.Y 


Excise Tax Extra 


® Welded-steel con- 
struction. 

@ 12’ web strap secures 
load. 


@® Flexible, rubber- 

bushed springs assure 
easy riding. 
6-ply, heavy duty, 
General tires carry 12 
ton easily. 
All-steel, Timken- 
bearing wheels for 
high speeds. 
Model A carries 2 
large appliances. 
Model B has greater 
capacity. 


@ Specially designed for safe, low-cost carting of heavy, fragile appli- 
ances. Low platform (14’) and stepped-down side panels make loading 
easy. Savings in trucking charges quickly pay for it. Smartly finished 
in gray synthetic truck enamel. Complete even to tail light, hitch, 
bumper-clamp and safety chains. All you need to supply is a license. 
Made in 2 sizes: Model A, 42” x 60” platform; Model B, 42” x re 
platform. Write for more information or order one today. Shipped 
C.O.D. upon receipt of 4 payment. 


WARMAC INCORPORATED - 1059 MAIN ST. - BUFFALO 8, N. Y. 
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TOMORROW'S BREAKFAST will be served in kitchens like the one at the rear of 
this picture, says the Dock and Coal Co. of Plattsburgh, N. Y., which recently opened 
its new home equipment display room. According to W. A. Cronin, extensive radio 
and newspaper advertising brought several thousand people during the first two days 
of operation and, of course, several thousand dollars worth of sales. The company 
handles Westinghouse appliances, Easy, G-E heating and air conditioning as well 


as lumber and building materials. 








DEALER DOINGS 





ARIZONA 


Speaking of appliances in Tuscon— 
the Power and Home Equipment Co. 
has opened a new branch three blocks 
away from the parent store. The new 
premises, at 133 S. Sixth Ave., com- 
prise two stores, each about 5000 sq. ft. 
in area. Four open-back display win- 
dows with a depth of 12 feet offer 
plenty of room to display merchandise. 


ARKANSAS 


The Joseph Electric Co., finding it- 
self abeut to overflow its old store, 
took steps to avert an uncomfortable 
situation. It has expanded and re- 
decorated at 109-111 S. Victory in 


—_— 2 


ee 


Little Rock, and has opened the new 
store. 

The Clarksville Electric Service, 
Clarksville, is changing hands. Mon 
King has sold the business to Carl 
Bishop. 


CALIFORNIA 


In addition to his electric store on 
Vermont Ave. in Los Angeles, Carl 
Reiman has a new one at 8856 S. Wes- 
tern, with a 50 foot frontage. A Lyon 
Metal Products kitchen is in full 
operation, and Mr. Reiman plans a 
cooking school and a sales and serv- 
ice training school for veterans. 

In celebration of its twenty-fifth 
year in the electrical business, Kin- 


meee 


Gee ae 


NEW HOME: Improved facilities for Refrigeration—Appliances, Inc., are provided 
in the company's new home at 268-270 Peachtree St., Atlanta, Ga. J. C. Jordan, 
firm president, says that he has twice as much space as in the old address on 


Spring St. 
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ELECTRIC 
TRIMMER \\ 





Reasonably priced 
+ + » complete cata- 
log and prices upon 
request. 
Exclusive HEDGE- 
MASTER double 
action provides un- 
equaled perform- 
ance and long serv- 
ice. Nothing to 
obstruct shrubbery 
from entering the 
cutting blades nor 
to limit the size of 
stalk to be cut. Duo 
position cutting 
head may be locked 
in two different 
positions . . . 1042” 
cut and well-bal- 
anced design .. . 
equipped with 14” 
Reach-Ezy insulat- 
ed handle... pow- 
ered by Universa 
motor for use on 
AC or DC current 
- . Weght upprox- 
& imately 5 Ibs... . 
r\) 742” blade for heavy 
duty trimming may 
be supplied. 


KAUFMAN MFG.CO. 


MANITOWOC, WISCONSIN 


















* Glideasy storage drawers 


%* Sub-zero sharp freeze compart- 
ment 


%* Food segregation 


% Hermetically sealed refrigera- 
tion unit 


* Coat-O'-Cold prime refrigera- 
tion unit 


% Extra thick insulation 
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DEALER DOINGS 











more’s of Chula Vista has moved into 
its own building. Co-owners are 
“Win” Kinmore and Mason Beatty, 
with Paul Proctor in charge of refrig- 
erator and washer repair service. The 
firm has recently added a record de- 
partment. 

Jerry Costigan of Los Angeles re- 
cently took the step of opening new 
quarters for his radio and appliance 
store at 8838 W. Pico Blvd. 

After 23 years in somebody else’s 
building in Los Angeles, J. C. Hart- 
man has moved into his own structure 
at 2014 Riverside Drive. Apparently 
to satisfy a longing to have something 
distinctive after all this time, he chose 
to remodel what had once been a 
church. He has plenty of parking 
space around it, too. 


FLORIDA 


In the new display room of the 
Miller Electric Co., 1969 San Marco 
Blvd., Jacksonville, Henry G Miller, 
has spared no effort to reach 
the apex in modernization, mainly in 
the way of lighting. The southside 
branch is in charge of Robert E. 
Dixon, a veteran with Miller Electric. 

A complete appliance line is a new 
feature of the Duval Jewelry Co. of 
Jacksonville. The third floor de- 
partment of the store at 111 Main St. 
is managed by C. E. Runyon. 

Also in Jacksonville, the Reamy 
Co. exclusive Philco dealer, is located 
in a new home at 223 W. Forsyth St. 
A comprehensive line of appliances can 
be found there 

New quarters at 1451 S. Monroe St., 
Tallahassee, are the proud possession 
of Brandon-Jett, dealers in Norge 
appliances, etc. 


GEORGIA 


The Sowega Cooling and Heating 
Co. is the new name of what was the 
Electrical Appliance Co., of Albany. 
Although other appliances are carried, 
the major lines of the firm are now 
heating, air conditioning, refrigeration 
and freezer lockers; hence the change. 
Owners of the company are John W. 
Crouch and John Hudgins. 

Samuel Heller, Morey Kirsch and 
Stanley Spiegel, formerly associated 
with the Ace stores in Boston and the 
Hub stores in New York, have opened 
the State Vacuum Stores, Inc., at 341 
W. Peachtree St., Atlanta. They al- 
ready have a store in Miami and will 
soon open in Birmingham. Vacuum 
cleaners handled are Universal, G-E, 
Royal, Westinghouse, Regina, Com- 
pact and Supervac. 

In an effort to meet the demand for 
refrigeration repairs, Rawls & Mis- 
low, Inc., has just moved into much 
larger quarters at 1495 Pryor Rd. The 
company operates seven service trucks. 


INDIANA 


The Bevington Electric Co., already 
located in Galveston, has opened an- 
other appliance store in Bunker Hill. 
Both stores feature nationally adver- 
tised merchandise. 

In addition to its quarters in the 
Paramount Bldg. in Anderson, the 
Model Appliance Co. has taken the 
lower floor of the Tower Bldg. for 
a showroom. This gives the firm 
about 8,000 sq. ft. of floor space. 


1947 





CAN YOUR 
RANGE SALESMEN ANSWER 





Say 









HOW TO CONVINCE HOME- 
MAKERS THAT A NEW RANGE 
SHOULD HEAD THEIR SHOP- 
PING LISTS 


This handbook gives convincing, 
logical reasons why it’s 
more practical for a home- 
maker to invest first in a. 
new range before buying 
other needed items. 























HOW TO. SHOW HOME- 
MAKERS THEY CAN SAVE A 
MINIMUM OF $88 A YEAR 
WITH MODERN RANGE 
COOKERY 

This handbook shows how home- 
makers can save money as well as 
improve the quality and appear- 
ance of food. 

































HOW TO TALK TO HOME- 
MAKERS IN COOKERY TERMS 


This handbook explains and illus- 
trates basic principles of baking, 
roasting and whole-meal oven 
cookery. Common cooking fail- 
ures are analyzed. Will give your 
salesmen an intensive course in 
modern cooking methods. 





SEND FOR THIS FREE HANDBOOK 


—38 pages of facts, pictures and ideas on modern 
range selling. 


; You can use this valuable book as a basic sales training piece 
for new salesmen—as a “refresher” course for old hands. 
Write for as many as you need, 
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“PLUS” FEATURES THAT MAKE 


IT EASY TO SELL VOSS WASHERS 








SEE, DARLING, HOW SPARK. | 


LING WHITE THE CLOTHES 
ARE? THAT'S BECAUSE THE > 







VOSS FLOATING AGITATOR 
WASHES IN THE CLEAN TOP 














‘- os sy 


gpl" VOSS BROS. MFG. CO. 
Asnt SINCE 1876 DAVENPORT, IOWA 













Radio 
PILLOW 
SPEAKER 
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“  . bere’s the swellest 
EX TRA-PROFIT 


° > pP? 
tlem ‘you ve ever S€en! 





4 


\\ 


4 


> 


@ It’s a “natural” for tic-in sales with small radios 
. . ups your unit of sale. 

@ It’s “just the ticket” for thousands of individuals who want to enjoy 
the news and other favorite programs by themselves anytime without 
disturbing others. The TELEX Radio PILLOW SPEAKER placed under 
a pillow permits one person—and one alone—to hear his radio. 

@ It “sells like hotcakes” as a gift for convalescents, hospitalized veter- 
ans, “shut-ins”, and others. (The TELEX Magnetic Radio Pillow 
Speaker was originally designed for Army hospitals to replace un- 
comfortable head-phones, and is now used as standard equipment.) 

Don’t pass up this “hot-selling” radio specialty. Write 
Dept. I or see your radio jobber. Complete merchandising 
helps to help you display and sell. Immediate delivery. 


Complete with 10 foot plastic cord, plug, 
jack and mount, and instructions. 


“Hearing At Its Best” 


TS Teen 


Canadion Distributors: 


ELECTRO-ACOUST!< DIVISION 
ADDISON INDUSTRIES, LTD., Toronto 


Mine-apolis, Minn. 
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LOUISIANA 


The J & S Music Co. is still on 
Milam St. in Shreveport, but in its 
new expansion move it has gone from 
608 to 715. Radio~and music items 
are the featured lines. Owners of the 
shop are Bert A. (Jack) Roop and 
Sherman Almanrode. 

The Chapman Furniture Co., which 
already has a store in Houston, has 
opened another in Pasadena, at 309 
FE. Sterling St. with a line of appli- 
ances. J. D. James, Sr., has rejoined 
Chapman to take charge of the new 
store as manager, after six years with 
another Houston firm. 

The C. G. Staubitz Co. has opened 
a store at 4118-24 S. Carrollton Ave., 
near Tulane, in New Orleans, with a 
string of well-known appliance names 
on its list. 


NEW MEXICO 


The W. Central Ave. store of the 
May Music Co. of Albuquerque is in 
the process of being enlarged and re- 
modeled. The building next door 
has been added and additional space 
built on. Norman Butler and Bernie 
May. owners, develop a lot of business 
by air travel. 


The Mead Hardware Co., Albu- 
querque recently moved to new and 
larger quarters in a corner store on 
N. Second St. and W. Grand Ave. 
R. F. Mead is president. The firm 
handles, among other lines, Philco re- 
frigerators and Youngstown kitchens. 

Another Albuquerque firm undergo- 
ing expansion is the Reidling Music 
Co., Roy E. Thompson, owner. He 
is adding a new building at 315 N. 
Third St., about four blocks away from 
Central Avenue headquarters. This 
will house the service department and 
furnish warehouse space, as well as 
increase facilities for retail selling. 


NEW YORK 


The Speed-Queen Appliance Co., 60 
Exchange St., Binghamton, recently 
marked its tenth anniversary in busi- 
ness with special promotion on a 
variety of appliances, and with a focus- 
sing of attention on its stock of 25,000 
washer parts. 

For 10 years Triple Cities Furniture 
has been located at 179 Washington 
St. in Binghamton. Now a store is 
being opened at 119 Downs Ave. to 
handle appliances. George J. Coury 
is proprietor of the store. 

Housewares and appliances get the 








EVERYBODY'S INTERESTED in Everything Electrical, Inc., a new appliance store in 
Stroudsburg, Pa., as evidenced by the throngs on opening day. The second picture 
shows the outside of the store with its expansive windows which give a full view of 
the interior. Edward K. Driebe is president and Lee B. Kimble is acting as secretary 


and manager. 
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ELE 


POLAR 


EZ 


America's Popular Freezer 


SCHELM 


BROTHER 


EAST PEORIA, 


Pioneers in 
Food Freezi 
Equipment.. 


S INC. 


ILL. 





TESTERS 
WIRE STRIPPERS 
VACUUM CLEANER 
BELTS 


W-S Ne-O-Lite 


Tester 


Handy, inexpensive Ne- 
O-Lite Tester that every 
one should have for 


countless uses. Can be 


500 
5100- -single 
card 
List Price ....50¢ 


Display of vA or 20 
availabl 


Ww-S “Speedex” V Wire 
STRIPPER 


Strips 


insulation from 


all types of wire. Ideal 


tool 


for manufactur- 


ers, electricians, main- 


tenance men, 


etc. As 


a production tool can 
strip 750 to 1000 wires 
per hour, sizes No. 8 to 
No. 30. AUTOMATIC 
MODEL No. 733 12 to 
20 Wire List $6.00 

Other mvudels available 


W-S Vacuum Cleaner 


Belts 


Display W-S Va- 
cuum Cleaner 
Belts and make 
extra _ profits. 
Adaptable <- every 


home, Made of 


finest grade live rubber. Carry an as- 


sortment with 


you on service calls. 


No. 7010-D-24 flat type belts; 6 each 


of 4 types... 
List Price 
other types 


List Price $5.40 


available 


**“SPEEDEX'' Products are avall- 
able at all leading distributors. 
Write today for 4-page catalog listing 
many products you need. 


DEPT. 


WOOD SPECIALTY Mis © 
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Rockford, ! 


DISCUSSION of sales and operating 
policies brought 165 system department 
heads and representatives of the Penn- 
sylvania Electric Co. together recently 
in Altoona, Pa., for the first general get- 
together since before the war. Pictured 
here are, left to right: F. R. Knowles, 
director of commercial development; 
E. H. Kifer, director of residential sales; 
and G. T. Clifford, director of advertis- 


ing and sales promotion. 














benefit of increased space in the new 
home of Schmidt Brothers Plumbing 
& Heating, Inc., at 21-23 S. Wash- 
ington St., Binghamton. 


PENNSYLVANIA 


Ted Smith employs a sales and sery- 
ice force of 15 people in his new 
store at 205 N. Ninth St., Reading. 
He is a veteran in the appliance busi- 
ness. 

In Philadelphia, Good House Stores, 
a retail appliance chain, is trying to 
further the cause of television advertis- 
ing by buying space in the city’s three 
largest newspapers to publicize local 
television program information. Harry 
Boyd Brown, president of the firm, 
states that the program makes sense 
because his firm retails television, and 
too many people are unfamiliar with 
the shows their local television offers. 


UTAH 


For a long time plumbing and heat- 
ing fixtures have been the sole stock in 
trade of the John M. Towers Co. of 
2460 S. State St., Salt Lake City. A 
while ago the firm decided to add 
appliances, thus branching out con- 
siderably. 


VIRGINIA 


The Salem Terminal Appliance Co. 
is changing its name, but wants cus- 
tomers to know that nothing else is 
being changed, except that its service 
department and staff have been in- 
creased. Located at 306 E. Main St., 
its new~name is the Salem Electric 


In Roanoke, the Wilson-Electric Co., 
Inc., has opened at 1001 “Hanover 
Ave., NW, succeeding the J. B. Wil- 
son Electric Co. 


WISCONSIN 
In Chippewa Falls, Scheel’s Fire- 
stone Store has opened in its new 


building at 112 Bridge St. 
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slingabou! peivert 
Ge ts Smiling 


SLINGABOUT DELIVERY IS SAFER. Smooth appliance finishes are protected 
from mars, dents, stains and scratches in Slingabout's thickly padded, flan- 
nel-lined jacket of rugged, durable canvas. 


Why 


Approve 


SUNGABOUT DELIVERY IS CLEANER. No unpacking litter strewn en custom- 
er's premises. No marred walls or woodwork in moving through narrow 
spaces. This clean, efficient delivery is sure to get smiling approval when 
you slip off this slingabout to reveal the unblemished perfection of the 
appliance. 


SUNGABOUT DELIVERY IS FASTER. Just slip on a Slingabout . . . strap it 
fast . . . swing the protected appliance aboard your truck and in a matter 
of minutes you're on your way to make a customer happy with the kind 
of delivery she'll appreciate, remember and talk about. Send coupon today. 


i™ WEBB MANUFACTURING COMPANY, 2918 N. 4th St., Philadelphia 33, Po. 
| Send Slingabout orices for Model Ne. 

| NAME__ 

' appress_ 

l erry 








PREPARE FOR PROTECTED DELIVERY— MAIL THIS TODAY 














J--NEW VOGUE MODEL 


First all-enclosed No-Drip Ice 
Crusher. “Water-fall” design 
matches Vogue Juice-O-Mat. 
Chrome top and handle. Chrome 
Selector Dial for crushing ice 
fine, medium or coarse. Baked 
enamel body. Large removable 
plastic cup. And...it's portable! 
Cat. No. 1C455. 


@ for home bor or kitchen. 
Crushes ice for chilling 
fruits or desserts, making 
ice cream, cold drinks. 

A “must” for ice bags. 


PMANUFACTURING CO. 


KANSAS CITY, MO. 
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LICENSED UNDER TORRINGTON 
MFG. CO. PATENTS 


ELECTRIC & MACHINE CO. 


3525 E. WASHINGTON STREET 
INDIANAPOLIS, INDIANA 














MELODY 


3-Tube, Double Duty, 
Baked Enamel Metal 
Cover. Brushed Brass 
Tubes. Lis t — $7.50 


WIRE TO-DAY. 





: | ON ANY 8 VOLT 
i TRANSFORMER 
Also 
the 
Also the SALEM 
HARMONY = without Plexigless— , 
arate el Steel Trim $6.95; Brass PLYMOUTH 


NATIONAL DISTRIBUTION EXCLUSIVELY THROUGH ELEC- 
TRICAL AND HARDWARE WHOLESALERS. 


Soll 





RING UP MORE PROFITS 


with 


VIBRATONE 


DEPENDABLE DOOR CHIMES 


VIBRATONE Electric Door Chimes are striking a cheerful 
note in homes with complete satisfaction from Coast- 
to-Coast because of distinguished design, dependability 
and mechanical proficiency. Manufacturers of VIBRA- 
TONE Chimes since 1930, we are offering the greatest 
value in Electrical Chimes today. 


@ FOUR SMART 
MODELS 


@ POPULAR PRICED 
for VOLUME 
SALES and 
PROFITS 

@ VIBRATONE oper- 
ates on DRY CELL 
BATTERIES or on 
EXISTING WIRING 





Trim $7.95. Compact and Self-Contained; 


Beautiful Plexiglass Mounting. 
Steel Trim Chimes—List $8.95 
Brass Trim Chimes—List $9.95 


¢ WRITE OR WIRE TODAY « 


PEARLPLAN MFG. CO., INC. 


123-125 North 3rd St., Phila. 6, Pa. 


WRITE OR 
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In a Big City 


Conglomeration is description of Sharp's store during interim as war-time lines 
go out, appliances start coming in, and he prepares to remodel, redesign whole store. 
Lamp display is Lightolier for which he holds Utah distributorship. 


Small Town Shop 


Providing a small-town type of full-line electric shop 
to Salt Lake City's 100,000 people, has given Vernon 
Sharp's business a constantly increasing yearly gross. 


rr method of operating 
started me in bu#hness during 


the depression, it kept me going during 
the war, and I believe that it will con- 
tinue to be the most profitable way for 
me to do business when things get 
tough again,” says Vernon Sharp, 
owner of the Sharp Electric Co., Salt 
Lake City, Utah. 

Sharp operates an “electric shop.” 
Basically it is just what you find in 
thousands of small cities throughout 
the country. But it is not what you 
expect to find on South State Street, 
the second most important shopping 
street for Salt Lake City’s 100,000 or 
more appliance buyers. 

By managing this big-city electric 
shop so that he has no “off-season,” 
and by. cultivating a personal service 
touch in his selling methods, Sharp 
has built up an appliance and electrical 
business that has grossed an average 
of $12,400 a month so far in 1946. 


No "“Off-Season” 


In a city that has sufficient business 
to support several specialized appli- 
ance stores, contracting businesses, 
distributors and service shops, Sharp 
has engaged successfully in all, and 
never been second-rate in any. one. 

Sharp has an appliance department 
equal to any, with Hotpoint, Bendix, 
Crosley franchises, plus all the well- 
known small appliances. He is a light- 
ing specialist, holding the Lightolier 
franchise exclusively for Utah. He is 
an electrical contractor, handling 
house wiring, residential lighting, and 
when necessary he puts his electrical 
engineering degree to work designing 
an industrial electrical layout. He 
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sells lamp bulbs, enough so that they 
amount to $3,000.00 of his monthly 
gross. And then there’s his service 
department which will take on any 
major appliance including refrigera- 
tors, radios and vacuums. 

“We're not spreading ourselves 
thin,” Sharp explains. “Every one of 
our functions is closely related. And 
they add up to an operation that is 
practically without season. We don't 
have a dull period when we would be 
overstaffed and have unused facilities. 
And when a peak comes in any one 
of our lines, we can take full advan- 
tage of it without adding part-time 
help or overcrowding our working and 
display space. There are séasonal 
peaks for each of our lines, but sel- 
dom do they overlap.” ; 


Depression-Born Idea 


“When I opened shop in 1934, there 
was no backlog of appliance business. 
There were no unfilled orders for 
thousands of homes to wire. People 
didn’t keep a reserve of lamp bulbs. 
Instead of paying $10 to repair a radio, 
many persons would buy a new midget 
at the drugstore for $6.95,” Sharp 
says. 

“Tn that situation you didn’t expect 
to make money by specializing in one 
line. So I opened an ‘electric shop, 
and I have kept it the same way ever 
since, just increasing my activities in 
each line.” 


The Personal Touch Sells 


By. providing so many electrical 
services, Sharp has been able to put 
the personal touch into his relationship 
with his customers, in spite of the size 
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AUTOMATIC 





Your customers will buy — and en- 
joy — this phonograph the year 
‘round. Newest member of the 
Webster family, Model 60 is built 
with the famous Webster care. 
Performance sells it—quality keeps 
it sold. Model 60 features the pop- 
ular Webster Model 50 record 
changer, 3-tube amplifier with full 
compensating tone control, and a 
5-inch permanent magnet speaker. 
Here's tone quality usually found 
only in much larger, expensive 
phonographs. See your distributor 
today. 


RECORD CHANGER 


Moves right off your counter 


WEBSTER jj CHICAGO 


56310 Bloamingdale Avenue, CHICAGO 39, 11 LEINOFS 
33 years of Continuous Successfuj Monufocturing 


of the city he serves. His customers 
come in more often, to get to know 
Sharp as their source of electrical 
items—refrigerators, radios, lamps, 
cord sets, fuses or house wiring—and 





DRAKE 


they depend on his judgment and ad- | 


vice on all electrical problems. 
“In normal times, more than 50 per- 


| cent of our appliance business is done 


| over the telephone. 


Customers call 
me up, explain what they need, and 
depend on us to send them the item 


most suited to their needs,” Sharp ex- | 


plains. 

“One personal touch that has helped 
build up the sale of small appliances 
is gift-wrapping. We found 


that | 


many sales of small electrical items | 


were to be used as gifts for weddings, | 


anniversaries, birthdays, ‘showers’ or | 


other occasions. As each sale was 
completed, we offered to gift wrap the 
package. We find that the customers 
don’t think one way or another about 
the service the first time. But the next 


time they need a gift, they hustle back | 
here because they know that they | 


won't have to be bothered with finding 
proper paper, ribbon, etc. 


Wrapping Interests Men 


“Particularly, this gift wrapping is | 
valuable in getting and keeping the | 


trade of the men. They like gifts to 


| look very fancy, but they don’t want 

















om 


ELECTRICAL MERCHANDISING—FEBRUARY |}, 


Fine performance has « 
been a point of pride 
with SEPCO distribu- 
tors and dealers for. 
over 30 years. 


AUTOMATIC 
ELECTRIC 


WATER HEATERS 


OMATIC ELECTRIC HEATER CO,, Inc, POTTSTOWN, PA. i 
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| to be bothered with the wrapping. 


And most of them have seen the re- 
sults of the wrapping done by their 
wives or secretaries 





Not only that, but men often mention 
to each other that they are going to 
buy a gift, and then someone who has 
been here will make the suggestion 
that the buyer come here where in one 
stop and a short time, the whole busi- 
ness will be taken care of.” 

To build up this business in gifts, 


} e 
Sharp has gone to the extent of fea- 
| turing certain lines in his windows; 


and also having special gift 


| fabricated. 





One of his biggest markets for elec- 
trical items as gifts is the group of | 
men and women working in the nearby | 
Salt Lake City telephone exchange. | 


As one method of getting the gift busi- 
ness from this group before the war, 
(Continued on page 187) 


Vernon Sharp, big city operator of an 
“electric shop", has planned his business 
so there will be no serious off seasons. 
He holds an: engineering degree, was 
appointed recently to Utah board of 
electrical examiners. 





so they come to | 
us for the purchase and the wrapping. | 


items | 








RELIABLE 


SOLDERING 


EQUIPMENT 


DRAKE ELECTRIC 
WORKS, INC. 


3656 LINCOLN AVENUE 
CHICAGO 13, ILLINOIS 





PAGE 185 








The Nation’s 
Finest 


EVAPORATIVE 
COOLER 


Arctic Circle Evaporative 
Coolers have every desir- 
able feature . . . are defi- 
nitely superior in appear- 
ance and performance. 










@ Constructed of heavy rust- 
resisting galvanized steel 


© Completely die pressed and 
welded 


@ All steel treated for rust 
prevention 


@ Dynamically and 
cally balanced 
blower 
Larger than other coolers 
of comparable size 







statisti- 
oversize 







@ Suspended blower. elimi- 
nating obstructions in bot- 
tom pan 

@ Equipped with quiet run- 
ning Westinghouse motor 






P.O. BOX 1712 * 500 $ 





@ Bronze water meter gives even water distribution to all pads 
®@ Extra large non-sag pads 
®@ Special chemically treated pads absorb water 30 times faster 
@ Finished in blue-grey hammered baked enamel inside and out 


4 Manufactured By 


INTERNATIONAL 





METAL PRODUCTS CO. 


1Sth STREET 
PHOENIX, ARIZONA 


NOW 


THE AMAZING NEW 


ARCTIC 
CIRCLE 


ao neta ~* 






























































Glow-in-The-Dork 
Switch Plates 


Glow-in-The-Dark 
House Numbers 


Glow -In-The-Dark 
Cord Pulls 


Glow-in-The-Dark 
Super Clothesline 
Mer 
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chandise Mart, Chicago 54 


Live-Wire 
Profit-Builders 
for Appliance 
Dealers 




















Wherever Agate Glow-In-The-Dark Items, 
and Plastic Clothesline are displayed by 
appliance dealers they quickly leap into 


, the best-seller class. Incorporating wartime 


advances in plastics research, these new 
housewares items have caught the public’s 
fancy. Used to attract additional floor traffic, 
they are natural companion-items for major 
appliances. 


if your distributor doesn't handle 
Agate Plastics Housewares items—write 
or wire today for complete details. 


The Symbol of Quality 
Plastics Products 


AGATE PLASTICS CORPORATION 


Illinois 


















With mirrors over the equipment, Ann Martin, home economist for the Los Angeles 
Department of Water and Power, shows young and old brides how to prepare food 


and how to cook it electrically. 


At her right is Gerson Ray, Residential Market 


Development Supervisor, and Mrs. Sallie Ranker, Coordinator of Adult Education 


for the Los Angeles schools. 


A Break for Brides 


Municipal utility develops cooking and 
homemaking school for brides as part of 
Los Angeles adult education program 


| fpr eterna Fhe in the use of all- 


| 
} 





electric kitchen and laundry equip- 
ment highlighted the “Cooking and 
Homemaking Institute for Brides” de- 
veloped by the Los Angeles Depart- 
ment of Water and Power and pre- 
sented by the Los Angeles city schools 
as part of a city-wide cooperative adult 
educational program. Hundreds of 
young wives, establishing homes as 
veterans returned to this country, and 
other women, wishing a review of basic 


| cooking techniques and up-to-the min- 


ute homemaking ideas, are attending 
the programs which are _ spotted 
throughout sprawling Los Angeles. 

The objectives of the course are to 
demonstrate the most essential and 
simple process of cooking vegetables, 
meats, quick-breads and desserts and 
at the same time combine them into 
attractive meals. All dishes conform 
with choice of foods for good nutri- 
tion. 


All-electric Equipment 


The use and the performance of the 
electric range was demonstrated fully. 
Two modern electric ranges with at- 
tractive back display units and an elec- 
tric refrigerator were provided on the 
stage. Mirrors over the illuminated 
ranges and demonstration tables gave 
the audience a complete view of the 
cooking operation of the range and a 
view of the food being prepared. 

The seventh class in the series, 
which covered home laundering and 
cleaning, included a display of auto- 
matic and mnon-automatic washers, 
ironers, and vacuum cleaners, which 
was prepared through the coperation 
of distributors and dealers. After the 
program, the audience welcomed the 
invitation to go onto the stage and 
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One of America's best-known archi- 
tects, Walter R. Hagedohm, who has a 
national radio program on home design, 
handles the session on kitchen and laundry 
planning for the-Los Angeles Brides’ In- 
stitute. 


examine more closely the array of elec- 
trical appliances. 

The concluding session was on kitch- 
en and laundry planning and adequate 
wiring for the home. Walter R. Hage- 
dohm, past president of the California 
State Association of Architects, and 
a specialist in residential architecture, 
was the speaker on kitchen and laundry 
planning. Adequate wiring and the 
services rendered by the city’s munici- 
pal utility to help in new construction 
and modernization were explained by 
W. F. Lovelace of the Department. 
Walt Disney’s “Dawn of Better Liv- 
ing” was shown to the group. 

(Continued on next page) 





1947—ELECTRICAL MERCHANDISING 






we 
we 




















les 
od 
ket 
ion 





archi- 
has a 
asign, 
undry 
s' In- 


f elec- 


kitch- 
equate 
Hage- 
fornia 
s, and 
ecture, 
undry 
id the 
Wunici- 
uction 
ied by 
tment. 
r Liv- 





KITCHEN 
PLANNERS - - - 


DRAW Anything.... 
Anytime .... 
Anywhere... 


STERLING 
— 





able in Office ... 
Field or Sales Work 

It’s the most Simplified Tool that Draws 
Right From the Start 


Portable—Easy to Use 
Saves 50% Time & Energy. Reduces 


It’s Indi Factory, 


Mistakes. Increases Profits. 
SPEEDY—ACCURATE—LIGHT TO CARRY 


Two moving parts are all you need to 
draw ~ line. Or any angle at intervals 
of 15° 

Write for the facts today. 


STERLING DRAFTKIT 
Div. of Home Service Bureau, Inc. 
sth FLOOR + 122 S. MICHIGAN Ave. 
Chicago 3, Ill. 


(*Registered. Patents & Pats. Pending. U.S.A. 
& Foreign Countries) 





















NEW 


ELECTRICAL APPLIANCE 


PREMIER P-20 
PORTABLE ELECTRIC 
WATER HEATER 


IT’S PORTABLE 


— Unit is hung by 
slotted bracket from 
small bolts, nails, or 
screws on walls, 
posts, etc 


Here’s one of the finest postwar electrical 
appliances . . . and for immediate deliv- 
ety! It’s a high-profit, reasonably priced 
item that practically every one of your 
customers will want. 

HOT WATER BY THE PAILFUL 
Easily operated — a pail of water hung 
on switch arm sets unit in operation ... 
when pail is removed, switch shuts off 
automatically, Safe — simple — efficient, 
A water heater with dozens of uses. 

UNDERWRITER'S LABORATORIES APPROVED 


Order From Your Distributor Or Write To 


THE NATIONAL IDEAL COMPANY 


TOLEDO 4, OHIO 
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A Break for Brides 


aque CONTINUED FROM PREVIOUS PAGE ommmm 


The idea for the institute for brides 
was presented by Gerson Ray, Super- 
visor of Residential Market Develop- 
ment for the Department, to E. Man- 
fred Evans, chief supervisor of the 
Adult Education Branch of the Los 
Angeles City Schools. Direction of 
the institute was given to Mrs. Dorothy 
Baufman, supervisor of homemaking 
education for the city’s Adult Educa- 
tion Branch. 

Maude Chamberlain, home _ econ- 
omist of the Department, conducted 
the course on home laundering. and 
cleaning. The cooking classes were 
conducted by guest home economists— 
Marian Manners of the “Los Angeles 
Times”, Mona Van Dyke Schafer of 
the “Downtown Shopping News”, and 
Una Steen of the American Red Cross, 
plus Ann Martin, of the Department. 


Small Town Shop 
in a Big City 


es CONTINUED FROM PAGE [85 mmm | 


Sharp prepared window displays of 
General Electric, Telechron and Seth 
Thomas electric alarm clocks. 

“It proved a big business builder,” 
Sharp remembers. “In such a large 
company someone is always in need 
of a gift, and the electric alarm clock 
is particularly attractive and. ap- 
propriate for office workers, and cer- 
tainly when they have to work the odd 
hours that the telephone company 
has.” 

To hit this gift market even harder, 
Sharp has added a line of novelty table 
lamps. He found a concern that con- 
verted old American crockery, oil 
lamps, etc., into electric table lamps. 
One item, for example, is a “pitcher 
and bowl” set—once standard items 
on the bedroom bureaus of bathroom- 
less homes. With the pitcher an- 
and a_ socket 
sprouting from the pitcher, plus a 
large shade, it becomes a usable, if not 
IES, table lamp for the more particu- 
lar tastes. 


Wartime Lines 


Sharp’s idea of operating a well- 
rounded business, plus his personal 
contact with customers, stood him 
well during the war years when ap- 
pliances were not available. Because 
of his setup, he did not have to add 
as many new lines as the average 
specialized appliance store. 

His chief addition was a line of 
Mexican handicraft—blankets, pot- 
tery, coin-silver jewelry and novelties, 
etc. As a result of living for many 
years in old Mexico, Sharp was 
familiar with the handicraft of that 
country. On his winter vacations 
south of the border each year he pur- 
chased sufficient stock to hold him un- 
til the next season. 





1, 1947 





f 
CVIVICTICVICe —LJefrciidlaatalele 


Characterizes the products of 


“==)OHN MECK INDUSTRIES, Inc. 


PLYMOUTH, INDIANA, 


RADIOS » PHONOGRAPHS « COMBINATIONS 
SOUND EQUIPMENT 








THE WHOLE FAMILY 
LIKES HARDER tN 
= 
LE 


y 





DEALERS ARE CASHING IN ON THIS UNIVERSAL DEMAND! 


The universal desire for good food, and the savings in time and 
money in the zero-temperature preservation of foods, mean a steady, 
lasting market for Harder-Freez Home Lockers. Tyler national 
advertising in such magazines as Post, Collier’s, Field and Stream, 
Outdoor Life, Country Gentleman, Farm Journal, Better 
Homes & Gardens, is further stimulating this demand. 
Tyler Harder-Freez offers many outstanding advan- 
* tages. Large capacity—up to 18 cubic feet. Chest and 
Upright Models. Appealing design. Low price. Experi- 
enced manufacturer. Dealerships available. 
Tie up with Tyler—for profits in the fast-moving zero- 
temperature food refrigeravion field. Write Tyler today! 
Rush data on Tyler Harder- Freez Home Locker | 


TYLER (eget 


HARDER-FREEZ HOME LOCKER | 





Upright Model 


Tyler Fixture Corp., Dept. EM-2, Niles, Mich. 











Address 
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The office, home, factory, 
restaurant, garage, ware- 
house, class room or a hun- 
dred other places where pro- 
per ventilation is the prime 
requisite for health and com- 
fort, makes the new 1947 
Johnson HEALTHAIRE 
fan a MUST! 


Johnson HEALTHAIRE 
fans are available in two types 
... Belt Driven (ranging in size 
from 24 inches to 48 inches) and 
Direct Driven (from 12 inches 
to 20 inches). 


BELT DRIVEN TYPE 
Sizes: 24” to 48” 


Beauty, style and ruggedness 
has been incorporated into the 
1947 HEALTHAIRE line, mak- 
ing @ more modern 
and longer lasting fan 
of proven quality. 


Johnson Fan & Blower Corp. 


1319 West Lake St., Chicago 7, ML 





DIRECT DRIVEN TYPE 
Sizes: 12” to 20” — 








Easy to sell because the Handyhot Portable Electric Washer uses 
the same oscillating washer action as well accepted standard washer 
models. Smooth, 3-blade aluminum agitator is deep set to give 
thorough cleansing action, keep clothes and water in constant mo- 
tion and wash even the daintiest pieces gently and safely. 


A proven product further improved 
Now in permanent stainless steel with a larger, more durable tub 
and attractive, modern design. Washes up to 3 lbs. of dry clothes. 
So light in weight it is easily filled at sink, carried to stove for ster- 
ilizing or stored away in small space. 
Sells everywhere because a convenient second washer in every home 

for smaller, in-between washings—especially desirable for baby’s 
clothes —ideal for apartment dwellers. 
Smaller size porcelain washer also available. 
Little Magic Wringer fits both washers. 
Other DeLuxe Handyhot Table Appliances 
distinctive companion items to the Handyhot Portable Washers 


CHICAGO ELECTRIC MANUFACTURING COMPANY 


Quality Electric Products Since 1903 
6333 West 65th Street WANDYHOT Chicago 38. Illinois 








Handyhot Appliances are sold ex- 
clusively through regularly appointed 
Handyhot electrical and hardware dis 
tributors 


SEE YOUR DISTRIBUTOR TODAY! 


Handyhol 


ELECTRIC WASHER 
APPLIANCES— FANS 
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White's Puts Records 
on 





Shown here in this view of the new 
street floor Record Shop of R. H. White's 
is the clerks’ side of the listening stalls 
for single records. Customers may easily 
move up to the stalls on the other side of 
the partition to hear a quick playing. 


A new strect floor record shop is 

among the recent creations of R. 
H. White Co., Boston, in its program 
to simplify shopping for its customers. 
In its former setting upon an upper 
floor, the record department location 
was an inconvenience to folks who had 
only a short time in which to complete 
their selection, even though the store’s 
escalator and elevator service cut the 
time of the trip upstairs to a minimum. 


Record Shop Gets Traffic 


The new Record Shop, with much 
more display space at its command and 
many more features for shopping serv- 
ice and facility, has been installed at 
the rear of the street floor in close re- 
lationship to the very heavily patro- 
nized departments for cosmetics, sta- 
tionery and books. The growing de- 
mand for album selections has been 


the Street Floor 


Discs create brisk 
traffic at Boston store 


noted through very special attention to 
their display. Slanting fixtures at the 
walls include four shelves for full view 
display of colorful album fronts. A 
lower stock shelf holds albums in an 
end-out stance for easy inventory con- 
trol. These wall displays tilt back to 
accept maximum lighting emphasis 
from the fluorescent lamps located un- 
der the protective overhang at the top. 

Supplementing the border record 
displays are two modern record stands 
at the center of the floor space. 

As an additional item of appeal to 
shoppers of albums, White’s has cre- 
ated three spacious, comfortable, ven- 
tilated booths at one extremity of the 
album displays. These glass-doored 
units are identified by a record sus- 
pended from the top by a wire. 


. 
Single Record Efficiency 


Single records are carried behind a 
service counter at the right of the Rec- 
ord Shop. Here they occupy slot 
spaces from which they may be quickly 
brought out for the customers. A num- 
bering system simplifies this effort. 
Since customers for individual records 
appreciate quick service and attention, 
the store has set up three “play-back” 
counter stalls at this point. The cus- 
tomer makes his record requests. He 
then steps up into a stall facing the 
clerk, but separated from her by a 
short partition. A sound box occupies 
space on the customer’s side. The 
clerk’s side contains the playing equip- 
ment and controls. 

In addition to the single records, the 
service counter carries displays of rec- 
ord players, accessories and various 
types of record stands. 











Here is part of the immaculate new street floor Record Shop of R. H. White's, 
Boston. Traffic and volume in this shop has stepped up tremendously since it moved 


down here from an upper floor. 


More display space and three special listening 
booths have been provided for album fans. 


In partial view at the extreme right 


here is seen one of the three play-back stalls for single records. 
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Mrs. James Clark (left) is a newcomer in town, but Theresa Edwards of the Central 
Arizona Light and Power Co. makes her feel like a member of the community. 


First Friend 








A Central Arizona L. & P. Co 
home service girl gets newcomers 
acquainted with Phoenix 


T has long been the custom of the 

Central Arizona Light and Power 
Company to turn over the name of all 
applicants for electric or gas service to 
their home service department. Almost 
before the electrician gets out to the 
house to make the connection, one of 
the girls is there to pay a call on the 
new resident in Phoenix. The new- 
comer is glad to see someone who 
knows the town and usually is full of 
questions. Can her friendly caller 
tell her something about the bus line 
which will bring her into town, to her 
husband’s business, to her child’s 
school? What is the nearest school 
anyhow and what must she do to en- 
roll her child? Is there a library 
nearby? A hospital ? 

Miss Ruth Kruger, head of home 
service work for the company, had 
early recognized the importance of 
the service thus rendered and had 
“taught her girls the necessary basic 
information to be able to answer al- 
most any question they might be asked. 
But this was not enough. Why not 
furnish the housewife with a booklet 
which would give her a selection of 
just the sort of information she would 
want to have, making this a gift from 
the power company? 


"Your Key to Phoenix" 


The result has been the assembling 
and printing of a 48-page booklet en- 
titled “Your Key to Phoenix”. This 
gives a brief history of the background 
of the “Valley of the Sun” and lists its 
major points of interest. A list of clubs 
and of entertainment facilities helps 
the newcomer to become acquainted. 
Playgrounds, libraries, museums and 
churches are listed, as well as the 
names of civic organizations where 


. 
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specific types of information may be 
obtained. School and college facilities, 
automobile information and driving 
rules, hospitals, and health agencies, 
rules governing pets, gardening in- 
formation, etc., are interspersed with 
information about electric rates and 
appliance use, how to replace a fuse, 
and similar helpful instructions. 

The book concludes with a map of 
Phoenix. This is printed in extra large 
type so that it may be read without 
glasses, providing, as the home serv- 
ice girl points out, the lighting is 
adequate. 


Newcomers Appreciate Aid 


This service is tremendously ap- 
preciated by the new arrival in town. 
The power company girl is literally 
her first friend in town and she is glad 
as a rule to accept the offer of further 
assistance. The home service depart- 
ment provides a weekly recipe service 
and also maintains a telephone desk 
in the lobby of the downtown office. 
The girls take turns here, on call to 
answer any question concerning house- 
hold affairs which may be in their 
province. 

A few pages in the rear of the book- 
let cover neighboring towns and other 
areas which are served by the Central 
Arizona company. Later on it is ex- 
pected to have special inserts for each 
community which will adapt the book- 
let to all parts of the company’s terri- 
tory. Not only has this guide to Phoe- 
nix been greatly appreciated by new 
customers, making many friends for 
the company, but it is also recognized 
as a community service by the Cham- 
ber of Commerce and other civic or- 
ganizations. 


1947 











INTO COMPLETE COVERAGE 
OF THE 
AUTOMATIC FIRING FIELD- 


GAS ° 


OIL e 


COAL 





ALL WHITE conver- 
sion burners, fur- 
naves, Butane and 
Propane burners. 


furnaces. 





ALL WHITE conver- 
sion burners and 





ALL WHITE Deluxe 
domestic stoker — 
25 |b. capacity 
40 Ib. capacity. 








Automatic Firing Corporation OFFERS TO THE 


DEALER, IN 1947, A COMPLETE LINE OF ALL WHITE 


AUTOMATIC FIRING EQUIPMENT ~— 


PARTNERS IN PROGRESS! Our present franchise 


holders have seen an initial franchise magnify in value 


and in profit. Dealers are sharing in this added growth 


and profit. And NOW each 
franchise will cover the en- 
tire field, presenting the 
consumer with products 
fitted to his need in Gas, in 
Oil, in Coal. We still have 
room for more dealers. 


VISIT OUR BOOTHS (#30-32) AT THE 
INTERNATIONAL HEATING EXPOSITION 


Giutomatic 


FORMERLY <Sié-(0-Poxe Op 


6504 OLIVE BLVD. 



























¢ Write for Franchise TODAY 

‘ Without obligating me in any way please 

4 send me full information on New Complete 
Qutomatic Firing Coapeoration franchise. 

: ¢" 

Nome 

: Address 

E Zone. State. 

é 





Corpooration 


com 


ST. LOUIS 5, MO. 
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Sole AMERICAN 7 


FIRST—with an all-aluminum 
light, strong, rustproof! 

FIRST 
button! 
with heavy doors. 


inside and out... 





cabinet, 


with automatic-opening top door. . . just touch the 
A great feature for housewives who have struggled 


combining 
visual 


FIRST—with convenient visual control panel, 
Quick-Freeze and Zero-Storage thermostat control, 
temperature indicator. 





FIRST—with large packaging and storage bin, which lifts 
{ out for easy access to condensor unit. 
See it... sell it! The greatest Freezer value on the market 





today is the new 1947 AMERICAN. 


Dea.ers! Write for colorful illustrated litera- 
ture on AMERICAN Quality Products 


REFRIGERATOR & MACHINE, Inc. 


2700 University Avenue, N. E., Minneapolis 13, Mina. 


















































SWITCH 
LIGHT 





The ony Sh SAFETY UGHT and SWITCH LIGHT combined that 
gives you all these advantages! 


The original LumiNite is the only device of its kind 
offering you— sales-building national advertising... 
listing by Underwriters’ Laboratories, Inc....a 
sales-clinching unconditional renewal guarantee . . 
complete sales literature and display helps ...a 
one-piece switch plate with sealed-in lighting mecha- 
nism ... units for both single and multiple-gang 
switches . . . approved wiring terminals for easy, 
safe installation ... the prestige of being standard 
equipment in hundreds of leading hotels . . . the 
backing of a famous name that has already achieved 
more than a million sales . . . immediate delivery in 
sizeable quantities! 


Immediate Shipment on All Reasonable Quantities! 
If your wholesaler can’t supply you, write us today! 
Associated Projects Co., 80 E. Long Street, Columbus 10, Ohie 
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Half inch pipe makes handy display fixtures for spools of wire. 


head with short samples of various types. 


* 








Note panel over- 


Novel Spool Rack 
Handles Wire Problems 


Eliminates time lost in 
preparing wire for sale 


URCHASING any length of lamp 

cord, bell wire or other household 
electrical wiring is as simple a matter 
as purchasing a hammer at Stebbins 
Hardware Company, Chicago, Illinois 
—since the management, headed by 
Edwin Wolfrum, developed a clever 
spooling system for displaying and 
cutting fast-moving wire. 

The spool fixture is set up at the 
rear of the second floor, and consists 
of 23 heavy fibre spools mounted on 
“cradles” of ordinary half inch plumb- 
ing pipe. Each forms a pair of sup- 
ports between which the spool is 
slipped, rotating on a short iron rod 
which fits into two notches in thé 
pipe supports. Top joints where the 
pipe connects proved to be an ideal 
socket for the rod ends, making use 
of the spools simply a matter of pick- 
ing them up or dropping them in the 
notches. 


Salvaged from Pre-war Wiring 


The spools themselves were salvaged 
from expensive wiring delivered be- 
fore the war. Although some wire is 
still received at the store on spools, 
the majority of it comes coiled into 
250 lengths, making a bulky, hard-to- 
handle mass. Formerly salespeople 
had to lift this coil down from the 
shelf, measure off the amount with a 
yardstick, cut it off and replace the 
coil. Now it is simply twirled off a 
spool, snipped off and handed to the 
customer. 

To make the 250 foot lengths fit 
into this convenient scheme, Stebbins 
Hardware Company developed a 
“winder” which consists of a_hori- 
zontal turntable at one end of a four 
foot board, and a vertical crank and 
spindle at the other end which ac- 
commodates a fibre spool. The coil 
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of wire is laid on the flat turntable, 
which has pegs to keep it in line, 
while the free end is clipped into the 
spool. Revolving the crank quickly 
fills up the spool, neatly spaced. 

Over the long row of spools 2 
waist height in the wire department 
a board is mounted which shows “the 
whole story” of the inventory on hand 
at a glance. Twenty one styles oi 
wire are shown in four inch samples. 
Stock includes eleven types of lamp 
cord wire, bell wire, thermostat wire 
kitchen wire, extension cable, etc. In- 
cluded are 18-gauge No. 1 and No.2 
wire. A smaller panel shows 18 types 
of Bx cable and conduity with heavy 
special wire for special uses in industry 
or the home. Prices range from 2 
cents per foot for lamp cord wire ti 
24 cents per foot on rubber coveret 
extension cable. 


Cuts Time Per Customer 


“The advantage of the whole thin 
is that our clerks are not tied up cot 
stantly getting wire ready for salt 
and require far less time per cus 
tomer,” Mr. Wolfrum said. “We cor 
tinually have customers who wat 
two or three varieties of wire at! 
single visit. If we had to lift dow 
and replace a coil of wire in ead 
instance, it would require fifteen mit 
utes per customer. With the spo 
system, using handy cutters hangitf 
right on the fixture, it takes only thre 
minutes. Moreover, the customer 
look over the whole stock, out whet 
he can handle it, without bothering ! 
salesperson. With hundreds of cit 
tomers remodelling their homes % 
fixing up dens, basements, etc., t 
amount of wire traffic we have make 
a timesaving fixture like this indispet 
able.” 
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DISING 


TER © 
we DISPLAY 


at your distributors! 


ELECTRIC 


Refrigeration Sales Corp. 
Clevelond, Ohio 


H. G. Bogart Company 
Toledo 4, Ohio 
A. L. Sherman & Sons 
Philadelphia 6, Pennsylvania 
C. R. Rogers Co. 
Pittsburgh 6, Pennsylvania 
4. J. Slaughter Company 
Ft. Worth, Texas 
Way Engineering Company 
Houston 4, Texas 
Electrical Distributing Company 


San Antonio, Texas 


Long-Lewis Hardware Co. 
Birmingham, Alabama 
Joseph Simons Co. 
Hartford 5, Connecticut 
Thermotic Engineering Co. 
Torrington, Connecticut 
Manufacturers’ Agents, Inc. 
Washington 9, D. C. 
Gray Products Corp. 
Miami 36, Florida 
W. B. Haggerty, Inc. 
Tampa 1, Florida 
Refrigeration Exchange, Inc. 
Atlanta 3, Georgia 
Interstate Electric Co. 
New Orleans, Lovisiana 
Fidelity Engineering & Distributing Co. 
Baltimore 2, Maryland 
Miller & Seddon Co., Inc. 
Cambridge 40, Massachusetts 
Modern Refrigeration Sales Company 
Detroit, Michigan 
General Pipe & Brass Co. 
St. Louis 8, Missouri 


First Colony Distributors, Inc. 
Raleigh, North Carolina 


Refrigeration Suppliers, inc. 
Norfolk 10, Virginia 
Emmons-Hawkins Hardware Co. 

Huntington, West Virginia a 
M. Fields € 


Toronto, Canada 
Dario R. Vasquez % 
San Juan 17, Puerto Rico 


A. F. Stubenberg, Ltd. 
Honolulu 13, T. H. 


/ 
S 


EVOLUTIONARY IN. ENGINEERING 


a 
CORPORATION : 
= 


REVOLUTIONARY IN DESIGN 940 Butler Street, Brooklyn 17, N 








BUILD YOuR 
SERVICE BUSINESS 





~) 





REPLACEMENT 
HEATING ELEMENTS 


A Profitable Service business with 
satisfied customers is easily built 
with “Nykelkrom” Replacement 
Elements. 


Nykelkrom Toaster 
Element — Adjustable 
Mountings — fits most 
all toasters. 





Nykelkrom Flat Iron Element — 
formed core with wide slot fits 
90% of the Flat Irons includ- 
ing new thermostatic models. 


Complete line of Replacement 
Coils for most Electric Ranges — 
special heating units — flat iron 
elements — Cone Elements for 
space heaters, and spooled coiled 
resistance wire. 





Heating Elements 
6% and 5% inch bricks 


Single heat also for mul- 
tiple heat switches 


SEND FOR COMPLETE CATALOG 


H. W. TUTTLE & CO. 


ADRIAN, MICH. 





Cone heating elements 
for room heaters 
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MODERN 
ECONOMICAL 25 LB. 
PAIL 


Quick Cash Daily 


and customers keep coming back! 
200 Pails in One Week! 


Says Al Henker of the Midwest-Henker Co., Dubuque, 
Iowa; “Suds ’o Fun certainly has made a hit with my 
customers. In less than a week’s time I sold 200 
\Z pails of FUN.” 


_ 


FUN makes HARD WATER a “softie”’. 


2 FUN puts the “TIC” in AUTOMATIC... makes 
automatic washers perform as they should. . . cuts 
down service calls. 


3 FUNisasales repeater that brings customers back. 


4 FUN is “sudsational” .. . women are amazed at the 
big job a little does. 


5 Sell a pail of FUN with every washer. 


You can’t beat FUN ... you'll find that true 
when you try it! Send now for FREE FUN 
sample package. 


ESSENTIAL CHEMICALS COMPANY 


744 North 4th Street Milwaukee 3, Wisconsin 


a 


ESSENTIAL CHEMICALS CO., 
744 North 4th St., Milwaukee 3, Wis. 


Send me at once FREE sample of FUN, the soap that makes quick suds in the hardest water. 


Name Firm 





Addres 
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Statistics show that rural 
families want clean, safe, pasteurized 

milk, free of milk-bourne diseases. Now, milk can 

be pasteurized properly at home. The SAFGARD Home Pasteurizer 
is so easy to Operate, so economical to buy that no farm home can 
afford to be without it. 

Two-gallon capacity . . . automatic, electrically operated heat- 
ing and timing controls . . . agitator that keeps milk at uniform 
temperatures . . . simple, rugged construction. 

Rural families are going to buy it . . . are you going to sell it? 





The Product With A Profit Future OTHER SAFGARD 
Because It’s P RODUCTS 
© Electric Water ~ 
Packed With Sales Appeal Heaters 





© Electric Fence 
4 Dealer, Jobber Territory Still Open. |, ay ol 
Write for complete details. 


e pio © 
Symes? GUARD-IT manuracturine co. 


¢ 



























FOR YEAR ’ROUND 
TS IN 1947 
" SUSPENDED 
UNIT HEATER 


" The ideal heater for store or factory. 
Hangs from ceiling - leaves valuable floor 
space clear. Fully automatic. Just one of 
a complete line or quality gas heaters and 


Gyo EVAPORATIVE 


COOLERS 


Tested and perfected in the Arizona des- 
ert. . . the toughest testing ground in the 
world. Backed by 30 years of Palmer en- 
gineering know-how. A complete range 
of sizes for every need. 


























furnaces. 



















































WRITE FOR 
CATALOG 











MFG. corp. « PHOENIX, ARIZONA 
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Chicago Offers Market for 
246,000 Television Sets 


A projection developed from an in- 
terview with 2,000 Chicago families 
would indicate that Chicago is in the 
market for approximately 246,000 tel- 
evision receivers. A. B. Rodner, Jr., 
who represents Commonwealth Edison 
Co. in its television interests, declares. 
Out of 2,000 families interviewed 575 
stated they were interested in buying 
television sets. Recently, Common- 
wealth Edison signed a commercial 
contract with television station 
WBKB. During the war the utility 
had a hand in a number of television 
broadcasts. 

Interest on the part of the utilities 
is natural, as it is estimated the aver- 
age set uses 280 watts per hour com- 
pared to a radio’s average of 65 watts 
per hour. An active television set will 
consume 730 watts daily, it is believed, 
and this is based on a guess that it will 
be in action 3.4 hours per day. 

It is believed that Chicago will get 
approximately 20 percent of all tele- 
vision receivers produced in 1947, and 
possibly will have 165,000 in operation 
by the end of next year. A market for 
246,000 sets is believed possible. 








W hen Prices Soar 
Buyers Get Sore | 


The Virginia Electric Power Co., look- 
ing askance at the rising tide of appli- 
ance prices, waxed editorially indig- 
nant in its Electrical Appliance Re- 
tailer News of December 20, the text 
of which is reprinted herewith: | 


The Price Crisis! | 


Prices of appliances are con- | 
tinuing to skyrocket—every mail | | 
brings notices of new increases! | 
Even with our present desperate 
shortages we’re finding more and | | 
more resistance from buyers who | | 
simply will do without badly 
wanted goods rather than pay e-r- 
orbitant prices—and exorbitant is | | 
a good word to describe some of | | 
the new schedules! 

When a dealer has to admit to a 
good customer that an appliance 
“simply isn’t worth” the price he’s 
asking, that’s bad! And that’s ex- 
actly what’s happening all around 
us! Santa Claus doesn’t have to 
give Electrical Gifts—he can still 
give jewelry or lingerie! 

Prices on many things have either 
leveled off or gone down! But 
“durables” (ranges, refrigerators, 
washers, etc.) are still spiraling. 
You can’t keep up this pace when 
the supply catches up and the 
money runs low! 





« CORDS ... CORD SETS 


specified by top manufacturers of 





A full line of Flexible Cords for the 
repair and service industry, obtain- 
able through jobbers and distrinutors. 


CORNISH WIRE CO., Wc 





the Service line 









LAMPS 
RADIOS 
IRONS 
FANS 
PORTABLE TOOLS 
VACUUM CLEANERS 
REFRIGERATORS 
RANGES WASHERS 
HEATERS MIXERS 





13 Park Row + New York City, 7 








Again and Again We Hear It Said: 


gy 
4 













+ 
gem i eemosrane 
SOLDERING IRONS 
Are The BEST At Any Price” 





Mr. H. B. K. of Long Branch, WN. J.* says, 
“lt am employed as a radio mechanic at the 
Signal Corps Laboratories at Fort Monmouth. 
In my work | have many times used Kwikheat 
Soldering Irons. | had never seen, nor heard 
of your irons until | came here, but | om 
certainly convinced that they ore the best 
irons that can be obtained. They (Kwikheats) 
ore a real pleasure to work with.” 
*Letter on file ot our office 
© Thermostatic control © Cool, protecting handle 
© Heats in 90 seconds © Six interchangeable tips 
© Light weight (13% oz.) © Tips need less dressing 
© Power cost reduced 
225-Wett List $11.00 © 450-Watt List $14.50 








Better watch your stocks of high- 
priced goods. When things change, 
they’re going to change fast! It 
| | won’t take long for “*'lotments” 
to become “surplus” when buyers 
| | have to be sold! 











| Persol's Publish 
Service Catalog 


The Persol Appliance Corporation 
of Cleveland, which built its business 
on washer parts, announces a new 
catalog of small appliance repair parts. 
Two other catalogs are put out by 
the firm, one on washer parts and 
another on vacuum cleaner repairs. 
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appliances. 








NEW HAVEN QUILT & PAD CO’S. 


PADDED COVERS 


FOR SAFER, EASIER HANDLING! 





Refrigerator Cover 


Speeds up deliveries. Adjustable 4 to 10 
aterproof . Fe. 


canvas ouvt- Cu 


lete carrying horness. 
ided covers for ail 





NEW HAVEN QUILT & PAD CO 





82-84 Franklin St., New Haven!l, Conn 
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all his other merchandise first. 


Chicago Plugging Television 





chairs because people will come in 
and camp for hours if they can sit 
down. The greatest natural customer 
for television is the tavern, or any busi- 
ness that wants to attract crowds. 
After that, well-to-do-homes homes 
are logical prospects.” 

Harry Burns, Modern Service Radio 
& Appliance Company, 3124 Montrose, 
Chicago, is another veteran television 
retailer. Television attracted him be- 
cause his location is not in a dense 
business district. Hary sets his re- 
ceiver (GE) in the window and turns 
on the programs He finds it stops 
everybody who goes by, and promotes 
floor traffic. 

“T am sold on television as a special- 
ty,” he says. “It is going to take the 
same kind of demonstration after it has 
become common as the radio did. That’s 
meat for the independent dealer.” 


Robert Gayle, of the North Town Refrigeration Company, puts his television 
receiver in the back of the store to force the public to walk through and see 


CONTINUED FROM PAGE 49 








Lyon & Healy, Chicago’s largest 
music house, is pushing television with 
rooms for mass demonstrations in its 
various branches about Chicago. It 
is said to have sold around 90 tele- 
vision receivers. 


No Loose Ends 


As it meets the eye of such men as 
Bob Borden, no loose ends are visible 
in the campaign to introduce the new 
appliance to the Chicago market. The 
utility backing is there, advertisers are 
being induced to use existing stations, 
the Electric Association is beating its 
drums. Distributors have enlisted the 
dealers, service is being taken care 
of and before long radio service men 
will be schooled in the new art. When 
this is done, the circle will be complete. 
From all sides it looks as if television 
has come to stay. 

















Guek 


"| DON'T EXACTLY APPROVE OF THE WAY HE TESTS 'EM, BUT HE DOES SELL HUNDREDS OF 


BULBS—" 
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THE GILL ELECTRIC STOVE Is 


AA ome 


IN ANY SURROUNDINGS... 


---DOES A BIG JOB 
IN A SMALL SPACE 


Au the efficiency of a full-sized electric range 


in this attractive Gill Electric Stove .. 


. handsome enough 


to grace any buffet. Light, (11 Ibs.) it fits perfectly in 
tiny apartments, trailers and breakfast nooks. It travels 


perfectly to weekend cabins, is convenient on a porch, 


in an office. Its stainless steel top, aluminum body, large 


heating elements and two speed heat make it a quality 


appliance. Write for details and discount information. 





GILL 
GRIDDLE 


A heavy duty, cast-aluminum griddle that 


will last a lifetime. It distributes heat perfectly for frying evenly. 
Detachable handle permits use in broiler. Sold separately or in 
combination with the Gill Electric Stove. 


GILL 


UTILITY TABLE 


Perfect for the Gill Electric Stove, 
or wonderfully useful anywhere that 
more work surface is needed. Rust- 
proof stainless steel top and alu- 
minum legs. Easily adjustable to 
three convenient heights. Portable, 
approx. 16 lbs. Top 20 in. by 36 in. 


\ ELECTRIC STOVE 


GILL ELECTRIC MFG. CORP. 


REDLANDS, CALIFORNIA 







“Quality electrical products since 1920" 
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Electric Iron 





AT LAST! A FOOLPROOF 
THE 


LAUNDRY 
MASTER 


with 
3 HEAT 
CONTROL 


OPERATES 
on 

AC-DC © 

— 




































































3 
PLUG-IN 
POSITIONS FOR: 


for silk, rayon, 


LOW: 


F 50.95 er, " ew or nylon 
. . 

Heat “Control Principle MED: for wool 

Retail @ No Thermostats, Moving Parts HIGH: Ay 





or Gadgets To Get + of 
Order 





® Holds Heat at 
Temperature Chosen 


The Laundry Master provides Low-Medium-High heat without 
thermostatic control. Correctly engineered for top ironing efficiency 
for years of trouble-free service. Full size, lightweight (only 4 lbs.), 
beautifully streamlined. Get Extra Volume, Bigger Profits with this 
sensational new seller. Send your order today! 


IMMEDIATE DELIVERY. DEALER’S COST—$6.50 Ea., incl. tax 


Terms: Check with order or C.0.D. Net Railway Express F.O.B. Chicago 
Also Available: One Heat Irons in 220—110—and 32 volts 
4 Waffle Irons, Toasters, and Room Heaters. 


YING CORP. 


4754-56 N. CLARK 
CHICAGO 40, ILL. 















= 
DELIVER NOW to every Home 


AUTOMATIC KITCHEN VENTILATION 
With The New Portable Electric 





ADJUSTABLE 


SPLEND-AIRE _winvow 


(Model 10A) VENTILATOR 


PRICED FOR FAST SALES AND GREATER PROFITS 


Acute 12 complete changes of air every hour, the SPLEND-AIRE 
ustable Window Ventilator has all the features of built-in ventilation 
— at a fraction of the cost. Portable — anyone can quickly install. Fits 
any window from 27" to 36” wide. Dispels cooking odors — keeps 
kitchen walls clean and grease-free. Attractively enameled in ivory, with 
chrome finish. No interference with opening or closing window sash. 
Quiet, vibrationless motor—110 volt, 60 cycle, with semi-oilless bearings, 
and 11 foot cord. Guaranteed 1 year. IMMEDIATE DELIVERY—No 
Waiting. Write today for complete information, prices and discounts. 


THE METAL-TEX CORPORATION 


Dept. A @* 1600 Junction Avenue © Racine, Wisconsin 
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%& Molded of new. improved luminous 
plastic that emits blue-white glow 
thru hours of darkness 

% Glows 7 to 8 hours with only min- 
utes of exposure to light. 

% Absorbs both artificial and daylight. 

% Practical, unbreakable and wash- 
able. 

¥% Quick turnover—tull profits. 

%& Colorful sales display—tfree to each 
dealer. 

% Retails 25c single gang; 42c double 
gang. Attractively packaged (in- 
dividually) with quality screws. 

Order from your jobber 


Nelda VES ion 
4600 West Huron Street Chicago 44, Illinois 


Manufacturers of the famous Gifts Knives, 
Games, Savings Banks, tect-o-shields 
Switchplates, etc. 


Canadian Distributors: 
Myer Bald Ltd., 69 York St., 
Toronto 

















FEBRUARY 1, 


The ACTION Display-Way 
To Boost Your Sales! 


Ro oto: ‘Sho 


ELECTRIC TURN ane" 





TURNS THREE TIMES A MINUTE 
.» + Turns passersby inte customers 


Create more 
interest in 
your displays 
by activating 
them with 
ROTO-SHO. 
It does a 
powerful sell- 
ing job at 
Supplied with 18" Table low cost. 


All steel, ROTO-SHO carries up to 200 Ibs. 
Operates on 110 Volts A.C. Delivery tg im- 
mediate! See your distributor, or write us 
for literature. 

GENERAL DIE AND STAMPING COMPANY 


262-A Mott Street New York 12, N. Y. 














- ee SELL SELF-FLUXING 





For Repairing Broken 
Heating Elements 


A QUICK SELLER— 
NEEDED IN EVERY HOME! 
Nichrocite Paste enables anyone to 
repair broken or burned-out heat- 
ing elements in electric stoves, fur- 
naces, toasters, irons, grilis and 
other equipment quickly and thor- 
oughly. Simply overlap ends, apply 
Nichrocite Paste and turn on the 
current—a perfect weld results. Used 
by big utility companies and re- 
oF pair shops, and is particularly 
handy for those hard-to-reach 
TONTAATAAAN_—sontaces. Our popular 15¢ can (re- 
tail) will repair 3 to 5 average 
home appliances. Other sizes 
Tier available at $1.00 and $2.50. For 
- = further details see your focal 
Handy for Home jebber, or write direct mentioning 
or Industrial Use your jobber’s name. 
ARROWHEAD SALES & DISTRIBUTING CO. 
420-A Phoenix Bidg. Minnegpolis 1, Minn. 


© NICHROCITE 
CoN 
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Model "SA" 


WATER SOFTENERS 
by 
RED JACKET 


— are simpler to operate. 
There is no other softener 
like it. New regeneration 
principle, so simple a ten 
year old child can do it. Only 
two valves to operate — new 
softening material removes | 
hardness and iron at the 
same time! & 


RED JACKET 


RED JACKET MFG. CO. 


DAVENPORT, IOWA 
''The Choice That Makes Friends’ 











Easiest Rolling 


APPLIANCE 
TRUCK 


Has Dual Wheels 


Set of 4 big 8" 
Rubber Tires 
Makes It Roll Easy 
As Baby Buggy 

ORDER MONDAY 
GET IT FRIDAY 


318 


by at our risk. Over 
10,000 HANDEES 

trucks sold by mail. 

Less than a dozen - 


turned on our 
oes ‘Send back 
HANDEES 


truck collect if 
it doesn’t fit your 
needs”’. 












Capacity—1000 Ibs. 


The wheels contact floor at 4 ay ving 
truck a solid footing, makin eavy objects 
easier to load and the truck easier to get 
Trolling and easier to handle. No strain on 
arms of operator. There is no tendency to 
side-pull or side-tip, nor will it suddenly 
pull off at an ang é when some small ob- 
stacle is run into on the floor. 

Light, strong frames of tube steel. All 
Welded construction. Ht: 54”; width, 24”; 
curved cross pieces; 13’ web strap with 
buckle. Chrysler bearings. 


HANDEES COMPANY 
Dept. EM-2 Bloomington, Ill. 
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STOR 





Create WMedern 


E WINDOWS 





Modern simplicity with Structural Bends 


GENUINE 


STRU 


ORIGINAL 


CTURAL BENDS 


REGISTERED TRADE MARK 


OF TEMPERED MASONITE PRESDWOOD 


Made of strong tempered Masonite presdwood, Structural 
Bends are a practical, inexpensive material for creating 
streamlined, dramatic merchandise settings. Whole de- 
partments can be modernized... new window backgrounds 


installed...outstanding effects achieved at little 
cost. There are seventeen basic shapes available 
in 8’ and 12’ lengths. Flexible...easy to cut... 
construct...finish and install...durable...modern 
...practical to hundreds of different treatments. 


Write for a Catalog + Plan Your Needs 





Designed and Distributed Exclusively by 


W.L.STENSGAARD AND ASSOCIATES, INC. 


325 WORTH JUSTINE STREET + CHICAGO 7, ILLINOIS 







Place Order Now 


Structural 









best of its kind." 


NEW HEATER 


Model No. 616 Portable 


by radiation and circulation. The 
patented nichrome heating element is 


guaranteed for 5 years 


out. Made of finest enameling iron 
with handsome chrome plated reflector. 
Choice of walnut or ivory porcelain 


finish. 


“when it's an Armstrong .. . 
depend on it .. . it's the 


Electric heats 


against burn- 


Capacity—1320 watts. 110-115 volts, AC 
or DC. Size 14%2"" wide, 19°* high, 9" 


ig 
| deep. ey pose at $14.25. (West 
ARMS RONG IRONER of Denver $14 


No woman can resist it. 


smooth running Armstrong lroner 
Model M-21 is compact, portable, 
designed to give years of service. 
It features the 21" roll; thermos- 
tat; pilot light; elbow operating 


lever; uniform pressure shoe; 
slip rubber guards. 





FIRST SHIPMENTS 
GOING FORWARD NOW 


Order from your 
Jobber 
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This 





non- 





Retails for just $46.95 (West of Denver $48.95). 


ARMSTRONG PRODUCTS CORP. 


Quality Electrical Appliances Since 1899 
DEPT. EM, HUNTINGTON, W. V. 
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RATES: to figure advance payment 
words as a line 


able in advance. 





POSITIONS WANTED (full or part time sal- 
aried employment only) % the above rate pay- 


BOX NUMBERS—Care of publication New 
York, Chicago or San Francisco Offices count 
as 10 words, 

DISCOUNT of 10% if full payment is made in 
advance for 4 consecutive insertions. 


DISPLAYED: INDIVIDUAL SPACES with 
border rules for prominent display of adver- 
tisements. 

The advertising rate is $9.00 per inch for all 
advertising appearing on other than a contract 
basis. Contract rates quoted on request. 


SEARCHLIGHT SECTION 


UNDISPLAYED: 90¢ a line, minimum 4 lines 
count 6 average 


AN ADVERTISING INCH is measured %” 
vertically on a column—4 columns—48 inches 
to a page. Copy for new advertisements re- 
ceived by August 21st will appear in Septem- 
ber issue, subject to space limitations. 











SERVICE MANAGER 


Nationally known manufacturer of electrical ap- 
pliances needs man with experience in the servicing 
of minor appliances. Opportunity to become serv- 
ice manager, Must be free to travel when neces- 
sary. Unusual opportunity. Write full details. 
Interview will be arranged in N.Y.C. 
P.996, Electrical Merchandising 
30 West 42nd St., New York 18, N. Y. 

















POSITION VACANT 
SALESMANAGER WANTED capable of 
taking full charge of sales staff selling 
appliances and building material specialties 
Applicant must have proven record of suc- 
cessful sales management This is a real 
opportunity offering a bright and permanent 
future for a qualified man with a well estab 
lished concern in Central Illinois. All re- 
plies held strictly confidential. P-997, Elec- 
1 Merchandising, 520 N. Michigan Ave., 





trical 


Ch cago 11, Ti. i nae 
____ EMPLOYMENT SERVICE 





EXECUTIVES—$5,000-$25,000: Your per- 

sonal requirements in negotiations for 
better positions in all industries met via our 
individual procedures. Strict confidence as- 
sured. Details on request. Jepson Executive 
Service, 230 Porter Bldg., Kansas City 2, 
Missour 





* POSITION WANTED 
SALES EXECUTIVE — Major-Table Appli- 
ances and Kindred 








Lines West Coast 
Manager for large Eastern appliance manu- 
facturer for six years; Sales Manager large 
California appliance distributor for five 


years; Secretary-Sales Manager 25 appliance 








retail stores Los Angeles area for three 
years; National Sales Manager of Eastern 
manufacturer for two years. Qualified ad- 
ministrator, buyer, organize sales personnel, 
direct and promote local or national sales. 
Available to become associated with manu- 
facturer, distributor, national sales agents, 
department or chain store operation. Best of 
references. PW-998, Electrical Merchandis- 
ing, 330 W. 42nd St., New York 18, N. Y. 


_ SELLING OPPORTUNITIES WANTED 
LIVE ESTABLISHED promotion minded 
manufacturers representative firm travel- 








ing 6 men Calif., Nevada, Utah, Arizona 
wishes quality radio, appliance lines, 20 
years appliance experience distributor and 
factory. Tyner & Associates, 5302 Sunset 
Bivd., Los Angeles 27, Calif. 
EXPERIENCED ELECTRICAL merchan- 
diser interested in representing reputable 


manufacturers in Virginia and North Caro- 
line and adjacent territory. RA-978, Elec- 
trical Merchandising, 330 W. 42nd St., New 
York 18, N. ¥ 
LEADING MIDWESTERN Refrigeration 
Wholesaler desires distributorship of 
household refrigerator, electrical appliances, 
oil burner and unit heaters. RA-999, Elec- 
trical Merchandising, 520 N. Michigan Ave., 
Chicago 11, Il. 























ATTENTION: 
yo 


@ Milbern’s low-priced 
sales builders kegp your 
customers coming back 
because they are kept 
satisfied. Kickbacks and 
headaches are out; you 
keep your profits... . 
Perfectly rebuilt from 
brush to handle grip. 
Once sold with a Milbern 
Re - Nu - Vated, 
customers stay 
sold! . . . write 
for interesting 
price schedule. 





Electrical Dealers 


Fe eee 


MILBERN 


VACUUM CLEANER CO. 
241 W. 23rd St., 


REBUILT 
NATIONALLY KNOWN 
VACUUM CLEANERS 


COMPLETE CUSTOMER 
SATISFACTION MEANS 
BIGGER PROFITS FOR YOU 


they stay sold 


New York City 








SURPLUS METERS 


PORTABLE 
A. C. 
AMMETERS 


Surplus New 
WESTON 


MODEL 528 


DUAL RANGE 0-3 Amp. and 0-15 Amp. full scale 
for use on any frequency from 25 to 500 cycles, 
The ideal instrument for all commercial, industrial, 
experimental, home, radio, motor and general re- 
pair shop testing. Comes complete with a genuine 
leather, plushlined carrying case and a pair of test 
leads. A very convenient pocket sized test meter 
priced at less than 50% ot manufacturers list. Your 
cost ONLY $12.50 


PORTABLE A.C. VOLTMETER. Surplus New 
WESTON MODEL 528 Dual Range 0-15 and 0-150 
Volts for use on any frequency from 25 to 125 cycles, 
re 














SALES MGR. OF ELECTRICAL DIV. 


A large eastern company selling national brands 
of major and traffic electrical appliances has an 
unusual opening, good opportunity for the right 
man. Must be experienced. Tell all about your- 
self. Correspondence will be held in strict con- 
fidence. Liberal salary. es 
SW-995, Electrical Merchandising 
330 West 42nd St., New York 18, N. Y. 











LATIN AMERICAN connections for Amer- 

ican manufacturers sought by American 
citizen with several years merchandising 
and Foreign Service experience. Will travel 
Central and South American countries start- 
ing Feb 1947. RA-100, Electrical Merchan- 
dising 68 Post Street, San Francisco 4, Cal. 
TO MANUFACTURERS—Old 

distributor covering New York and neigh- 
boring states interested in appliance and 
radio lines, RA-101, Electrical Merchandis- 
ing, 330 W. 42nd St.. New York 18, N. Y. 
MANUFACTURER'S REPRESENTATIVES, 











covering Ohio and Michigan with five men 
and now representing several nationally ad- 
vertising accounts, desires additional elec- 
trical lines. RA-102, Electrical Merchandis- 
ing, 520 N 


A Michigan Ave, Chicago 11, III. 
_ BUSINESS OPPORTUNITY 

For Sale 

Twenty-five year established Electrical, Con- 





tracting and Appliance business, with 3 
story building and $12,000 stock. All leading 
lines handled. Steele Electric Co., Brook- 
ville, Pa 


established 


Major Appliance Manufacturers 


Come to 


If you need and want a Well 
organized, Properly managed, 
Well manned and Financially 
sound 
Factory Authorized 
Parts & Service Station 
for 
Metropolitan New York 


KELNARD SALES & SERVICE, Inc. 
KELNARD SUPPLY CORPORATION 


38-27 30th Street, L. |. City I, N. Y. 


New and larger quarters. 
"Safeguard with Kelnard"’ 








CANADA 


Canadian Firm with 25 years experience selling to 
Electrical jobbers, Chain and Department Stores 
from coast to coast Is desirous of contacting Ameri- 
can manufacturers interested in representation or 
distribution In Canada. 

RA-972, Electrical Merchandising 
330 West 42nd St., New York 18, N. Y. 











MANUFACTURERS TAKE NOTICE! 


Northern Illinois and So. Wisconsin Dis- 
tributor, specializing in introducing Items 
of merit, desires new lines 


"IF IT'S GOOD WE'LL SELL IT!" 


Write FRISK-KIRBY CO. 
1009 Broadway Rockford, Illinois 


WEST COAST MANUFACTURERS’ 
REPRESENTATIVE 


Calling on jewelry stores, department stores, etc., 
desires to add line of small electrical appliances of 
reputable manufacturer on commission basis. Show- 
room facilities. Will be in New York in February. 


RA-993, Electrical Merchandising 
330 West 42nd St., New York 18, N. Y. 


This 
manufacturing organization, a 
recognized leader, 
items backed by the only low- 
cost, 
operation in its field. Merchan- 
dise is outstanding in design and 
reputation. 
the franchise “tops”. 


Exceptional 
Opportunity 
for Salesmen 


. . . with merchandising experi- 
ence, preferably in electrical ap- 
pliances, to sell to and promote 
sales for established distributors, 
working with department stores 
and other retail outlets. Several 
territories, east and middle west. 


substantial, fast-growing 
now offers 


modern mass-production 


Distributors consider 


We want a man who has helped 
distributors with resale 
clerk training, merchandise dis- 
play and similar activities. Ages 
25 to 35 preferred—college train- 
ing desirable but not essential. 
Salary, traveling expenses and 
bonus on sales. 
stantial. 
qualifications fully in first letter. 
Enclose snapshot. 


work, 


Earnings sub- 
State experience and 


Address 
SW-991, Electrical Merchandising 


520 N. Michigan Ave., Chicago 11, Ill. 














FIELD REPRESENTATIVE 


One of our clients has several openings for travel- 
ing Field Representatives for nationally advertised 
and distributed product in the home improvement 
and new building field. This product is the leader 
in the industry. Representative must be capable 
of training and supervising salesmen, establishing 
dealerships and working closely with exclusive dis- 
tributors. Appliance experience helpful. Perma- 
nent positions now open in Baltimore, Cleveland, 
New York and Chicago. Salary and traveling ex 
penses. Write full qualifications, business and 
personal references and minimum salary required. 
All inquiries will be held strictly confidential. 


THE EMERY ADVERTISING CO. 
1100 Baltimore Life Bidg. 
Baltimore, Md. 





WEST COAST 


Well established Manufacturers’ Agency, calling 
on electrical jobbers, seeking high grade line of 
supplies. Intensive coverage of entire Pacific Coast 


area by six capable men. Office and warehouse 
facilities available. References furnished. (2) 
PLASTRIBUTORS 


1817 Industrial St., Los Angeles 21, Calif. 

















LINES WANTED 


Manufacturers representative with well established 
following of electrical jobbers, offers service, and 
intensive coverage of West Coast accounts. Desires 
lines of wires, wiring devices, traffic appliances. 
Office, warehouse facilities in Los Angeles. Ref- 
erences furnished. 
RA-990, Electrical Merchandising 

621 South Hope St., Los Angeles 14, Calif. 








Large Wholesale Buyer 


supplying Drug 


Will buy: 
Electric Hair Dryers for Home use 
Automatic pop-up Toasters 
Fans 8”, 10”, 12” for Home use | 
Non-automatic Irons (retail price app. 
$2.98) 
Travel-Irons app 2—2¥/2 Ibs. 
Metal Coffee Makers 
Electric Vibrators 
Will also consider new articles and specialties. 
Write W-994, Electrical Merchandising 
330 West 42nd St., New York 18, N. Y. 


1 with plushlined leather carrying case and 
a pair of test leads. This Voltmeter with the match- 
ing Model Ammeter as Illustrated above makes an 
ideal pair of test meters for any mechanic to carry 
around in his tool box. ONLY $12.50 


A. C. VOLTMETER 


Surplus—New—Guaranteed 





Whe ps 
Ah ly ee 
we: the 





WESTINGHOUSE, HA 5%” Square Case, Projec- 
tion Mounted 0-150 Volts. Accuracy within 1% 5” 

le with 30 divisions easily read at a distance. 
Ideal for production or any type of job where criti- 
cal line voltages must be maintained. List Price 
$37.00. Your cost ONLY $14.50 


PANEL TYPE—MATCHING 
A. C. AMMETERS 
& VOLTMETERS 








pc AMPERES 


GENERAL ELECTRIC, AO-22, 3%”, Round Flush 
Bakelite Case, white scale, 0-80 Amperes A.C., self 
contained. (Illustrated) ONLY $4.50 
Surplus—New—Guaranteed 
GENERAL ELECTRIC, AO-22, 3%”, Round Flush 
Bakelite Case, white scale, 0-150 Volts A.C. (Not 
Illustrated) ONLY $5.50 
Surplus—New—Guaranteed 
All shipments are F.O.B., N. Y. 
Add sufficient money on parcel post orders, 
excess will be refunded 
We carry a complete fine of Electrical 
Instrume 
Send for Free Circular 


MARITIME SWITCHBOARD 


338 Canal St. New York 13, N. Y. 








An0O 


—e — = 9 9 “oo “Oo 











MAJOR LINE WANTED 


Washington, D. C., Major Appliance 
Distributor with 65 biue chip dealers in 
32 surrounding counties. 


DELAIRE CORP. 


1010 Vermont Ave. N.W. Washington-5, D. C. 
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‘ COMMANDER Streamline 
L ELECTRIC IRON 





The Modern Iron With 
AUTOMATIC 


FINGER TIP 
FABRIC 
SELECTOR 

















CHECK THESE FEATURE POINTS: 


Lightweight all metal, chrome finish, wt. 31 lbs. 
Automatic Finger Tip Fabric Selector Heat Control. 


& SUGGESTED 
e 

@ Exceptionally long ironing surface. 

6 

a 


RETAIL PRICE 


$1195 


Heating element of pure, clear mica with best grade of 
Ni-Chrome wire 








Full-grip, steady Sete non-heating Handle. Downward 
back slant, in forward ironing thrust for reduced 
ironing fatigue 


@ Aluminum sole plate 

@ ONE YEAR GUARANTEE BY MANUFACTURER 

@ 7-Ft. Underwriters Approved silk cord attached 

@ For AC operation, 110-120 volts, drawing 1000 watts 
® Individually boxed—packed 12 to shipping carton @ New Cord attached by sim- 


EXCELLENT PROFIT for DEALER Sr ee aa 
$8260 Peng © Removal of one outer screw 
Dozen ee re detaches handle and hous- 


ing, thi i heati 
Sold Only In Units of 12—Terms—Cash With Order a . 
ORDER NOW — PROMPT DELIVERY 


The COMMANDER STREAMLINE ELECTRIC IRON is a dependable 





“EXCLUSIVE 
FEATURES" 


Dealer’s 
Cost — 
F.0.B. Chicago 


Shipping weight 


iron which you may offer to your trade with confidence, and with the 40 pounds 
assurance of customer satisfaction. A beauty in appearance . , . you'll . 
find it a fast seller on display. Units of 12 


COMMANDER PRODUCTS 


’ EXCLUSIVE DISTRIBUTOR 


1260 South Michigan Ave. Harrison 1242 


Chicago 5, Ill. 





It's YOUR future—Make the most of it! 


Start now to earn 
the bigger pay in 
electrical repair 


Was there ever such an oppor- 
tunity to get started in electrical 
maintenance and repair—and at 
top-notch wages? Are you ready— 
with experience and ability—to cash in on it? Others are getting just the sort of 
background needed—quick ! practical !—to handle the great variety of electrical main- 
tenance and repair work TODAY—from this well-known electrical “ibrary. 
You can, too! / 


THE LIBRARY OF ELECTRICAL 
MAINTENANCE AND REPAIR 


5 vols., 1826 pages, 1724 illustrations 


Gives you the “know-how” to tackle any wiring or motor job. Five books show you 
HOW—to install all types of motor and generator units—to inspect and repair motor 
starters and generators—to diagnose motor and generator troubles—to figure new 
windings for old cores, DC and AC windings—to test armature windings, test induc- 
tion motors, etc., etc. One book is full of trouble-shooting charts that show quickly 
symptoms, causes, specific remedies, etc. 


Take the first step toward improving YOUR future 
Mail this coupon TODAY 


No money down—special price—easy payments—FREE trial 
McGRAW-HILL EXAMINATION COUPON 
McGRAW-HILL BOOK CO., 330 W. 42 St., New York 18, N. Y. 
Send me for ten days’ free examination the Electrical Maintenance and Repair 
Library. If satisfactory I will send you $1.50 in 10 days and 3.00 monthly until the 


price of $16.50 is paid. If not wanted I will return books postpaid. (To insure prompt 
shipment write plainly and fill in all lines.) 











Name 


ROR Re Ree EEE EHH EEO EE EHS EEE HEHEHE EH EEE EEHE EERE EEE EEE EHH THEO HEED 


Home AGGPOSS 2c cccccaccccccccccccccccccescesceecesccesescceccesscssessessescsseses 
City and State ....cceccccccrccvccrccvcrevesereessersccsesesssessesssesesssssessesse 
COMPANY ..ceccecccrcrereesssessesesseseesee sete ees sess essere esseetersnnsstseseee 


WRT. so.0.0.0 4.05.62 2 040.502) 9's.6.02tnceeed Seenk ghee es ise en Bont abe bed has oes EM 2-47 

















For Canadian price write Embassy Book Co., 12 Richmond St. E, Toronto 1 
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A Time... Labor and Money Saver! 


Aaae AAtEn 





THE WESTWARD 


ROLLMASTER 


WILL 


cut rubber to length 

cut shafts to length 

mill tongue and square 

drives 

re-crepe old rolls 

remove burrs from shaft 
ends 

machine the under-cut for 
drain trips on rolls for ‘ ds 
Lovell wringers 

operate with 14 h.p. “Dial THE $1z 
washing machine motor A E 


(1725 RPM) 


+ +e HH 





* 





Gumus DEALER NET PRICE: $89.50 F.0.8. DETROIT-LESS MOTOR co 
Address your inquires to Dep. RS 


Westward Washing Machine Company, 7400 St. Aubin, Detroit 11, Michigan 


Let Us Show You! 


EASY WAY TO REPAIR 
SMALL ELECTRIC APPLIANCES 


BIG PROFITS 


Write us for FREE INSTRUCTIONS on how 
to install a replacement unit made from 


SERVALL HEATING ELEMENT COILS 


which will make the appliance as good as 
new. We will send you the name of NEAR- 
EST JOBBER WHO WILL SERVE YOU. 


SERVALL CO., 3570 Gratiot, Detroit 7, Mich. 




















CONSIDER THESE Electric Heating Element 


ARMATURE 
ADVANTAGES = — i x 


coppenee is be. 5 Fe ‘tor —_— of = 
4 to repair 
5 el slements) sent postpaid for x - $1.00. 


ELECTRICAL APPLIANCE REPAIR PARTS 











Renual iron element, G | year. Pk. of 6. 12 
(For Vacuum Cleaners and Appliances) Toaster element forms. "7 Clear Mica. Fite 
Lee Wilson ge are fine Heating “element = Ang ia" te cola i> 
oe see Sl ae Heating element “wire. id ti. coiled 3/i0* 
tenance! Guaranteed 150% over- Hot inte. i lamin 6 for 
load . . . 75% overheat ... 70% ia A ipeerereeerteeet errr eres 1 
n re. 3 
at ONE PRICE Percolator Clements. Universal. Flat type. | _ 
TH. GE. FF Wicoscocesccccessncasesccess 
t. Withstand F. t tb. 
NO EXTRA CHARGES SIDRD. $1.00. 9 1b, WKOsseresnccccce soci es 3.80 
G teed To Be Rebuilt Like New ~ A oe, anes covered heater hook-up 
You are dealing direct with a fac = Sets with ‘complete ‘plug attach. | 
a MONS. 10 TOF... ..- eee ncevevsscccecesess 
tory | specializing exclusively in | | Oise Slut tsts..(, ones am 
Write for free armature booklet HOW TO FIX IT BOOKS 
price list Modern Electric & Gas Refrigeration....... $5.00 
Practical Electricity & House Wiring........ 1.50 
Armature & Magnet Winding............... 1.50 
iri 
LEE WILSON CO., INC. Here is our opportunity to sare on repairing you 
245 LIVERPOOL AVE. appliances for friends and neighbors 


CHRISTY SUPPLY CO. 
2835 N. Central Ave., Dept. T-157, Chicago 34, Ill. 


EGG HARBOR, N. J. 











ARMATURES REBUILT OR EXCHANGED 


for vacuum cleaners, tools, drills, etc. 


Our large stock makes it possible to ship immediately on most vacuum arma- 
tures. All armatures rebuilt exactly as the original with new armature guarantee. 

Our low cost and speedy service is attested to by dealers from coast to coast. 
Catalog free. 














WASHING MACHINE PARTS SMALL ARMATURE 
“Any Part For Any Washer” SPECIALISTS 


Distributor tor All Drills —.. Vacuum Cleaners 


Leading Manufacturers Waxers, etc. 
Write In Modern equipment-expert mechanics. 
Prompt service on rewinding of all 



































RUBBER GRIP MALE PLUGS....................0ceeeee0: $8.95 per C aeucamplete Catalog small armatures. Moderately priced. 
Rubber covered extension cord set with cube tap: 
eer $23.00 per hundred or ........ $.25 ea. WASHER SALES & SERVICE CO. NATIONAL 
sf eer 28.00 per hundred or ........ 30 ea. 10 Federal Street Vacuum Cleaner Supply Co. Inc. 
BE Gis coccecs 32.00 per hundred or ........ 35 ea. PITTSBURGH 12 PENNA. 131 West 14th Street N.Y. C. No. 11 
Small heater plugs, for percolators, etc..............+505- $12.00 per C 
Sa OT conch s cube cdeaGeenstawivadeseeenn shan 12.00 per C 
Iron cord sets with Snapit Switches...................4.. -75 each 
PARTS 
Iron cord sets (high grade quality) ..............eeeeeees 45 each A FRANTZ PARTS JOBBER ia OIL BURNER PAR ari 
PENN APPLIANCE DISTRIBUTORS WRINGER ROLLS AND WASH. | | S 0 Sit ores, au onsog 
126 S. 2ND. ST. HARRISBURG, PA. ER PARTS FOR ALL MAKES safety float valves, fittings, etc. 
For references consult Dun & Bradstreet GENERAL Wastune MACHINE seavics SARN-OIL BURNER SUPPLY CO. 
758 South Rochester 7, N. Y. 2877 S. ARCHER AVE. CHICAGO 2, ILL. 
erirs SREE| |—(SB-Mincing | | armas anes ttaeee | | SRALERS TAKE NOTICE 
Sething Machine & Vacuum Cleaner Passe. S WINDI NG smal anyone can, make pair la your r broken Small Armatere Rewindieg 
ave money by ordering all your supplies pecialists in Vacuum Cleaner Armature winding or burnt-out electrical appliances—iron Cleaners, 
a “Gusto. _— ‘kon Prices for 15 years. Perfectly wound! Ask the men who Re ar ae. Se ae ing ke _ ee Se eee | Bw “Drills, Fans 
MIDWEST APPLIANCE PARTS CO. pl gM Fae Grong package. $7.80 per doz. Stick form 286. $2.0 tno werk fully suaranteat 
2720-22 W. Division St. Chicago 22, lil. ELECTRIC SWEEPER SERVICE CO. CHANITE SALES COMPANY ATZ BROS 
eee oe 2034 EUCLID AVE. CLEVELAND 15, 0. 006 Gouth Sate Werte 4 Toms 109 South 6th Street Brooklyn 11, N. ¥. | 
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UNDISPLAYED RATE: 
$1.25 per line or fraction per 
insertion—minimum $5.00. First 
line small black face type. 
Discount 10% full payment in 
advance for 4 consecutive in- 
sertions. 


WHERE TO BUY 


Parts, Services & Accessories 


DISPLAYED RATE: 
$14.00 per inch per insertion. 
Contract rates on request. (An 
advertising inch is %4"' on one 
column—4 columns—48 inches 
to a page.) 

















155 State St. 


ORDER NOW—Your CATALOGUE delivered in 
order of application received . . . Send check or 
money order (Save C.O.D. fees). soon off the press. 


WYNAR PARTS & SERVICE CO. 


Rochester 4, N. Y. 


Most completely illustrated parts catalogue ever published 


4 YEARS TO COMPILE—REPRESENTS co-operative efforts of 
Washing Machine Manufacturers & Appliance Parts Jobbers 
thru-out U. S. A.—Over 8000 illustrations. 


COST OVER $80,600.00—YOURS FOR ONLY $2.50 











e 


WASHING MACHINE PARTS 


REPLACEMENT PARTS FOR ALL MAKES 
BOSS « GAINADAY ¢ LAUNDRY QUEEN 
SUNNYSUDS *« WOODROW, Etc. 


Agitators V-Belts 


Nolu Wood Bearings 


“AKRON” Wringer Rolls 


Fibre Grease 


Transmission Oils 


Increase Your Volume with our Agitator Changeovers 
SEND FOR CHART 


NATIONWIDE DISTRIBUTION 


DISTRIBUTORS ADDRESSES ON REQUEST 


MANUFACTURING CO. 


3650 


EAST 
eae 5, 


93rea STREET 


OHIO 























The NEW 


“YEATS APPLIANCE DOLLY" 


Aluminum frame, caterpillar type "STEP GLIDES" for 
climbing steps, straight slide on back for easy loading 
in delivery truck, curved cross members for round 
water heaters. 
quicker because it is the ONLY APPLIANCE DOLLY 
WITH RATCHET TO TIGHTEN THE HOLDING 
STRAP. Write for full information. 


YEATS APPLIANCE DOLLY SALES CO. 
2525 W. Kilbourn Ave., 


Handles all appliances easier and 


Milwaukee, 3, Wisc. 


WASHING MACHINE 
FLEXIBLE COUPLINGS 





The machined brass bushing F-L-O-A-T-S 


One piece—no loosely connected parts. Dampens 
noise and vibration. Cushions starting torque. 
insulates between shafts. 


Available now In: 1'/2” to 9” lengths. 
Phone Dorchester 2350 


FLEXIBLE COUPLING MFG. CO. 
6220 So. Ellis Ave. Chicago 37, Ill. 











SAFEGUARD 
Your Profits! 


Use ORANGEVILLE 
TRUCKS for han- 
dling refrigerators, ranges, radios, kitchen cabi- 
nets, etc. Only truck with patented quick change 
ratchet nose. Completely rubber upholstered 
throughout. Several convenient sizes. Descrip- 
tive circular and prices on request. 


ORANGEVILLE MFG. CO. 


Manufactures complete line of Floor Trucks 








Orangeville (Col. Co.) Penna. 











RUBBER PLUG CAP 
WITH FINGER GRIP 


Immediate Delivery 
Hard Rubber 
Color—Black , 
Non-slip Finger Grip 
Brass Electrical Contacts 
Cord Openings—.312 
LIST PRICE 15¢ 
NEW Dealers Price 
$9.50 per 100 


F. 0. B. Los. Angeles 
Shipping Weight 





Stock No. P310 64 Lbs. in 100 Lots 
© 
TURN KNOB 
PLASTIC LAMP SOCKET 
Stock No. $340 
Threaded for 1/4” 
Standard Pipe 
Dealers Price 
$35.00 per 100 


F.0.B. Los Angeles 
Shipping Weight 
12 Ibs. in 100 lots 


ELECTRICAL SPECIALISTS, Inc. 
P. ©. Box 213 Los Angeles 25, Calif. 
JOBBERS WANTED 














SPECIALTIES 





- Electrical Mangle Roll Pads and Covers 

acuum Cleaner Bags, Ironing Boards Pads 
ane Covers, washing and ironer covers. Ohio 
extile Specialty Co., W. 54th, Cleveland, 0. 








PARTS FOR washers®& cleaners in Canada. 

& e one-stop” source of supply in Waugh 
Mackewn Limited. Sales Offices located in 
ndon, Toronto, Montreal, P. O. 








ICE CUBE trays, all aluminum, pre-war 
Quality, for immediate delivery, fits all 
electric refrigerators for 1935. Special price 

jobbers. Northern Appliance Co., 187-45 
Northern Blvd., Flushing, N. Y. 





cAt last... 


An Honest-to-Goodness 


STATOR HOLDER 


% Will Cut Your Winding Time 50 to 200 percent 
% Once Motor is Cliamped into Frame it can te 
Stripped, Wound and Connected for Done 


% Complete with Removable Tray [either side] 
and Three Sets of Fingers all for 


only $49.50 


Ring permits motor to revolve in a complete circle 
bringing each slot to the best working position. 
No necessity for clamping and unclamping a vise 
or holding the frame on blocks. Both hands are 
free to work which means time and money saved. 


See your Parts Jobber or write direct. 
IMMEDIATE SHIPMENT 


MOTORCRAFT, site sr4zan ss 











MUNCIE 2, INDIANA 
WASHING MACHINE PARTS 
“For any and all makes" 


Most complete stock in N. W. 
Pron.pt Service 


Minnesota Appliance Parts Co. 
191 W. 7th St. St. Poul 2, Mina 
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MODEL “A” 149.50 


LESS MOTOR, WITH 
KEYWAY CUTTER 





GROVE 
WRINGER ROLL 
DUPLICATORS 








| MODEL “F” 99.50 


LESS MOTOR, KEYWAY 
CUTTER MAY BE ADDED 





MODEL “O” 49.50 
LESS MOTOR 





DUPLICATE ROLLS OR 
WRINGER SHAFTS 


CUT OFF SHAFTS 
* TANG SHAFTS 


¢ CHAMFER ENDS 


See Them on Display at Lead- 
ing Parts Jobbers Through- 
out the Country or Write for 
Descriptive Folder. 


THE GROVE MFG. CO. 


2314 W. THIRD STREET 
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The Cover... 





I N planning a cover for 
Electrical Merchandising we natu- 
rally start with an idea, and in the 
case of the February cover, the idea 
came from Jack North, general sales 
manager, The Cleveland Electric 
Illuminating Co., who sent us a 
wiring diagram (1) of how he uses 
a plug-in strip arrangement on the 
wall side of a bed-head for connect- 
ing up all the appliances needed ina 
modern bedroom for complete health 
and comfort. 
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EQUIPMENT WIRING DIAGRAM PRESENTED BY- 


“THE CLEVELAND ELECTRIC 
LLUMINATING CO.—CH amo 
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The next step is when art 
director Harry Phillips vis- 
ualizes the cover and makes a 
check-list of all the properties 
to be employed. (2, 

The appliances are willingly 
loaned us by cooperating 
manufacturers. And the prop- 
erties for February were bor- 
rowed or rented. The custom- 
made bed-head, window drap- 
eries and the two night tables 
were rented. A set was built 
and covered with wallpaper ; 
a model was selected; and the 
illustration below (3) shows 
a corner of the Rosenfeld 
studio with the photograph 
being taken. From left to 
right you see photographer 
Dave Rosenfeld; a Powers 
model; Ann Noone; and 
Harry Phillips, art director. 
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Sins iisskeiabis oacestbadieaiemieiben ceabatau cits coc ltel By L. E. Moffatt 


Gab of @ Gee. ....5.+.«0...-.. eae Seostdll Aadeten 


The House of Frisby, Freeport, L. |. designed their modern show- 
room from Westinghouse's “Look Book." 


Sportsman's Specialist se ceo amatebamdiar ith Ghatie 
Mr. Magarian of Orlando, Florida, tells how he adapted home 
freezer selling to big game sports. 

Heat From Mother Earth...................... By A. B. Windham 
Home owners are watching Electric Power Board of Chattanooga's 
experiments in reverse-cycle, non-combustion heating, which may 
herald a new era in home conditioning. 

NN 0g 2 Men sininidmedinpicntntuedil By Howard Emerson 
This Sacramento dealer's post-war sales force is "on call"—part 
of a plan—the men were trained and served as servicemen, pre- 
pared to become the store's post-war sales force. 

I i iio sis ices 2¥s cance uh neehepenanee 
E. J. Darnall of Natchez Furniture Co. has a plan of selling by 
truck from door-to-door and farm-to-farm. 

Chicago Plugging a By Tom F. Blackburn 


Carefully calculated ‘campaign of radio men in Chicago enlists 
utilities, distributor backing, dealer tie-in and proper service and 
installation. 


Servicing Clark Electric Water Heaters....................--. 


I oa ies dies badacannsica cpeceeeenasvuenccats:s 
Hogg Electric of Salem, Oregon, plan to confine their selling to 
30,000 sq. ft, floor space. 

They Know the Dealer's Problems..................---...000+: 


The “big brother" policy adopted by Richardson-Wayland Electric 
Corp., Roanoke, Va. has lightened many burdens for retail dealers 
in that area. 


Wns CIR. 5 an nscisetiviseevcsosvencct cnenteqessccentpaesss 


Brandt Electric, Columbia, S. C. became popular by waxing pros- 
pects, floors. 


Homespun Washer Repair Business...................---++++-+- 


Henry Vogel tells how his Sterling, Colo. shop reaches out 200 
miles for customers. 


So You're Going to Have a Grand Opening? ............ i 


Mrs. B. E. Marsh, Nebraska Power Co. tells some of the tricks tha 
make it effective. 


The Catch in Working Men on Straight Commission.......---- 
A veteran says: "Don't Do It." 


Customer Needs Instruction ....................0.0 00000: 


Seen At the Chicago Markets 


Electrical Appliance News.......... 2.2.2.0... 25. c cece cee eeeeeee 
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OIL-LESS RUSTLESS 
BEARINGS 


FEATHER-TOUCH RELEASE 


ADJUSTABLE PRESSURE 










EASY RESET 





Pressure Cleansing BALLOON ROLLS RUGGED DESIGN 
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PRESSURE 
CLEANSING 
WRINGER 


Lovell Mfg. Co., Erie, Pa. 
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WW. been telling dealers right along that 


quality is becoming more and more im- 
portant to their appliance customers. But we're 
not asking you to take our word alone for it. 


Recently we asked the editors of a leading trade 
magazine if they had any evidence that the sellers’ 
market in appliances is coming to an end. They 
sent us so much information we were snowed 
under. Buyers, they said, are holding out for 
quality in appliances. We like that trend, because 
Lovell always has emphasized quality. 


And you don’t need to take our word on Lovell 
quality, either. Your customers know that the name 
Lovell means quality. That’s why it pays to sell 
washers equipped with Lovell Pressure Cleansing 
Wringers. 


re 
--var-type washers 4 
Wringer-ty 4 butter...the 


|-equipped 


your bread an 
best are Lovel 
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INSIDE...1s what counts! 


Strange as it may seem... your breakfast egg can tell you something 
about selling refrigerators. 


Just from the looks of the shell . . . you can’t tell the quality of what 
you’re going to find inside! 





And isn’t this just about the truth, too, when it comes to refrigerators? 
Once you get past the obvious selling “‘features” . . . then what? 


It’s the “hidden values” that make the real difference in the 
Kelvinator. Because of them . . . the Kelvinator name holds the respect 
of the buying public and appliance men alike. These “hidden values’’ 
make the vital difference that means longer life and greater customer 
satisfaction over the years. They give a salesman the confidence in his 
product that helps him complete the sale. Yes, Kelvinator dependability 
. its trouble-free performance . . . are priceless assets to the salesman. ance. With power plus . . . sealed in steel . . . permanently lubric 


Sound engineering dictates bracing and cross-bracing Kelvinator’s . . - its record is trouble-free. 
one-piece steel cabinet like a truss bridge. Infinite care assures the quality And Retail-Minded Kelvinator’s Vocatior-in-Sales Program ma 
of the Permalux finish. It’s white—and stays white! Resourceful design the great engineering in the Kelvinator product. It provides the bes 
produces Kelvinator’s “breather” space for 100% moisture-proof insu- product and sales training. And helps build a sound, aggressive retail 
lation. And the matchless Polarsphere unit stands alone on its perform- operation that will produce sales ... tomorrow... and year aftery 
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DIVISION OF NASH-KELVINATOR CORPORATION ~+- DETRGC M 
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The NATIONAL APPLIANCE AND RADIO PICTURE 





THE EAST 
By Lansdeli Anderson 





ONSUMER resistance to high 
A prices was advanced as one rea- 
m for the sharp drop-off in radio and 

liance sales volume right after the 

of the year. This view was 
fared by many dealers throughout 
e Eastern section of the country, 
cially by those located in the 
populated belt along the sea- 
pical of comments on this score 

a number of dealers is the follow- 

from the owner of a large outlet 

@ prosperous area in New York 


“We have a heavy wave of advance- 
‘@rder cancellations, returning more de- 
during the first half of January 

we have altogether in the three 
prior months. These people left no 
doubt in our minds that they intended 
fo wait for lower prices. This was 
farticularly noticeable among white- 
collar workers. 

“As for new customers, the present 
prices swept some of them right off 
their feet. Few failed to complain, 
and plenty of them turned cold for 
good the moment we talked price. 
Others were far more selective, with 
price the all-important factor in their 
purchase decisions, than before the 
holidays. This was particularly evi- 
dent in the radio department, and 
notable also on large major appliances. 
Those units which were priced out- 
of-line lagged badly. 

“Time payment sales jumped sharply 
fete during the same period, almost 
ffipling in volume, and our charge- 
acount business also showed a heavy 
Mcrease. Meanwhile, up to January 
Ith, cash dollars were far scarcer.” 

By the middle of the month, al- 
though many dealers remained con- 
vinced the frantic spending spree was 
about over, thus ending their long 
stretch of easy selling, they were more 
inclined to consider the abrupt drop- 
Off in sales at the beginning of the 
year as only natural for this period. 
By this time their promotions were 
showing signs of paying off better than 
expected. Discount sales immediately 
sparked a favorable reaction from the 
public. There was a wave of such 
sales, most of them on radios. Several 
falers who placed signs “For Imme- 
diate Delivery” on some large major 
appliances were distinctly shocked, 

ever, when these units were not 
Promptly snapped up by an avid pub- 

Modest newspaper advertising 
(Continued on next page) 
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Reports of Business From 





THE MIDWEST 
By Martha M. Alexander 





THE SOUTH 
By A. B. Windham 





OW that the Big Show (January 

Markets) is over and the visiting 
firemen have gone to home and fire- 
side, your reporter took a gander at 
Chicago’s State Street to see what 
could be bought for good cold cash 
(or terms). Now that nylons are being 
sold across the counter, why maybe 
appliances can be carted home, too. 
’Taint so, brother. At first port of call, 
a department store with a great big 
housewares show going on, couldn’t 
deliver more than a Bendix automatic 
and a GE cleaner right now. In radios 
one could do better, with Philco con- 
soles, Espey short-wave table model, 
Emerson, Garod radio-phono. combina- 
tion, and some table models, but not 
too many of the name brands. Of the 

(Continued on next page) 


HREE significant factors have 

come to the fore in the South 
during the past month to indicate a 
radical change in the electrical ap- 
pliance merchandising picture. They 
are (1) an almost unanimous feeling 
that the sellers’ market is fast coming 
to an end; (2) a sharp drop in cash 
sales; and (3) sharp efforts by deal- 
ers to unload slow-selling stock. 

The big news revolves around the 
fast-approaching buyers’ market. Al- 
most without exception, distributors 
who operate below the Mason-Dixon 
line have sounded warnings to dealers 
that “the honeymoon is over” and nor- 
mal competitive conditions are almost 
here. Some dealers are finding these 
warnings hard to reconcile with their 

(Continued on page 3) 








THE SALES RACE—DURABLES CATCHING UP 


Durables 





ONWARD AND UPWARD climb retail sales of autos, appliances, hardware and 
other durable goods, more than doubling since the war's end, and making a strong 
bid to overtake food, apparel and other nondurables which have increased already 
heavy sales by one fifth. The increased production of durables has made them a 
stronger competitor for the consumer's dollar and, according to McGraw-Hill's 
economics department, they will make further inroads on the sales of soft lines. 











THE FAR WEST 
By Clotilde Grunsky 





HRISTMAS business on the 

whole is reported to have been 
very good for electrical dealers in 
the Far West. Reports from all sec- 
tions of the Coast and Intermountain 
states say, “Much better than last 
year”. Some of them ‘give figures. 
From Tucson, Arizona, one dealer 
says electrical appliance sales were 24 
times those of 1945, supplementary 
lines 14 times better. Seattle says 
Christmas sales in both electrical appli- 
ances and other lines for this year were 
15 percent above last. Boise, Idaho 
reports: “Largely because of increased 
availability of merchandise in most 
electrical appliances, the Christmas 
season sales volume was as much as 
300 percent better than the preceding 
year.” From Phoenix comes the re- 
port that electrical lines were “im- 
proved”, others “declined.” 

Deliveries during the early part of 
January and the outlook for the re- 
mainder of the month vary in different 
sections of this area. Boise says, “Out- 
look for deliveries during the first few 
months of 1947 will be considerably 
better than at any time since the be- 
ginning of the war, with the situation 
improving as the year goes along, 
if major work stoppages do not halt 
output. However, all agree that deliv- 
eries of major appliances, some small 
appliances and console model radios 
will still lag behind the continuing 
demand.” Butte, Montana, reports 
that deliveries on radios are poor, on 
major and small appliances, better. 
From the Northwest come these re- 
plies: radios—“Good” from Seattle 
and Portland, “fair” from Eugene, 
Oregon; major appliances—“Good” 
from Eugene, “fair” from Portland, 
and “poor” from Seattle; small appli- 
ances—“Fair” from Portland, “poor” 
from Seattle and Eugene; parts— 
“Good” from Eugene, “poor” from 
Seattle. California cities say good or 
spotty for radios; good or increasing 
for major appliances; fair or increas- 
ing on small appliances; and good or 
improving on parts. Albuquerque, 
New Mexico, says, “Deliveries of 
major appliances, console radios and 
automatic toasters are still far below 
the demand. Small radios, small ap- 
pliances and most parts are coming in 
well”. Phoenix says the outlook for 
deliveries in January is “slow” in all 
lines, although somewhat better for 
parts. Tucson reports radio deliveries 
good, major appliances poor compared 
to backlog, small appliances poor on 

(Continued on page 3) 
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THE EAST 
(Continued) 





along the same lines did not produce 
the expected clamor. In the end, these 
units required “selling” to move them, 
and time payment terms were a factor 
in a few of the closings. 

Nevertheless, by the end of the 
month trade was brisk all the way 
down the line, with the result that 
January volume was considered satis- 
factory by the average dealer. De- 
liveries on bonafide orders on the 
books for some time helped out in 
large measure. Dealers who aggres- 
sively entered into competitive selling, 
plus outside sales activity—directed at 
known prospects, not doorbell ringing 
—had no complaints about their gross 
volume for the month. 

Shipments to most areas were below 
the level set the two preceding 
months, with the lag most apparent 
early in January and shipments rolling 
faster by the end of the month. This 
was explained away in part by the fact 
that some manufacturers closed down 
over the holidays for inventory rea- 
sons 
Dealers are slid- 
ing past most trade-in propositions by 
advising the customer to advertise in 
the classified department of the local 
newspaper, assuring him he will “get 
money for it that way.” 
Sales of records 


sriefly, in general: 


far more 
continue to boom. 
Nearly all types of cleaners need sell- 
As for radios: the 
sma]! sets need a well-known brand 
uz and the right price on them; the 
cats and dogs” stay on the shelf al- 


ing to move them 


most regardless of price; and console 
combinations move proportionately 
faster than table combinations. While 


most dealers seem at a loss to explain 


this, it could be that record buyers to- 
day appreciate their music more than 
they did yesterday, therefore want 


combinations with larger speakers pro- 
viding wider and better tone quality. 

Many dealers are catching up faster 
than expected on their washer orders, 
around 30-day delivery 

Automatic washers 
continue in strong demand. With in- 
stallment buying rising rapidly, dealers 
now are making more of an effort to 
properly “sell” all appliances the first 
time, so they will “stay sold.” Non- 
allied side lines have about disappeared 
from the average radio and appliance 
outlet, 

As for the picture ahead, as viewed 
along the retail firing line, dealers were 
openly optimistic. They point out 


now quoting 
to consumers. 





BRITAIN TAKES A LOOK at American production methods in the person of the 
Honorable Oliver Lyttelton (center), former minister of British production and 
chairman of the board of Associated Electrical Industries, who is examining an 
electric mixer motor assembly during a recent tour of the General Electric plant in 
Bridgeport, Conn. With him, left to right: D. G. Thompson, manager of G-E's heating 
device manufacture; W. R. Herod, president of International G-E; H. L. Andrews, 
G-E vice-president and general manager of the Appliance & Merchandise Dept.; 
and J. W. McNairy, manager of engineering and planning for the Appliance & 


Merchandise Dept. 





that: Production forecasts on major 
appliances will permit them to catch 
up on firm customer orders faster than 
originally anticipated. Production of 
fractional horsepower motors will 
soon ease this bottleneck. It now ap- 
pears certain that the runaway prices 
predicted by OPA will not materialize. 
Employment in this section is the 
highest in history and, with no big 
strikes in progress or soon threatened, 
people therefore will continue to buy 
in line with the activity in evidence at 
the end of January. At least, they can 
be “sold.” All in all, they feel condi- 
tions show al] the earmarks of a sus- 
tained market, and that for some time 
ahead it will remain so. 





THE MIDWEST 
(Continued) 





small appliances one could purchase a 
blendor, Proctor iron, heating pads, 
electric heater, Westinghouse sun 
lamp, waffle irons of several makes, 
broiler, Handyhot washer, a juicer 


and other items of a similar nature. 

The next store visited said they had 
no priority lists but could supply a 
range, washing machine, refrigerator, 
all name brands. However, a sewing 
machine could not be delivered for 
three weeks, and one vacuum cleaner 
of popular make would require two 
months for delivery. The small appli- 
ance table showed blendors, broilers, 
coffee-makers, toaster, steam-irons for 
the pack-up-and-take sale. Another 
store could supply a Bendix automatic 
washer, Westinghouse and Estate 
stoves, Westinghouse refrigerator, and 
an lronrite ironer. In the small appli- 
ance section, the other side of the 
housewares floor, were blendors, broil- 
ers, coffee-makers, mixers, a juicer, 
electric blankets, and sun lamps, and 
the customer was advised that only 
samples of merchandise in stock and 
available for immediate delivery were 
shown. 

One large south side neighborhood 
dealer reports he just has a few major 
appliances on his floor, a vacuum 
cleaner, ironing machine and too many 
radios. He says electric ranges are 
extremely scarce, and he is receiving 
no small appliances at all. The pros- 
pective customer is shopping more for 
name brands, and off-brand merchan- 


fans, electric 


dise is hard to sell. Regulation “y 
has no effect on his trade as he }; 
always demanded a large down y, 
ment to give the customer an equ 
he says, and he thinks it would 
good thing to retain. 

One prominent distributor tells 
deliveries on radios in good quantis 
fans, Admiral refrigerators, automas 
washers and Knapp-Monarch apy 
ances in dribbles. He is much « 
couraged, but can’t give any defi 
delivery date for any particular maj 
appliances. Vacuum cleaners are cg 
ing through in much better quant) 
than in 1946, he said. He reports ded 
ers are taking merchandise witho 
any complaint on price and says t 
is no buyers’ strike. However, peoj 
are demanding better quality app 
ances and are willing to pay the prig 
Ranges are expected to come throu 
shortly in fair quantity. This 
source cites instances of dealers py 
ting on extra salesmen, following 
on old customers and signing up 
quality merchandise as it co 
through. The January shows impress 
dealers somewhat, but as there we 
few new models they are signing ¢ 
for name brands without waiting 4 
announcement of new models. Whi 
this distributor plans to handle 
vision there is nothing yet ready 
he is content to have hand- 
models at the various shows to get ti 
public’s reaction. 

A Crosley distributor advises li 
ited quantities of refrigerators comi 
through, but radio in plenty. Vo 
washers seep through. As far as 
knew there was no buyers’ strike, a 
the dealers were not refusing mercha 
dise of any sort. Some of his deale 
are adding salesmen, and are bei 
encouraged to advertise. No complain 
have been received about Regulati 


“yr 
More Distributor Reports 


Another distributor reports reas 
able delivery on Premier vac 
cleaners, radio, Circulaire, Victr 
heaters, steam iro 
Dominion irons. Sun lamps out 
stock, General Mills irons comi 
through poorly and small deliveries: 


Proctor irons and other appliances 


Dealers are turning down nothing! 
quality merchandise, but merchandi 
that was over-priced is not being tak 
willingly. However, the comment 

that a good dealer can sell anythi 
but the poor dealer can’t depend 
merchandise alone and must get 

and really sell. As he says, # 
honeymoon is over and it’s time to# 

tle down now to a good married 
The time has come for the dealer 
get out and really do the kind 
selling job he used to do. 
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Chicago’s Commonwealth Edison 
hasn't reopened its Electric Shop be- 
cuse of the continued shortage of 
merchandise, and the fact that it 
wanted the dealers to get appliances 
frst. They are, however, taking fu- 
ture orders on electric ranges, water 
heaters and electric blankets. Their 
“evolving fund” for dealer financing 
goes merrily on. This plan helps finance 
the sale of appliances by dealers in that 
GE Co. pays him 90 percent of the 
cost of the appliance, allowing the 
customer to make installment pay- 
ments on his electric service bill. 
The amount advanced on any one 
appliance is limited to $75, and this 
whole arrangement, of course, is sub- 
ject to the terms of Regulation “W”. 
Some 40 dealers are now taking advan- 
tage of the plan. The utility is playing 
up electric ranges and water heaters in 
its advertising and carrying on with 
the Jane Foster cooking schools. While 
they have nothing to sell they are 
holding the customer’s interest in ap- 
pliances with these demonstrations, 
featuring lighting, laundry, kitchen de- 
sign, which have brought out a capac- 
ity crowd weekly. In February they 
will catch the stragglers with a “Be- 
ginners Cooking School.” Television 
demonstrations, sponsored by the Elec- 
tric Association, go on, and sometime 
this spring a television exposition is 
expected to be put on; also the stoker 
show, postponed last fall on account 
of the coal strike, will be given in 
the utility’s showrooms. 





THE SOUTH 
(Continued ) 





lengthy waiting list for appliances, but 
few are failing to prepare themselves 
in one way or another. Lean selling 
years have taught their lesson well 
and the dealer who is unable to meet 


The NATIONAL APPLIANCE AND RADIO PICTURE 


(CONTINUED FROM PREVIOUS PAGE) 


competition in a customers’ market 
has only himself to blame. 


Significant Request 


Indicative of this apprehension for 
the future is a significant development 
reported from Alabama, where the 
Public Service Commission on Jan- 
uary 25 asked gas and electric utilities 
in the state to “consider the advis- 
ability” of withdrawing from the 
appliance sales business. The state 
commissioners declared numerous com- 
plaints had been received from appli- 
ance dealers claiming it was “unfair 
competition for the utilitities to be in 
the merchandising business.” Such 
complaints have been heard before but 
never—at least in the last few years 
—on a scale involving an appeal to 
state officials. 

Indicative too, of a change in elec- 
trical merchandising are signs which 
have begun to appear more frequently 
in dealers’ windows, reading “Clear- 
ance Sale.” Such signs were as rare 
a year ago as Republicans in Missis- 
sippi, but have been noted in at least 
five states during the past month. 

The delivery situation has improved 
slowly. Distributors and dealers in 
Richmond report a marked increase 
in the number of large appliances re- 
ceived, while Miami, New Orleans and 
Atlanta all report an improvement. 
Memphis and Louisville say the de- 
livery rate is about the same as in 
November and December. Radios and 
smaller appliances seem to be coming 
out in a fairly steady stream. 


Cold Cash Scarcity 


Tying in with the general change 
in the merchandising picture is the 
fact that cash sales have fallen off 
almost 50 percent from last summer. 
Although employment is still at a 
peak and money is plentiful, it seems 
most buyers have become reluctant in 
laying out cash, preferring short term 
credit. Most dealers and distributors 
believe this trend is toward a return 





@ Appliances, Inc., distributors. 


For 





DISTRIBUTORS DRY OUT some clothes in a production model of the new Bendix 
automatic electric dryer while attending a meeting in South Bend, Ind., of Bendix 


Left to right: E. D. Henley, Birmingham 

ty Co., Ala.; James K. Hasson, House-Hasson Hardware Co., Knoxville, Tenn.; 
C. C. Walther, Walther Bros. Co., New Orleans; A. L. McCarthy, Bendix; and W. W. 
d, Automatic Home Equipment Co., Chattanooga, Tenn. 
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to normalcy following the five year 
buying spree indulged in by the gen- 
eral public, rather than an indication 
of possible business recession. 

Some new retail outlets are opening 
up and taking what franchises they can 
get. Few closings have been noted, 
small operators hanging on to paint, 
hardware, china and various other 
sidelines. The repair business is at an 
all-time peak since delivery of parts 
has perked up considerably and there 
are plenty of ex-GI trainees on hand 
to learn the repair. business. 

From the Ohio River to the Gulf, 
fingers are crossed on the questions of 
strikes, production and shortages, but 
most dealers are not too optimistic. 





THE FAR WEST 
(Continued) 





name brands, and parts quite good. 

Immediate deliveries can be prom- 
ised by dealers on water heaters (some 
sizes) in most sections of this area, 
although a few months ago these were 
one of the “big three” in major ap- 
pliance scarcities. Boise dealers say 
the major problem still exists in 
ranges and refrigerators. Among Cal- 
ifornia cities, San Diego adds vacuum 
cleaners, irons, electric heaters and 
table radios. Fresno says, “gas ranges, 
radios and tray washers”. Albuquer- 
que says, “Immediate delivery can be 
promised only on small radios and 
small appliances, but situation in 
smaller towns of New Mexico is some- 
what better. Firms in the smaller 
towns have from time to time adver- 
tised major appliances, including re- 
frigerators, as ‘in stock’.” Phoenix, 
Arizona, says no appliances are avail- 
able there for immediate delivery. 
Tucson joins those who can furnish 
water heaters, plus radios, except con- 
sole-combinations. 


Deposits Decline 


A questionnaire sent to sample deal- 
ers on the subject of the situation in 
regard to the taking of deposits reveals 
that these are still being taken in most 
sections, though in reduced number. 
Boise dealers report that a number of 
them have discontinued the deposit 
system for a_ first-come-first-served 
basis. Others, however, are still keep- 
ing lists. The deposit is “nominal”, 
$25 being given as a figure in one 
case. One dealer says that when de- 
liveries can be made, 90- percent of 
those signed up for ranges prove bona- 
fide, 95 percent want their refrigera- 
tors, while the acceptance on water 
heaters has dropped to about 60 per- 
cent. Washers are about 90 percent 
good, console radios and vacuum clean- 
ers, about 75 percent. Many Butte, 
Montana, dealers have abandoned lists 
except in a very limited way because 
customers are said to be “afraid of 
quality—want to have a look first”. 
From Seattle, Wash., comes the report 
that only a few dealers are now taking 
orders, the others having given it up 
because of uncertainty of delivery. 
Those who do take names usually re- 


quire about one-third down. Percent-. 


age of lists proving bonafide purchasers 
vary, one estimate being: ranges—30 





OPEN AND SHUT: The ease with which 
the new Apex Fold-A-Matic ironer can 
be stored away is demonstrated by 
model Dorris Reynolds at the Interna- 
tional Home Furnishings Market in the 
Merchandise Mart. 





percent; water heaters—25 percent; 
refrigerators—30 percent; washers— 
30 percent, console radios 5 percent 
and vacuum cleaners, 24 percent. Port- 
land says not as many dealers keep 
lists as previously. Of those kept, 
about one in four are now proving 
bonafide purchasers, though on refrig- 
erators and console’ radios it is a little 
better, being about one in three, on 
vacuum cleaners one in two. 

A dealer from Eugene, Oregon, says 
that he has partially given up his lists 
because he is a full year behind in 
filling orders, although he expects to 
be caught up by the first of July on 
most major appliances—not on ranges, 
on which he expects to be behind for 
some time. Deposits of a nominal 
nature are required. All orders proce 
bonafide on ranges, refrigerators and 
washers, about 75 percent on console 
radios and 50 percent on vacuum clean- 
ers. San Diego says, “Few dealers feel 
that such lists now have any value— 
only 10 percent of the names on the 
average prove to be bonafide pur- 
chasers. Few deposits are being taken, 
but those that are taken are very sub- 
stantial.” 


Level Price Plateau 


Dealers throughout this area were 
asked as to price increases. To a man 
they ‘stated that no additional price 
increases had been made, other than 
those called for by manufacturers’ 
prices. Some of them, in fact, state 
that they have absorbed a portion of 
the manufacturer’s increase in order 
not to frighten off customers. One 
Boise dealer says, “Prices in the future 
must come down, as they are now 
much too high compared with those 
of a few months back.” Others state 
that they think the price trend is up, 
much as they regret it. From Port- 
land, Oregon, comes the statement, 
“The trend is to hold prices on all 
appliances so as not to provoke public 
opinion and cause a buyers’ strike.” 
Fresno says, “The price trend is up 
by manufacturers, down by dealers.” 
Arizona suggests that prices on name 
brands are likely to remain constant, 
but will probably drop on unknowns. 
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“Dry Goods Minds” in Appliance 
Selling Hit at NRDGA Meeting 


New approach needed, Hudson 


executive tells conferees .. . 


Packard and Joyce on program 





JAMES B. OGDEN: To cash in on the 
appliance market, department store deal- 
ers must come to life and "get rid of the 
lint in their vision.” 


Department store dealers with “dry 
goods minds” must “get rid of the lint 
in their vision” if they want to cash 
in on the electrical home appliance 
market, James B. Ogden, manager of 
the electrical appliance department of 
J. L. Hudson Co., Detroit, told con- 
ventioneers of the National Retail Dry 
Goods Association who met recently 
in New York. 

Department store executives at the 
conference indicated that they were ex- 
pecting appliance sales to maintain 
volume during an expected decline in 
the sale of non-durable goods, but they 
were warned by appliance mer- 
chandisers that the competition is keen 
and that appliance sales offer prob- 
lems more difficult and different from 
those usually confronting the depart- 
ment store. 

Mr. Ogden, remarking on the tre- 
mendous interest being shown in appli- 
ance selling by department stores, said, 
“It may be that this is the beginning 
of a new period in the sale of elec 
trical equipment through department 
stores. It may be that uninterested 
management in many stores will really 
come to life in an attempt to cash 


in on this lush business at hand. Now 
is the time to build an organization 
and get ready for the competitive 
period which is bound to come in this 
business. 


“Many of the stores in our own 
group of Associated Merchandising 
Corp. that did next to nothing in ap- 
pliance selling before the war have 
greatly increased their departments and 
floor area for these sales. Many have 
added branches featuring electrical 
equipment only, open in the evening to 
catch husband-and-wife trade. ll 
this ‘activity is of vast importance to 
appliance manufacturers. It is some- 
thing they have been wishing for for 
years.” 


D. A. Packard, household sales 
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manager of the Kelvinator Division 
of Nash-Kelvinator Corp., said that, 
“Any department store . . . can have 
a successful electric refrigerator sales 
operation; it is a business in which 
department stores can operate at a 
profit to themselves and to the ad- 
vantage of the entire industry.” 

There are ten fundamentals for suc- 
cessful refrigerator sales in a depart- 
ment store, Mr. Packard said. He 
listed these as: executive interest in 
the department; sales management 
which emphasizes sales rather than 
buying; good department location and 
proper display; steady promotion and 
advertising; concentration of effort; 
right type of sales organization; crea- 
tive selling; adequate and competitive 
sales financing; adequate service facili- 
ties; and activity in the replacement 
market. 

Looking toward the future refrigera- 
tor market, Mr. Packard said, “At 
present we have about 22 million re- 
frigerators in use, while estimates indi- 
cate that we may possibly have 30 mil- 
lion in use by the end of 1950. This in- 
dicates a net probable increase of eight 
million refrigerators in American 
homes. In addition to these eight mil- 
lion first-time buyers, we may expect 
about 12 million replacement buyers 
—or a total new and used potential 
of 20 million refrigerator sales.” 

He expressed a belief that before 
the end of 1947 the retailer will have 
to deal with replacement buyers and 
accept trade-ins if he wants to do a 
sizable refrigeration volume. 


As Joyce Sees It 


Tom Joyce, vice-president Raymond 
Rosen Co., Philadelphia distributor, 


told the conferees to expect “cut-throat 
competition” very soon in the appli- 
ance business and advised them to 
meet it with “wide-awake methods.” 
“A department store should be abk 
to offer the best values in appliances 
—and meet any price a competitor 





D. A. PACKARD: Any department store 


can sell refrigerators. 





TOM JOYCE: Get on the bandwagon 


for television . . . every set can be sold. 


sets,” he added. Mr. Joyce also said 
that before long 25 percent of all 
radios sold in cities where there is 
television reception will be television 
receivers, and advised department 
stores to “get on the band-wagon be- 
cause you can sell every set you can 
get from the manufacturer.” He pre- 
dicted that 400 million phonograph 
records will be sold this year. 

Herman C. Price, vice-president of 
Kalamazoo Stove & Furnace Co., told 
the meeting that “department stores 
lost their grip on the appliance busi- 
ness long before Pearl Harbor” be- 
cause they failed “to grasp the sig- 
nificance of changes in merchandising 
methods.” 

Whatever they had lost, or for 
whatever reasons, it was evident from 
the attitudes expressed at the conven- 
tion, that department stores were plug- 
ging in for a return to competitive 
selling in the appliance field and were 
determined not to be left at the switch. 


Bendix Plans Nearly 
50,000 Exports in '47 


Bendix Home Appliances, Inc., 
South Bend, Ind., recently announced 
through Harlow K. Lyons, its export 
manager, that although 1946 exports 
of its automatic washing machines 
barely exceeded 6,500 units, between 
35,000 and 50,000 machines will go to 
foreign countries, particularly those 
in the western hemisphere, during 1947. 

“When the European situation im- 
proves,” Mr. Lyons said, “there is no 
reason why our export volume won't 
equal or exceed 10 percent of our 
output. We are committed to develop- 
ing foreign markets as a stabilizing 
economic factor and as an open field 
for profitable business.” 

Canada and Mexico received the 
bulk of Bendix shipments during the 
past year. In 1947, however, shipments 
are scheduled for Cuba, Philippine 
Islands, Netherlands, West Indies, 
Syria, Lebanon, Sweden, China, Eng- 
land and Hawaii. Mr. Lyons an- 
nounced the signing of two additional 
South American distributors: Impor- 
tada Cial, S.A., Rio de Janeiro, Bra- 
zil; and Henry W. Peabody & Cia, 
Buenos Aires, Argentina. 
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Scheduled Meetings 


ADEQUATE WIRING FORUM 
Hotel Stevens, Chicago, Ill. 
February 27 and 28 
National Adequate Wiring Bureau 


1947 NATIONAL CONVENTION 
Institute of Radio Engineers 
March 3-6 
Hotel Commodore and Grand Cen. 

tral Palace, New York, N. Y. 


NATIONAL MARKETING 
CONFERENCE 





| Hotel Stevens, Chicago, Ill. 


March 10 and 11 
Domestic Distribution Dept., Cham. 
ber of Commerce of U. S. 


13TH ANNUAL SALES CON. 
FERENCE 


Edison Electric Institute 


Edgewater Beach Hotel, Chicago, Ill. | 


| March 31—April 3 





MEMPHIS HOME SHOW 
Memphis Ellis Auditorium, Memphis, 
Tenn. 
April 5-11 
Henry Wurzburg, Demon Bidg., 
Memphis 


METROPOLITAN HOME SHOW 
Home Builders Council of N. Y., N. J., 
and Conn. 
Grand Central Palace, New York 
April 19-27 
Henry J. Shaheen, Council President, 
735 N. Village Ave., Rockville Cen- 
tor, &. 0, Oe Te 


ELECTRICAL MFRS. REPRESEN- 
TATIVES ASSN., INC. 

Electrical Trade Show 

Alcazar, Baltimore, Md. 

April 22-24 


APPLIANCE PARTS JOBBERS 
ASSN., INC. 
8th Annual Meeting 
Benjamin Franklin Hotel, Philadelphia, 
Pa. 
April 23-26 


TEXAS ELECTRIC SHOW 
Will Rogers Memorial Coliseum, Fort 
Worth, Texas 
April 25—May 4 





| R. E. Hendricks, Texas Electric Serv- 


ice Co., Fort Worth 


| NATIONAL HOUSEWARES SHOW 


Convention Hall, Philadelphia, Pa. 
April 27—May 2 


| Natl. Housewares Mfrs. Assn., 1402 


Merch. Mart, Chicago 54, Ill. 


NATL. ELECTRICAL WHOLE- 
SALERS ASSN. 


| Hotel Traymore, Atlantic City, N. J. 


May 5-9 


| NATL. ELECTRONIC EQUIPMENT 
SHOW 


Hotel Stevens, Chicago, Ill. 


May 13-16 
Kenneth C. Price, Manager 


NATL. ASSN. OF MUSIC 
MERCHANTS 


Annual Convention and Trade Show 


Palmer House, Chicago, lil. 
June 1-5 


EDISON ELECTRIC INSTITUTE 


| Annual Meeting 





Atlantic City, N. J. 
June 2-5 


AMERICAN HOME ECONOMICS 
ASSN. 
Municipal Auditorium, St. Louis, Me. 
June 23-26 
Lelia Massey, Executive Secretary, 
620 Mills Bldg., Washington, D. C. 
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Predicts 60-70% of appliances 


“ will be bought on time by end 


_ Cham. 

CON- The increasing trend toward the 
purchase of appliance packages will 
make installment buying more impor- 

ago, Ill. |Btant to both the comsumer and the 
dealer, J. L. Busey, president of Gen- 

w eral Electric Supply Corp., told the 


recent St. Louis meeting on instalment 
Aemphis, B credit held by the American Bankers 
Association. 

“There is one field of finaneing in 
the appliance business where the banks 
have a decided advantage over the 
SHOW |p finance companies,” he said in a paper 
Y.N.J read by W. P. Gullander, GESCO 

"|B secretary. “I have reference to the 
York long term financing of these complete 
electric kitchens and home laundries in 
new homes. A number of banks and 


n Bldg., 











resident, ; - 

‘lle Con. | sme_ insurance companies have pro- 
|B moted the so-called ‘package mortgage’ 
| for new home construction. Under this 

PRESEN- |B plan the cost of the major appliances 

ic. \is added to the cost of the new home, 

and one over-all mortgage loan is 
granted .. . A large number of the 
houses to be built in the future will be 
constructed one at a time by small 
BBERS builders based on specifications of the 
purchaser. To promote the ‘package 
\Mmortgage’ in this market, the banks 
ladelphia, |B should work with the local dealer who 


will sell the appliances. If you will 
assure him that you will accept a 
‘package mortgage’ deal, he will have 
Ow : ; 
an excellent tool with which to pro- 


eum, Fort | mote the sale of a full contingent of 
labor-saving appliances in individual 
: homes under construction.” 
tric Serv- 
Return to Time-Buying 
S SHOW Mr. Busey, who is also president of 


ia, Pa. the National Electrical Wholesalers 

Association, predicted an appliance 
ssn., 1402 Rand radio retail sales volume of about 
, Ue $3 billion during 1947, $2 billion of 
which will represent major appliances 


VHOLE- such as refrigerators, home freezers, 

z ranges and television sets with a suf- 

sity, N. J. ficiently large volume to qualify for 
time payment financing. 

UIPMENT “In pre-war years between 65 per- 


cent and 70 percent of sales of these 
appliances and radios were financed 

. under time payment plans.” Mr. Bu- 
sey’s paper continued. “We estimate 
that at present somewhere in the 
usiC neighborhood of 10 percent of such 

sales are made under extended terms 
de Show of payment. By the end of 1947 we 
’ think this percentage will be approach- 
ing 60 percent or more.” 

The manufacture of appliances is a 
Mass production industry, he continued, 
and calls for gorresponding mass dis- 
tribution which must be maintained at 
high levels in order to preserve econ- 

omies Created by mass production. In- 
ONOMICS Betatinent selling has been an important 
factor in maintaining this distribution 
ome it the most important mass 
tket, which has little or no savings, 
Secretary Bicould not be sold. 7 
gton. D.G Today, he said, the housewife thinks 
—_—— oi converting her home into an elec- 


- 


STITUTE 


Louis, Mo. 


of year; Regulation W scored. 


trically powered living place. “To 
achieve this goal she must think in 
terms of buying several appliances. 
Therefore, whereas pre-war she was 
interested in financing the purchase 
of a $79.95 washing machine, in the 
future she will want an automatic 
washer, an electric clothes dryer, an 
electric ironer, a refrigerator, a range, 
and an electric sink that washes and 
dries her dishes and disposes of her 
kitchen waste. On this basis she will 
be thinking in terms of dollar purchas- 
ing that requires financing on a scale 
comparable to that customary in the 
automobile business. Even with war- 
time savings available, such a personal 
buying program will usually require 
time payment financing. Even if the 
housewife is content to acquire her 
appliances over a period of time, she 
will want to use time payment facili- 
ties to permit her to buy two appli- 
ances for immediate delivery rather 
than one.” 


Low Prices Coming 


Predicting that low-priced appli- 
ances would make an appearance in 
volume during the next few years be- 
cause of a decline in consumer pur- 
chasing power, William F. Kelly, vice- 
president of the Pennsylvania Co. for 
Insurance on Lives and Granting An- 
nuities, said, “When and if these things 
happen, and they do appear to be in 
the cards, what will be the result as 
far as our appliance -outstandings are 
concerned? Reduction in price of a 
new model of comparable make and de- 


Appliance Package Sales Increase Need 
for Time-Buying, Busey Tells Bankers 





J. L. BUSEY: Mass production requires 
mass distribution, which in turn calls for 
installment buying. 


sign, even though it is accompanied by 
some reduction in quality, will enhance 
the possibility of large scale reposses- 
sions. We know from experience that 
this is what happens when the unpaid 
balance on the old model is close to the 
acquisition cost of the new model .. . 
Failure of some manufacturers to meet 
the competition on price will create 
‘orphan merchandise’, which is any- 
thing but good collateral for our out- 
standing loans. Technological im- 
provements in new products will also 
create a serious technical depreciation 
in the value of the old models. Con- 
ditions are fiow present, or are develop- 
ing, that will bring about some or all 
of these happenings . We can 
minimize the risk and greatly diminish 
our potential losses on reverts if we 
insist upon substantial down-pay- 
ments.” 

Sharp criticism. of Regulation W 
was voiced by C. W. Bailey, president 
of the American Bankers Association 
and president of the First National 








WELL-FED AND HAPPY are these appliance executives who attended Ray Turn- 
bull's Hotpoint's "President's Dinner" recently at the Edgewater Beach Hotel in 
Chicago. Left to right: H. B. Cromleigh, Hotpoint district manager; Hy Goodbinder, 
May Co., Baltimore; J. H. Simon, president of Simon's, Washington, D. C.; Bill 
Warsaw, Lacy's, Washington, D. C.; Al Borgemeske, eastern regional manager for 
Hotpoint; Don Cossart, G-E Supply district manager in St. Louis; and Gregg Hess, 
manager of the Hotpoint range and water heater division. 
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Bank in Clarksville, Tenn., and Wil- 
liam W. McCarthy, vice-president of 
the National Shawmut Bank, Boston. 

Restrictions on consumers imposed 
by Regulation W must be eliminated if 
the distribution of goeds is to be fair 
and equitable, Mr. Bailey declared. 
“We recognize that some consumer 
goods including automobiles, refrigera- 


‘ tors, washing machines, furniture, ¢tc., 


are still in scarce supply. The only 
way these goods can be made available 
to all groups . . . is to permit sound 
credit terms which are within reach 
of the vast majority of the people... 
We feel that the time has come for 
the complete abandonment of Regu- 
lation W.” 

He said that the arbitrary control of 
consumer credit is inflationary because 
people will cash their war bonds to 
purchase needed goods rather than to 
submit to over-harsh terms. He also 
pointed out the fact that a‘ recent 
check of 25 banks disclosed that per- 
sonal loans outstanding in September, 
1946, were higher than in September, 
1941, the previous all-time high. Most 
of these loans were made, he continued, 
so people could meet their routine ex- 
penses, “borrowing to live, if you 
please.” “I suggest that if a lot of 
people now find it necessary to bor- 
row for routine living expenses they 
won’t have either money or credit when 
the supply of durable goods comes 
along.” 


The Evils of “W" 


Mr. McCarthy claimed that although 
Regulation W never had much effect 
on the purchase of automobiles and 
appliances during wartime, it is now 
preventing veterans and others from 
making new purchases. “Along with 
the car shortage and because of the 
restrictive terms of Regulation W, a 
great many of us are being priced out 
of the market,” he said. “Although 
incomes have increased, nevertheless 
the high costs of living, together with 
the present tax structure, sharply re- 
duces the number of our people who 
can meet present payment require- 
ments. One of the results of Regula- 
tion W is that there are few time 
buyers.” 


Stoker Sales Decline 
to 15,303 in November 


A decline in sales over 2,000 me- 
chanical coal stokers in November 
from the previous month of 1946 was 
reported recently by the Stoker Manu- 
facturers Association in reprinting 
figures compiled by the U. S. Dept. 
of Commerce. Sales of all types totaled 
15,303 units in November as compared 
to 17,723 in October and with 21,834 
units in November of 1945, the associa- 
tion said. 


"46 Sales 


Stoker sales for the January-Novem- 
ber period in 1946 totaled 180,281 
units, a considerable gain over the 
116,747 machines sold during the same 
period in 1945 and the 37,729 sold in 
1944. Sales for the 11 months of 1946 
were, however, still fewer than the 
183,796 sold in 1941, the largest sales 
year in the stoker industry. 

Sales of stokers for residential heat- 
ing (up to 61 Ibs. of coal per hour) 
for both bituminous and anthracite 
coals for the January-November period 
of 1946 totaled 161,642 units, which 
compares with 80,581 sold during the 
same period in 1945 and 168,511 sold 
in 1941, 
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More Market Sidelights 


err y 


BIG SALES of G-E radios, 33,250, were chalked up on the opening day of the 
January Markets by Henry Randolph and Chet Bejma, center. George Peterson (left), 
central district manager of G-E electronics planned it and Pat Toal (right), radio 
sales manager at Bridgeport, will have to fill the orders. 





SALESMAN'S LIFE. More in accordance with the layman's conception of a sales- 
man's life than with actual reality is this picture of members of the heating and 
appliance division of Evans Products Co. at the annual sal "s banquet at the 
markets, Left to right: R. B. Evans, vice-president; George Scheuder; Ray Korkos; 
William L. Shea, midwestern representative; Bob Faltermeier, western representa- 
tive; A. W. Shields, division general sales manager; Bob Pettigrew, eastern representa- 
tive; Peter A. Shedlesky; Robert H. Gass, sales promotion manager; and Vic Clements, 
southern representative. 





PAUL BUNYAN'S WIFE might be big enough to use the range that this blown-up 
range timer would fit. The Norge division of Borg-Warner used it during the markets 
to dramatize the unit's simplicity. 
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NERA Seeks Standard 40 Percent 


Discount for Appliance Dealers 


12-Point Program Set 
At Chicago Meeting 


General acceptance of a policy of a 
40 percent retailer’s discount on elec- 
trical appliances and parts emerged as 
the 1947 goal of the National Elec- 
trical Retailers Association following 
a recent meeting of the organization’s 
board of governors and policy com- 
mittee in the Chicago Merchandise 
Mart. 

In addition, the membership of the 
association adopted a 12-point pro- 
gram for 1947 described by Managing 
Director C. C. Simpson as the first 
time that a national program written 
expressly for the electrical retailer had 
been adopted for presentation to the 
industry. 

Commenting on the 40 percent dis- 
count policy, Mr. Simpson said, “It is 
the solemn opinion of NERA leaders 
that there must be an immediate halt 
to the trend of shorter discounts . . . 
Our dealers must be able to pay their 
salesmen properly, and to shoulder the 
rising costs of doing business, caused 
by an increasing number of trade-ins, 
increased credit and collection costs, 
and mark-downs on old models.” 

The national program adopted by 
the group is as follows: 


1. Improvement of business efficiency 
and sales promotion 

2. Promotion of better electric com- 
pany relations 

3. Promotion of 
shows 

4. Expansion of NERA 

5. Promote adoption of fair trade 
standards 

6. Cooperation with industry-wide pro- 
motions 

7. Improvement of relations with indus- 
tries making appliance installations 

8. Encourage protective legislation 

9. Manufacturers-wholesalers _ relations; 
special emphasis on 40 percent dis- 
count 


electrical product 


10. Eliminate 
selling. 
11, Encourage taxation of cooperativ, 

12. Provide trade-in guide 


REA Co-op appliance 


Project 9 also suggests that many. 
facturers and distributors restrict th 
delivery of appliances to such dealer; 
as maintain service departments, tha 
appliance selling not be done by re. 





tailers of other industries, that direc 
consumer selling by wholesalers } 
discontinued, that manufacturers adop! 
descriptive tags for major appliances 
and that products be marketed onh 
through regular retail outlets. ; 

Among those attending the meeting 
were the following regonial governors 
Herb Names, N. Weinzimmer, Ke 
Stucky, A. H. Barrett, and Lloyd ¢ 
Bell. 


Better Light Bureau 
Reveals 1947 Program 


A 1947 program for the Better Ligh 
Better Sight Bureau was described 
cently by chairman Harry Restofski 
including the most comprehensive edu 
cational activity ever sponsored by th¢ 
organization. 

Among materials included are: 
sound-slide films, newspaper advertis 
ing suggestions, booklets, teachers 
guides, displays, radio scripts, and 
other aids. Each item supplied ; 
designed to help increase public m 
derstanding of the need for bette 
lighting, and thus spearhead the sales 
promotional plans of electric power 
companies, electrical leagues and equip 
ment manufacturers, Mr. Restofski 
said. 

Representing an expenditure 0 
about $150,000, the bureau’s program 
will be especially effective, he con 
tinued, when used in conjunctior 
with the industry-wide Planned Light: 
ing Program which was recently an 
nounced by the Edison Electric In 
stitute. 





CLEANS UNDER WATER—almost. No cleaner has yet been developed to match 
the claims of some of the ball-point pen manufacturers, but this McAllister-Ros 
Corp. model will give a dog a bath, as demonstrated by Dean James and 

Elizabeth on long-suffering Ginger. Cleaner was demonstrated at January Markets 
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FM Output Seen as Over 3 Million 


At Association's First Meeting 


Denny predicts 700 stations 
by end of the year, asks for 


dealer, broadcaster cooperation 


The frequency modulation branch 
of the radio industry, long in need 
of encouragement because of band- 
allocation squabbles and the hurdles 
confronting a still-to-be accepted in- 
novation, got it last month with the 
organization of the Frequency Modu- 
lation Association and the accompany- 
ing predictions that 1947 would see 
the production of between three and 
45 million home receivers and the 
installation of enough new trans- 
mitting stations to raise the total from 
136 to 700. 

More than 350 members and other 
interested persons connected with the 
industry officially formed the Associa- 
tion at meetings in Washington’s 
Hotel Statler; elected Roy M. Hof- 
heinz, president of the Texas Star 
Broadcasting Co., as executive head, 
Everett L. Dillard as vice-president, 
Frank A. Gunther as_ secretary, 
Arthur Freed (Freed Radio Corp.) as 
treasurer. 

Chief among the speakers were Dr. 
Ray H. Manson, president of Strom- 
berg-Carlson Co., and FCC Chairman 
Charles R. Denny. From Dr. Manson 
came the prediction that perhaps 4.5 
million receivers would be made this 
year. Up to April, 1946, fewer than 
2,000 FM sets had been made by the 
entire radio industry, he pointed out. 
Then the output showed rapid in- 
creases, hitting 17,000 in June, 22,000 
in October, 28,000 in November, and, 
possibly, around 46,000 in December. 
Nineteen forty-six production of FM 
sets was only 1.5 percent of the total 
output of the industry, but, Dr. Man- 
son said, executives have estimated 
that between 20 and 30 percent of this 


year’s receivers will contain FM. By 
the end of the year, the industry will 
be turning out FM receivers at an 
annual rate of 5,000,000. 

“While the prospects for a suffi- 
cient number of FM receivers to start 
off all the new FM _ broadcasting 
stations with a sizable audience are 
not bright for this year,” he summed 
up, “it must be recognized that in 
many cases temporary low transmitter 
power will be a decided handicap and 
will require intelligent treatment. Here 
is a case where cooperation between 
the FM broadcaster and the local radio 
dealer will pay big dividends in pro- 
moting as well as providing correct 
installation of new FM receivers. . .” 


More Stations, More Listeners 


Mr. Denny made a strong plea to 
keep FM free from “over-commercial- 
ism” and promulgated a program for 
speeding its growth. He told Associa- 
tion members to “inform the listeners 
in your community on the merits of 
FM by means of demonstrations in 
theaters, schools, civic clubs and 
county fairs, by means of radio and 
newspaper advertising and all other 
forms of publicity” and to “work with 
your dealers to obtain FM sets.” 

He based his prediction of more than 
700 stations by the end of the year on 
the fact that there are 136 stations 
currently in operation, 400 permits 
granted for construction, 199 condi- 
tional grants soon to be converted to 
construction permits, 118 applications 
in hearing, and 174 applications pend- 
ing. Estimating that at least 200 
permanent grants would be given for 
stations in time to go on the air 





SAME FREQUENCY: In agreement at the recent organization of the Frequency 

ulation Association in Washington were these three big-wigs: left to right, Dr. 
Ray H, Manson, president of Stromberg-Carlson; FCC chairman Charles R. Denny; 
and Hugh D. Lavery, McCann-Erickson account executive for Stromberg. 
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within 12 months, Mr. Denny said 
that would “make 736 FM stations by 
next Christmas.” 

Edward Taylor, of Zenith, told the 
Association that FM promotion will 
be included in the Radio Manufac- 
turer’s Association’s “A Radio in 
Every Room” program and that a sub- 
stantial portion of the $50,000 al- 
located for the campaign would be 
spent to plug FM. 


Station Owner's Stake 


“If FM doesn’t get promotion some 
of the men in this room will go broke” 
brought Association members up in 


their seats as Preston H. Pumphrey, 
radio director of Maxon, Inc., launched 


into his speech. “Nobody,” he said, 
“has such a vital stake in FM promo- 
tion as the station owner.” He pointed 
out that although FM manufacturers 
are promoting their product and pro- 
ducing in greater quantity, the dealer 
won’t be able to create a demand for 
sets. “It’s up to you (the station 
owner) to make every home owner in 
your listening area want an FM set,” 
he declared. He advised FM stations 
to hire promotion men and educate 
the public to a desire for FM facilities 
and receivers and he described a cam- 
paign prepared for General Electric’s 
FM promotion. He cautioned his audi- 
ence not to overlook the press in its 
preparation for FM broadcasting and 
suggested cooperation with distribu- 
tors and dealers of receivers prior to 
the time of actually going on the air 
as well as during broadcasting opera- 
tion. 








LOADING PROGRESS: Workmen stack new Maytag washers three deep in this 
freight car equipped with Utility-Loader equipment manufactured by Evans Products. 
Co. E. W. Peterson, second from right, Evans assistant loading manager, supervises 
the job. Merchandise is held rigidly in place by adjustable wall and cross members 
which replace old bracing methods, save the cost of lumber and reduce shipping 
charges. 


New Car Loaders 
Stop Freight Damage 


A material reduction in washer 
transportation charges to dealers is 
seen by officials of the Maytag Co., 
Newton, Iowa, following successful 
completion of a series of test loads 
made in railroad freight cars equipped 
with Utility-Loader equipment manu- 
factured by Evans Products Co., De- 
troit. 

According to Ray Thompson, May- 
tag traffic manager, the use of these 
Utility Loader cars enables faster 
loading and eliminates the use of 
dunnage (bracing material). The new 
method of loading also reduces trans- 
portation charges for dealers since in 
ordinary loading the weight of dun- 
nage furnished by the company is in- 
cluded in the weight of the entire load 
and freight charges are increased ac- 
cordingly. Another important feature 
of the new loading method is a saving 
in lumber. 

Shifting and damage to cargo in 
transit are prevented by the Utility 


Loader equipment. One shipment of 
Maytag washing machines made from 
Newton, Iowa, to Oakland, Calif., ar- 
rived without so much as a slat in 
one of the packing cases being dam- 
aged. 

According to loading engineers of 
Evans Products Co., Utility Loader 
equipment prevents damage by elim- 
inating the effect of vertical vibration 
and longitudinal shock occurring in 
freight cars in transit. This is done 
by means of removable cross members 
which extend across the car and are 
attached to adjustable wall members. 
Cross members are adjustable at % 
inch intervals. These are tightened 
firmly, under pressure, against the 
shipment and locked in place. This 
tightening removes all slack and per- 
mits the shipment to rise as a unit. 
It dampens vertical vibration and pre- 
vents hammering of the load on itself. 

The use of the cross members, which 
are a permanent part of the freight 
car, and are furnished by-the railroad, 
eliminates the use of screws, nails, 
bolts, lumber, and band iron to hold 
the load together. 
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1946 Radio Production Exceeded 


15 Million Receivers, 


December output at annual 
rate of 20 million; figures 


indicate continual 


Strikes, shortages, production diffi- 
culties, and reconversion were synono- 
mous with 1946, but for the radio 
industry the number will go down in 
the history books as its greatest year 
of production. According to the Radio 
Manufacturers Association, the pro- 
duction of all types of radio receivers 
during the year exceeded 15,000,000. 
The greatest pre-war set production 
was 13,642,334, achieved in 1941. 

FM-AM and television receiver 
production rose sharply in December 





AN INTERNATIONAL FLAVOR—Alice 
Mary Schnirring of Swartzbaugh Mfg. Co. 
(Everhot) and chairman of EWRT for the 
1946-47 season, introduced Joan Whit- 
gift, senior demonstrator, Central London 
Electricity, Ltd., London, who is visiting 
the U. S. under the Caroline Haslett 
Trust scholarship in Electrical Housecraft. 
Miss Whitgift as guest of honor opened 
the January meeting. 


growth 


and brought the year’s output to 181,- 
485 FM-AM sets and 6,476 television 
receivers, indicating a steadily rising 
growth for 1947, the Association said. 
Total December set production, 
through December 27, by RMA-mem- 
ber companies, amounted to 1,454,687, 
which was slightly under November’s 
production due to the December holi- 
days, and the shorter work month. 
Production at-year’s end was at an 


annual rate of 20,000,000. 


The shortage of wood for cabinets 


Round Table Starts 


RMA Reports 


was largely responsible for a console 
model output of only seven percent of 
total production. Table models, on 
the other hand, accounted for 77 per- 
cent. Most of the FM-AM receivers 
produced were of the console type, 
numbering 165,762 as compared with 
15,723 table models. 

More than 5,000 of the television 
receivers made by RMA firms were 
table models with radio reception at- 
tachments. More than 1,300 were 
radio-television consoles, while the 
few remaining were projection types. 

The association stressed that its 
own tabulation of 1946 production 
amounted to only 13,326,985, but that 
a check with government and other 
agencies clearly indicated ‘that total 
production for the year was over 15,- 
000,000 sets. 


Second 


Course In Electrical Living 


Use of Automatic Washers 
Emphasized at First Meeting 


New developments in home launder- 
ing was the topic of the first of a new 
series of lectures to be given by The 
Electrical Women’s Round Table of 
New York. Eleanor Cook of Mc- 
Call’s Magazine was the chairman of 
this first meeting, and the speakers 
were Dr. Earl McCracken of the 
Bureau of Human Nutrition, De- 
partment of Agriculture, Washington, 
D.C., who discussed 1947 news in 
automatic washers; Miss Eleanor 
Ahearn, consultant to Frigidaire Di- 
vision of General Motors and to Proc- 
ter & Gamble, who talked on the need 
for educating the average housewife 
in the proper use of her electric 


THE SPEAKERS—All of them experts in their field, left to right, Dr. Earl Mc Cracken, 
Bureau of Human Nutrition, Department of Agriculture, Washington, D. C.; Eleanor 
Ahearn, consultant to Frigidaire Division of General Motors and to Procter & Gamble; 
and Dr, Elaine Knowles Weaver, Columbia University. 
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washer; and Dr. Elaine Knowles 
Weaver of Columbia University, whose 
topic was laundry planning. 

This second series of lectures, en- 
titled “1947 Previews in Electrical Liv- 
ing,” is in response to enthusiastic 
demand for a continuation of the 1946 
course, and is being held again in The 
Herald Tribune Institute. 

The women who have registered for 
the course include public school home 
economics teachers, utility women, 
magazine editors, advertising agency 
copy writers, manufacturers’ and de- 
partment store women, and they come 
from Bridgeport, Westchester, Long 
Island, New Jersey, Staten Island and 
other metropolitan outskirts. 

Future lectures scheduled for the 
spring months of 1947 are: February 
11, Frozen Foods, with Elizabeth 








Of the sets reported by RMA men 
bers, 10,219,191 were table modg 
including 1,215,924 radio-phonogray 
combinations, and 925,171 consoles of 
which 820,979 were radio-phonograp 
combinations. Automobile radio r 
ceivers numbered 1,153,458 while por, 
ables accounted for 1,022,689 sets, 


Monthly Production 


Figures released during the year } 
the Bureau of the Census and 4, 
Civilian Production Administratig! 
showed production, month by month 
as follows: 





Mn Ande onc 550,000 
Dianne bards 750,000 
oo bo cca 1,000,000 
NG «nin te mee oir 1,000,000 
Se eee 1,185,000 
WN ie twrdcae 1,378,000 
WE wes ce <4 1,330,000 
GS Cladsiousare 1,700,000 
ME sccuaces 1,500,000 
ea 1,670,444 (RMA figure 
Nov. ......... 1,496,482 (RMA figure 
_ eee 1,454,687 (RMA figure 
Wn as caxdiete 15,014,613 


Beveridge, Woman’s Home Compan 
ion, as chairman; March 11, Ho 

Cleaning under the chairmanship ¢ 
Helen W. Kendall of Good House 
keeping Institute; April 8, Hom 
Climate, with Maxine Livingston, Par 
ent’s Magazine acting as chairman 
and May 13, Home Lighting, unde 
the chairmanship of Lillian E. Edd 
General Electric Co., and the Ney 
York Residence Lighting Forum. Ri 
Otway is chairman of the entire cours 
and is assisted by the following mem 
bers of her Steering Committee: Alic 
McMullen, Electrical Contracting 
Rose Cleary, National Electrica 
Wholesalers Assn.; Ruth Gaffney 
Farm Journal; Doris Burrell, Depar' 
ment Store Economist ; Edith Ramsay 
American Home; Anna A. Noone 
Electrical Merchandising; Franc 
Armin, National Adequate Wiring Bu 
reau; Eloise Davison, Herald Tribuw 
Institute; Katharine Fisher, Goo 
Housekeeping Institute ; Charlotte Ke 
lar, American Gas & Electric Co. 
Mildred Nichols; Mary Riedel, Proc 
tor Electric Co.; and _ Elizabet) 
Sweeney, McCall’s Magazine. 


TWO CHAIRMEN CONFER—Eleanor Cook, assistant editor, household equipment, 
McCall's Magazine (left) who was chairman of the Home Laundry meeting, goes ove’ 
the program with Rita Otway, Steering Committee chairman, for final details right 


before the meeting started. 
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aoe, ae general household and personal the requirements of any family—for dishes, laun- 
uttee: Alic’ water softening requirements. ‘ 
~ontracting Softens up to 500 gallons of water Ory, shampoo, shaving, bath, etc.—and at an almost 


Electric: before regeneration, which is ac- a © ca? . ant 
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HANDY MODEL 








to very liberal dealer and wholesaler/jobber dis- 





able—easy to carry. 


MASTER MODEL 


About 26” tall; shipping weight 30 
Ibs. Large capacity . . . softens up 


Both models easily, quickly 









regenerated with common salt. 
ad to 1200 gallons of water before re- 





ation... k hi Jel 
Ideal for farm, home, apart- generation makes this mode 


* 


WATER 


SOFTENERS 


ideal for the home laundry, under 
ment, barber shop, beauty the sink or in the bathroom. Regen- 
parlor, trailer coach, etc. erated with a few pounds of ordi- 


nary salt. 


Saves soap, makes clothes 





* 


whiter, dishes brighter, com- 





plexion lovlier. 


a. & & £2. 8 
MASTER MODEL WIDELY ACCLAIMED 
FOR AUTOMATIC HOME LAUNDRIES 


At the January Furniture Show in Chicago, 
the CALKINS Master WATER SOFTENER was 


CALKINS CORPORATION 

DEPT. 201, SOUTH BEND, INDIANA 

Ship (through a wholesaler) Handy Model, and ___ Master 
Model CALKINS Water Softeners, less regular discount. My whole- 
salers are: 














+ + + + 








a big hit with washing machine and automatic 1 

home laundry dealers and distributors . . . 

for its ready adaptability and — installa- 2 

tion features, and its low initial and mainten- 

ance cost. They say, “. . - the ideal softener 3 

to sell right with the washer.” ¥ 

Name 
MAIL COUPON TODAY Address 
FOR STOCK ORDER City. Zone State 
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Motor Wheel Corp. 


M. F. Cotes, known to the appliance: 
industry as vice-president in charge 
of the Duo-Therm Division of the 
Motor Wheel Corp., has been ad- 
vanced to executive vice-president of 
the parent corporation, it was an- 
nounced recently by John E. Garlent, 
president. Mr. Cotes started with the 
firm in 1932 as sales manager of th 
Duo-Therm Division. He was elected 








M. F, COTES 


to the Motor Wheel directorate in 
1937 and is currently president of the 
Institute of Cooking and Heating Ap- 
pliance Manufacturers. 


Thermo-Broiler Co., Inc. 


Charles Lesser, president of Ther- 
mo-Broiler Co., Inc., Brooklyn, N. Y.., 
has announced the appointment of J. 
A. Kramer as company sales manager. 
Mr. Kramer was formerly president of 
Atlantic Representatives, Inc. 


Electric Household Utilities Corp. 


Three promotions of key personnel 
were recently announced by E. N 
Hurley, chairman of the board of 


Electric Household Utilities Corp. 

Walter F. Oberst, formerly vice- 
president of the Meadows Division, 
Bloomington, Ill., has been appointed 
president of that division. 

Owen G. Nugent, formerly eastern 
division manager, has been appointed 
vice-president in charge of manufac- 
turing. 

A. R. Nickson, with the firm since 
1916, moves up to the position of vice- 
president in charge of plant engineer- 
ing for all company plants. In addi- 
tion to home offices and the plant of 
the Hurley Machine Division in Chi- 
cago, the corporation operates plants 
in Bloomington, Ill., El Monte, Calif., 
Toronto, Canada, and London, Eng- 
land. 





| NEW POSITIONS 





Coroaire Heater Corp. 


Recent and important shifts in ex- 
ecutive personnel of the Coroaire 
Heater Corp., Cleveland, include the 
election of vice-president and general 
manager A. W. Conley to the presi- 
dency and the upping of former presi- 
dent E. R. Smead to chairman of the 
board. Mr. Conley became associated 
with the Corozone Co. in 1926 as sales 
manager and secretary and in 1933 he 
organized the Corozone Air Condi- 
tioning Co. He was president of that 
concern until 1938 when he purchased 
the patents on the Coroaire heater. He 





A. W. CONLEY 


has served as executive vice-president 
and manager of the Coroaire Corp. 
since its organization in 1944, 

J. D. Conley, vice-president in 
charge of production, engineering and 
service of the corporation has an- 
nounced the appointment of W. L. 
Thomson as engineer of the company. 


Vaculator Co. 


For the fourth time in five years 
John Zitz has been promoted by the 
Vaculator Co., Chicago. This time, ac- 
cording to president Milton K. Grey, 
Mr. Zitz advances to the post of gen- 
eral sales manager. Mr. Zitz joined the 
firm in 1941 as advertising manager. 
Other appointments include: Art 
Hoover, assistant sales manager in 
charge of the home model division; 
Sylvia Schwartz, assistant sales man- 
ager of the commercial division; and 
Luella Damhesel, head of customer re- 
lations. 


Promoted by Household Utilities 


W. F. ORSGRST 
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Oo. G. NUGENT 





A. R, NICKSON 


Dazey Division, 
D. E. Sanford Co. 


L. H. Simmonds, recently resigned 
from a position as vice-president in 
charge of sales and advertising for 
Schick, Inc., has been appointed man- 
ager of sales for the Dazey Division 
of the D. E. Sanford Co., according 
to an announcement by J. P. Mc- 
Ilhenny, general sales manager. 


Wilcox-Gay Corp. 


New director of purchases for Wil- 
cox-Gay Corp. is E. J. Noah, former 
assistant purchasing agent for Sparks- 
Withington and purchasing agent for 
the Lonergan Manufacturing Co. He 
is a member of the Central Michigan 
Purchasing Agents Association. 





Perfex Corp. 
















Julius K. Luthe, former presidegy , 
the Perfex Corp., Milwaukee, has } 
elected chairman of the board, 
E. Lewis, executive vice-president, 
been advanced to the presidency, 
Luthe was formerly president of Tj 
O-Stat Controls Co. and founded 
present Perfex Corp. in 1934, 
Lewis joined Perfex three years 
as vice-president and manager of 
controls division. 

Two recent appointments by 
Perfex Corp., Milwaukee, involve } 
F. Nees, new manager of cont 
sales engineering, and Richard 
Toellner, district manager with off, 
in Detroit. 

Mr. Nees joined Perfex from Shal 
cross, Inc., in 1936, where he y 
vice-president and chief engineer 
the industrial combustion contr C 
field. At Perfex he has been chief te Cory 
engineer and chief inspector. Cory | 

Mr. Toellner joined the company appointn 
early 1946 after Naval service. Pr; 
to the war he was affiliated with Me 
Ward & Hunt, consulting engin 
and Allen-Bradley Co., as a test en 
neer. He succeeds S. David Horne 
resigned to open his own firm. 


New Perfex Appointments 


R. E. TOELLNER 





JULIUS LUTHE 








Lear, Inc. 


Lazare Gelin, former export man- 
ager for Lear, Inc., has been named 





LAZARE GELIN 


to head a new Lear organization which 
will carry on all export work, accord- 
ing to William P. Lear, president. 
The new organization, Lear Interna- 
tional Export Corp., will have head- 
quarters at 50 Broad St., New York. 

New manager for Lear, Inc., in 
California is Burnham Adams, former 
west coast manager for Wright Aero- 
nautical Corp. and one time sales man- 
ager in that company’s engineering 
department. 


Emerson Radio and B. My 
Phonograph Corp. 1 


Prior 
Charles O'Neil Weisser, sales prog YS ' 
motion manager for Emerson Rad JM 
and Phonograph Corp., was recentigy 2" 5 
advanced to sales manager, accordin 
to an announcement by Philip Gilli . 
vice-president in charge of sales aml Bendi 
advertising. Mr. Weisser’s long W 
perience started in 1926 with Atwate : 
Kent as western divisional manage: 








C. O'N. WEISSER 


With the exception of two years (H men 
Army service, he has covered 
West Coast for Emerson as west 

ern divisional manager since IH o¢ , 
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Cc. B. MYERS H. 


B Cory Corp. 


Cory Corp. recently announced the 
appointment of four men to the na- 

















J. T. WILLIAMSON 


tional sales force to work in the 
¢astern states. J. T. Williamson has 
been assigned the western Pennsyl- 
Vania territory. He was formerly em- 
ployed by the Duquesne Light Co., 
General Electric, and Ochiltree Elec- 
tric Co. In New Jersey the company 
will be represented by Henry A. 
Deigel, former employee of Joseph 
Kurzon, Inc., Wright Aeronautical 
Corp., and G-E Supply Corp. Clifton 
B. Myers will work in Connecticut. 
Prior to army service he spent two 
years with Carrier Corp. Another vet 





. Sales pre oe . = 

rson Radife t0 join the company is Scott T. Ratter, 
as recent Jt. assigned to the Chicago territory. 
, according 


hilip Gillig 
f sales ani 
s long e& 
th Atwate 
1 manage: 


Bendix Home Appliances, Inc. 











W. F. Linville, general sales man- 
ager for Bendix Home Appliances, 
Inc. recently announced the appoint- 


F. T. GRIMES 


D years vif 


vered. the Ment of Franklin T. Grimes as a 


special sales representative with head- 


est | 
at 1996 Quarters in South Bend, Ind., home 

of the company. Mr. Grimes was 
N DISIN 
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Cory Sales Appointments 

















A. DEIGEL S. T. RATTER 


previously associated with the Kaw- 
neer Co., the Tridon Co., and the 
Bendix Products division. During the 
war he held executive positions in a 
midwest manufacturing plant. 

Mr. Linville also announced the 
employment of Mrs. Iva C. Brown, 
Miss Mary Ellen DeWine and Miss 
Mary Price as automatic ironer in- 
structors. 


Stewart-Warner Corp. 


Samuel Insull, Jr., former vice-presi- 
dent of Central Barge Co., Chicago, 
and former Navy commander, has been 
appointed assistant to James S. Knowl- 
son, chairman of the board’ and presi- 
dent of Stewart-Warner Corp. Mr. In- 
sull was engaged in the utility business 
from 1922 to 1938. 


Proctor Electric Co. 


Several new appointments and 
changes in the sales staff of the Proc- 
tor Electric Co. were recently an- 
nounced by Robert M. Oliver, vice- 
president. 

T. J. Kenna, formerly Chicago dis- 
trict manager, has been named central 
regional sales manager. He joined the 
company in 1939 as district manager in 
the Baltimore territory and has been 
in the employ of the firm since except 
for three years during the war when 
he served as Pennsylvania State Fuel 
Rationing Officer. 





T, J. KENNA 


Mr. Oliver announced the follow- 
ing new territorial appointments: J. L. 
Blaylock, as Detroit district manager ; 
W. H. Bond, Chicago district man- 
ager; W. H. Kelly, Baltimore district 
manager; T. P. James, Philadelphia 
district manager; and Paul S. Cool- 
idge, New York district manager. 
Mr. Coolidge replaces D. W. Thomp- 
son who recently resigned to establish 
a retail electrical appliance business 
for his three ex-GI sons. 


NG—FEBRUARY 15, 1947 








A Vaporizing Oil 





‘Furnace Without 
Electric Ignition Is Like an 
Automobile Without a Self Starter =| 
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Oil Burning 
Floor Furnace — The 
“Daddy” of Them All! 
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Basement Type 
Winter Air Conditioner 


Fact , = eo ee ee ae ee on © 
Representatives 
in Principal 


Cities Wits ov Re 


_ A REAL PROFIT BUIL 
FOR APPLIANCE DEA 


H. C. Little Floor Furnaces, Circulating 
Winter Air Conditioners are completely assemt 
the factory in compact units which include all 

Therefore, you can see why they are mer 
many other major appliances—and 
higher NET PROFIT, Hundreds of 
dealers sell H.C. Little e 
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Sales will be up in calor lights for the dealers who stock the famous 
NOMA line. With A’s imaginative design—NOMA’s bright new 


styling for year ’ro use, 1947 will be a banner year for NOMA dealers! 
NOMA’s undis adership in the field of decorative 






















onsistent consumer demand created 
by NOMA’s national advertising. 


This year—NOMA plans to greatly increase 
1946 deliveries— give you more of the 

. NOMA color lights you want. Make 1947 
Na 2 top year with NOMA, the Greatest Name 
Ain Christmas Lighting. 


or asd hy 





3415—15 light Straight line outfit— 
Wires in multiple...has Add-on con- 
nector...lamps burn independently. 





110—8 light Series loop 
type outfit — Tri-plug com 
nection with open outlet fer 
attaching additional sets. 


3010—7 light indoor Berry Bead outfit 
— Has Add-on connector .. . fastens 
upright to branch of tree securely. 
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Consumer demand for BUBBLE-LITES... NOMA’S revolution- 


ary new development in Christmas lighting . . . reached white 
heat in 1946. 
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BUBBLE-LITES ... the greatest innovation in Christmas 
decoration since the invention of the electric light . . . will become 
even more popular and profitable in 1947 thru: 


Added manufacturing capacity 
Attractive, eye-catching packaging and display 
Aggressive national promotion. 










_ The NOMA BUBBLE-LITE set 
radiates charm. 


The NOMA BUBBLE-LITE set 
is alive with bubbling action. 


509— Noma Bubble-Lites—Nine shimmering 
crystal clear candles of bubbling light, set in 
colorful plastic bases. Completely wired. Has 
special clip to make attachment to tree easy. 






BUBBLE 
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BUBBLE LIiTes 
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ARVIN Lectric Cook 


Noblitt-Sparks Industries Inc., 
Columbus, Ind. 


Device: Combination grille and waffle 
baker. 

Selling Features: Has 190 sq. in. cook- 
ing surface, grills, fries, toasts; and 
waffle grid plates can be attached 
for baking 4 waffles at a time; 
thermostat control gives uniform 
regulated heat without watching: 
signal-light stays on until dialed 
temperature is reached; air-cooled 
handles; expansion hinges protected 
from grease or harm; built-in drip 
spout to carry away surplus grease; 








air-cooled base; waffle grid plates 
easily inserted and contain an outer 
groove to take overflow of batter; 
in baking waffles signal-light goes 
on until desired cooking temperature 
is reached and then goes out, indi- 
cating time to pour batter, when 
waffles are ready to serve light again 
goes out. 

Electrical Merchandising, Feb. 15, 1947. 





GE Automatic Washer 


General Electric Co., Home Laundry 
Equipment Div., Bridgeport, 2, Conn 

Device: GE “All-Automatic” wash- 
ing machine. 


Selling Features: 9 Ibs. dry clothes 
capacity; 45-min soak-wash-rinse- 


flush-dry cycle; can also be con- 
trolled manually, making it possible 
to skip any operation in the complete 
cycle or to repeat one, clothes can 


be rinsed as many times as desired, 


or the washer can be stopped to add 
or remove articles; activator wash- 
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ing action soaks, flexes, rubs clothes 
gently from 3 to 20 min. depending 
on time selected; waters are con- 
tinuously circulated through filter 
screens which skim off dirt and lint; 
8-min. drying cycle spins clothes at 
high speed in washer basket, making 
1140 rpm at peak; rectangular top 
opening; 36 in. high; can be moved 
about laundry on casters or per- 
manently mounted on a toe-board; no 
bolting to floor required—6 steel 
springs reduce vibration; installa- 
tion requires only 3 short lengths of 
hose for connection to hot and cold 
water inlets and drain; to reduce 
water consumption washer will auto- 
matically save final rinse water in a 
reservoir in lower part of machine 
—this can be used for soaking sec- 
ond load of clothes -or emptied down 
drain; water entering machine is 
automatically mixed to proper tem- 
perature with a choice of hot (130 
degs) medium (115 degs) or warm 
(100 degs), soaking and rinsing 
operations use warm water only; 
sealed-in mechanism including motor 
clutches and gears carry 5-year pro- 
tection plan. 


Availability: Scheduled to reach mar- 


ket in second quarter of 1947. 


Electrical Merchandising, Feb. 15, 1947. 











CROSLEY Range 


Crosley Div., The Aviation Corp., 
Cincinnati, O. 


Model: DE-17 Crosley range. 
Selling Features: “Basic 4” features 


in new model consists of a super- 
spacious oven equipped with 2 non- 
tilting racks with safety stops and 
backguards; a waist high broiler; 
extra thick insulation permits plac- 
ing range flush against walls or non- 
metal cabinets; 4 fast surface units 
with a 6 qt. deep-well cooker; 1- 
piece top and waterfall front of acid 
resisting porcelain; control timer 
and clock; top lamp _ illuminates 
switches on backguard as well as 
range top; automatically controlled 
convenient outlet on backguard; in- 
terior oven light automatically con- 
trolled by door; combination oven 
thermostat and oven and broiler con- 
trol switch; oven pilot light re- 
placeable from front; oven broiler 
unit 2400 watts, 2000 watt bake unit; 
deep well cooker 800 watts; rod- 
type surface cooking units; 2-1250 
watts and 1-2100 watts; all surface 
units controlled by 7-heat switches. 


Electrical Merchandising, Feb. 15, 1947. 














SANI-WAY Garbage 
Eliminator 


Thomas W. Berger, Inc., 6 E. Fourth St., 


Cincinnati, 2, Ohio 


Device: “Sani-Way” electric garbage 


eliminator. 


Selling Features: Provides quick, 


troublefree elmination of kitchen 
wastes, eliminating need for gar- 
bage can; pulverizes bones, fruit 
pits, vegetable matter, paper meat- 
wrappings, etc.; can’t stall or jam; 
5-qt. capacity; accommodates nor- 
mal food waste of average family 
with one usage per meal—normal 
usage averages less than 1l-min. per 
person per day; strainer basket auto- 
matically starts and stops motor; 
easy to install; can be used in any 
cast-iron, formed steel, viterous 
enamel or stainless metal sink hav- 
ing proper size drain opening. 


Electrical Merchandising, Feb. 15, 1947. 











ABC-O-MATIC Washer 


Altorter Bros. Co., Peoria, Ill. 


Device: ABC-O-Matic washer. 
Selling Features: “Centric Agitation” 


principle of washing is a variation 
in shape and movement of the stand- 
ard agitator—action is horizontal 
instead of vertical, with a surging 
motion inward and outward from 
all directions at rate of 156 times a 
minute—this pulsating movement 
causes each of the 12 vanes and cen- 
tral column of agitator itself to form 
centers of action within the water, 
flexing, rubbing gently and squeez- 
ing clothes ; distinctly separate wash- 
ing and rinsing compartments per- 
mit full and continuous use of hot 
soapy water; scum-free rinser in- 
dividually rinses each garment in 
clean, fresh, constantly changing 
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water; 2 sets of suds extracting 
rolls; flexor cylinder gives clothes 
a hand-washing action; large damp. 
drying self-adjusting rolls remove 
final water from clothes. 
White porcelain enamel finish, 36 
in. high, 31 in. wide and 24 in. deep; 
designed and built to accommodate 
standard height of modern kitchen 
and laundry; load capacity of 12 to 
14 lbs.; requires no permanent in- 
stallation; adjustable castors for un- 
even floors; and requires no more 
hot or cold water than the ordinary 
washer. 


Electrical Merchandising, Feb. 15, 4947, 
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HOTPOINT Home Freezer 


Hotpoint Inc., 5600 W. Taylor St,, 
Chicago, 44, Ill. 


Device: 8 cu. ft. room freezer. 


Selling Features: Has storage space 
for 280 lbs. food; will “quick freeze” 
more than 30 lbs. at a time; 4 wire 
storage baskets near top surface for 
convenient lifting out; 2 refrigerated 
shelves for fast freezing of small 
packages; shelves located at upper 
left hold 16 Ibs. ; space below baskets 
offers room for larger items and 
those stored for longer periods ; tem- 
perature control at top of right rear 
wall will set freezer at zero for most 
economical storage and below zero 
for quick freezing; thermometer on 
center basket; 4-in. Fiberglas insul- 
ation; refrigerator coils throughout 
for even temperature distribution; 
light alarm warns of mechanical fail- 
ure; Calgloss enamel finish, chrome 
handle and trim; 36 in. high, 49 in. 
wide; 314 in. deep. 

Another 4 cu. ft. freezer is plan- 
ned for later in the year. 


Electrical Merchandising, Feb. 15, 1947. 
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DOMINION Iron 


Dominion Electrical Mfg. Co., 
Mansfield, O. 

Device: No. 1004 “Light-O-Matic” 
iron. 

Selling Features: Weighs 4 \bs.3 1000- 
watts; special aluminum alloy sole- 
plate; dial calibrated for rayon-silk- 
cotton-linen or high; jewel indicator 
glows until iron has reached desired 
temperature, goes off when that 
temperature has been reached, indi- 
cating that current is off much of 
the time, ironing being done with 
stored heat; large beveled base; 
permanently attached cord; 110-112 
volts 25 to 150 cycle a.c. 

Electrical Merchandising, February 
15, 1947. 

















CALKINS Water Softener 
Calkins Corp., So. Bend, Ind. 


Models: 2 portable models for home 
water softening—Handy and Mas- 
ter. 

Selling Features: Handy model for 
general household use — washing 
dishes, shaving, bathing, scrubbing ; 
less than 12 in. tall; weighs 15 Ibs. ; 
fits any faucet. 














Master model for use with washing 
machines and other home laundry 
¢quipment, for dairy farmer and the 
fruit or vegetable grower; 28 in. 
tall; weighs 27 Ibs. 
© installation or plumbing re- 
quired on either model; maintenance 
(regeneration with salt) is cheap 
and simple, requiring only a few 
minutes, 
Electrical Merchandising,. February 
ae ae ainaaaeage 
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APPLIANCE 


NEW PRODUCTS 


Palmer Mfg. Corp., W. Jefferson, 7th to 


Device: New window-type cooler. 
Selling Features: Adjustable direc- 


ELECTRICAL MERCHANDISING—FEBRUARY .15, L947 


PALMER Window Cooler 


8th, Phoenix, Arizona. 


tional louvres, switches placed on 
front of cooler provides complete 
control from within room; 22 gauge, 
rust resistant steel cabinet with metal 
fill-ins to fit any window adjustable 
from 24 to 34% in. wide; recessed 




















fan orifice prevents all air loss or 
recirculation; Sno-Fluf cooling pad 
of odorless aspen; quiet 16 in. fan 
with 1/25 h.p. motor. 

Electrical Merchandising, February 
15, 1947. 

















KITCHEN MAID Cabinets 
The Kitchen Maid Corp., Andrews, Ind. 


Device: Kitchen-Maid cabinets with 
“Appliance Styling” to harmonize 
with refrigerators, home freezers, 
laundries and other appliances. 

Selling Features: Principally of hard- 
wood construction; solid, grainless 
wood doors; drawers of heavy gauge 
steel with wood fronts and hard- 
wood guides and slides for easy, 
quiet action; available as a built-in 
line of standard units for the custom 
planned kitchen or as single “pack- 
age” units completely finished and 
ready for use? included in the con- 
venience features are a linoleum 
lined, hardwood cutlery drawer in- 
sert for classification of cutlery, 
silver drawers; bread drawers with 
metal insert, open end, rounded shelf 
units, sink units with double sinks, 
porcelain tops, and modern fixtures 
with provision for ventilated storage 
below; cup shelves; a desk unit. 

eg Merchandising, February 

1947. 




















. The Garage Door Opener with 

a Revolutionary, NEW Electronic 

Principle that operates all Types 
of Garage Doors! 


: NO DIGGING! . . . minimizes 
tedious and costly installation. 
Easily installed, winter or 
summer. 


& NO WIRES TO STRETCH! . .. 
house-to-garage connection 
utilizes same radio wave trans- 
mission as doe’s auto-to-garage. 


@ NO HORN TO HONK! . . . no 
annoyance to family and 
neighbors. 


¢ NO LIGHTS TO FLASH! .. . no 
one else has the “key”? to 
your garage. 


+ SIMPLE ... COMPACT! .. . en- 
tire assembly can easily be 
transported in the trunk of 
an automobile. 


- 


Here’s a midget-sized garage door opener that does a giant- 
sized job! The Electromatic Serviceman is simple and com- 
pact . . . employing an entirely new electronic energizing 
principle. Plus a built-in, foolproof safety feature. At last, 
a garage door opener that is priced within easy reach of every- 
one who has a garage. Installation is quick and easy, winter 
or summer. Just five screws secure door lift and motor 
assembly to any garage . . . practically out of sight, definitely 
out of the way! It is always in alignment. The electronic 
energizing unit installed in your car activates the opener by 
an entirely new radio waye principle. A button installed in 
your garage or house . . . and presto! . . . your door is open 
or closed, as you desire! 


DISTRIBUTOR FRANCHISES are now being granted for the 
desirable and profitable Electromatic Serviceman. Complete 
information will promptly follow your inquiry. Address the 
National Distributor, noted below: 










ELECTROMATIC SERVICEMAN Inc. 


19720 W. Eight Mile Road + Detroit 19, Michigan 














LAUNDRY MASTER Iron 


Haines Mfg. Corp., 4754 N. Clark St., 
Chicago, 40, lil. 


Device: Laundry Master 3-heat iron. 
Selling Features: An entirely new 
principle eliminates thermostatic 
controls or any moving parts; cord 
simply plugs into any one of 3 posi- 
tions for high, low, and medium 
heats; full size; weighs 4 Ibs.; 
streamlined ; operates on a.c. or d.c. 


Electrical Merchandising, Feb. 15, 1947. 














NEW PRODUCTS 























surplus water of condensation; rust- 
proof condensation fan with stainless 
steel rust-proof shaft; air filter is 
cleanable. 

Window coolers fit any window 21 
in. wide or over; Type “Y” cools 
any room 1500 cu. ft.; and Type 
“x” a room 2500 cu. ft.; cools, 
dehumidifies, circulates, filters air 
and brings in new air continuously ; 
quiet operation; housed in 2-tone 
walnut finished steel cabinet. 


Electrical Merchandising, Feb. 15, 1947. 














YOUNG Dryer 
Young Corp., Fall River, Mass. 


Device: Young automatic home dryer, 
Selling Features: Time control per- 


mits operator to set timer which 
turns off dryer automatically—set- 
ting is determined by type of fabric; 
clothes may be removed damp for 
ironing or completely dry. Specially 
designed blower forces hot air thru 
cylinder which turns 45 R.P.M.; 











+ H.P. 110 volt, 6 cycle motor 
FARIES Lamp — blowers and drying cylinder, C 
‘ pecial designed lint trap can easily 
Faries Mfg. Co., Decatur, Ill. . “ania to cleaning; : aa Che 
Device: 3-purpose lamp. om sates. rust —— pro- 55 
: ; ‘ tects clothes. Four triangular baffles : 
— Arta Mega phe ge toss and tumble clothes for fast dry- Device 
“99103” lamp stand has a patented ing; white, baked enamel exterior aoe 
slide fitting that permits easy verti- 25 in. deep, 36 in. high to match oral 
cal adjustment without use of screws kitchen cabinet standard ; companion meme 
or thumbnuts; black ripple and piece for the Young DeLux washer. Selling 
NUMECHRON Clock polished chrome finish. Electrical Merchandising, Feb. 15, 1947. hl 4 
Pennwood Numechron Co., McKenna Bidg., Electrical Merchandising, Feb. 15, 1947. v into 
Pittsburgh, 19, Pa. trol 
Device: “Commander” desk clock. v al 
Selling Features: Self-starting, direct : 3 to 
reading numeral clock; 110 volts, 60 rs ate 
cycles, a.c.; available = > choice of MATMATIC Water Heater plat 
walnut, ivory or black plastic. side 
Electrical Merchandising, Feb. 15, 1947. MatMatic Home Appliances Div., Matam a cl 
Corp., Long Island City, N. Y.; DuBoff Electr 
v & Co., 206 Lexington, New York City, 15, 
Direct Factory Sales Representative. 
Device: MatMatic instant faucet type he 
water heater. e 
Selling Features: Provides hot water 
for shaving, washing hosiery and 
other uses in summer cottages, farms 











KAUFFMAN Room Cooler 


and other emergency uses; outlet at 
faucet level enables full use of bowl 














AERVOID Water Heaters 





7 ae or sink; flow of water when faucet 

ne ee ag ty ee rag 4505 is turned on automatically turns on 

We 3t., St. Louis, Me. current; signal light flashes when 

Models: Kauffman portable and win- unit is operating; 1350-watt en- 
dow model room coolers, cool, de- closed-type element, a.c. 


humidify, ventilate, cleanse and Electrical Merchandising, Feb. 15, 1947. 
circulate air. 


Vacuum Can Co., 25 So. Hoyne Ave. 
Chicago, 12, Ill. 


Device: AerVoiD automatic water 
heaters, Nos. AL, BL and CL. 


Selling Features: Available in 3, 5 





WILKES Hotplate 


General Aviation Equipment Co., Inc., 














Wilkes-Barre, Pa. Selling Features: Portable models v _ 7 gal. ae ideal - point- 
Device: “John Wilkes” hotplate. available in 4 sizes Type “W” for a Saar pos gual par er Ae _ 
Selling Features: Operates on a.c. or lavatories, shelves in small homes, 
d.c.; 20 in. long, 10 in. deep, 4% in. 


trailers, coaches, cottages, farms, The 
camps; twin-band heat element for 
quick recovery; fully automatic; 
stainless steel throughout. 


Electrical Merchandising, Feb. 15, 1947. 


high; 2 burners: each contains two 
400-watt units equipped with switches 
to give high and medium heats; 
burners may be used separately or 
together; white enamel finish. 
Electrical Merchandising, Feb. 15, 1947. 
































room having 2500 cu. ft.; operates 
with % h.p. motor; Type “A” for 
a room 4000 cu. ft. has a 1 hop. 
motor; Type “B” for a 6000 cu. ft. 
room, has a 1% h.p. motortand Type 
“C” for a 9000 cu. ft. room using a 
2 hp. motor; simple to install, no 


LE JOHN Fans 


Le John Mfg. Co., 111 22nd Si., 
Huntington, W. Va. A ° 
Device: a John desk fans No. 901 SUNBEAM Hedge Trimmer 


and 1 Sunbeam Corp., 5600 W. Roosevelt Rd. 
Selling Features: 























ELECTRA-SERVE Heating Pad 
Electrical Industries, Inc., 42 Sumner Ave., 
Newark, 4, N. J. 

Device: Electra-Serve heating pad. 


Selling Features: 3-speeds on switcly 
with raised indicator that makes it 
possible to select the heat desired in 
darkened room. 


Electrical Merchandising, Feb. 15, 1947. 
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water pipes, no drain connections, 
simply plugs into nearest outlet; 
units are housed in steel cabinets in 
2-tone walnut; distribute cool air 
in sheet form at a 25 deg. angle, 
giving even distribution and putting 
air at breathing plane, not at the 
ceiling; all moving parts mounted 
on rubber vibration dampers; ac- 
coustical lining keeps noise at mini- 
mum; copper reservoir pan holds 


Equipped with 
shaded-pole induction type motor; 4 
balanced blades; fittings, switch and 
guard are nickel plated, body avail- 
able in pastel comes No. 901 (9- 
in.) delivers 830 cfm air, 2165 rp 

and uses 70 watts; No. 101 ( 10-in.) 
delivers 1025 cfm air, 1830 rpm 
speed and uses 100 watts; both 
models 115 volts, a.c. only. 


Electrical Merchandising, Feb. 15, 1947. 
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Chicago, 50, Ill. 


Device: Sunbeam hedge trimmer. 
Selling Features: 


Plastics and light 
metals keep weight down to 42 |bs.; 
specially designed, 12 in. high ent 
cutlery steel cutter bar, hardened and 
precision ground; easy to handle; 
cool-running 110 volt a.c.-d.c. motor 
self-contained within handle. 

Electrical Merchandising, Feb. 15, 1947. 
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CLAMCO Heat Sealer 


Cleveland Lathe & Machine Co., 
5511 Euclid Ave., Cleveland, O. 


Device: Clamco heat sealer for seal- 
ing cellophane, pliofilm and other 
thermo-plastic bags, liners and 
wrappers. 

Selling Features: Designed for domes- 
tic use and particularly for house- 
holders with home freezer; plugs 
into 115 volt a.c.; thermostatic con- 
trol cuts current when desired heat 
for sealing temperature has been 
reached—maximum heat obtained in 
3 to 5 min.; heat-sealing elements 
are contained within aluminum 
plates which are mounted in plastic 
side plates hinged to operate like 
a clam shell. 

Electrical Merchandising, 
15, 1947. 
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MILLER Boiler-Burner 


The Miller Co., Heating Products Div., 
Meriden, Conn. 


Device: Miller 
boiler burner 
enough to be 
kitchen cabinet. 

Selling Features: Automatically pro- 
vides sufficient hot water radiation to 
comfortably heat small homes of 3 to 
3 rooms, plus a year-’round supply of 
hot water; Heat Spiralator—a new 
heating principle—builds up pressure 
instead of a draft in firing zone, fires 
under positive pressure in fire box, re- 
sulting in new high heat transmis- 





automatic _oil-fired 
heating unit small 
placed in ordinary 
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PRODUCTS 


sion per sq. ft. of boiler surface; Mil- 
ler vaporizing burner—same as used 
in Miller conversion oil-burner, burns 
30 to 50% less oil than averdge 
burner—a maximum of 8/10ths of a 
gal. of No. 1, 2, or 3 oil per hr. at 
high fire the manufacturer claims: 
controls consist of Constant level 
valve; draft regulator; high limit 
control; aquastat; circulator control 
and ‘room thermostat; fits stand- 
ard kitchen cabinet or is availa- 
ble in streamlined steel jacket with 
linoleum covered utility top work- 
table height for utility room or base- 
ment installation. 

— Merchandising, February 15, 
1947, 














CORONET Vibraior 


Lektron Corp., 525 W. 45th St., 
New York City. 


Device: Coronet vibrator for skin and 
scalp massage. 

Selling Features: Operates on a.c. 
only; electro-magnetic device—no 
motor; 4 accessories: a roller 
beauty patter for complexion stimu- 
lation; scalp stimulator for stimulat- 
ing circulation at roots of hair; 
vacuum cup invigorator for reliev- 
ing nerve tension, muscle tautness, 
etc.; and a gum massage accessory ; 
weighs only 6 oz.; 5 in. long; 
cylindrical plastic case in 4 colors. 

Electrical Merchandising, February 
15, 1947, 





TELECHRON Clock 


Warren Telechron Co., Ashland, Mass. 


Model: “Airlux” occassional clock for 
desk, book shelf, or table. 


Selling Features: An almost-square 
case of crystal-clear optical plastic, 
52 in. high 64 in. wide, 23 in. deep 
with a 34 in, cream-white metal dial, 
gold color metal numeral band; 
roman numerals; self-starting syn- 
chronous Telechron movement with 
bell alarm which also makes it prac- 
tical for bedroom use. 

Electrical Merchandising, February 
15, 1947. 













PRODUCE FOR EXPORT 
.. hot inventory 











@ Take time to weigh the strong and weak points 
in your sales outlook and yout will see that adjust- 
ments are needed to sustain a prolonged period of 
high activity. 


Do not underestimate the coming decline in do- 
mestic sales and prices, but prepare for it by initiat- 
ing or expanding your foreign business. Foresight 
and prompt action will be more important than 
ever this year. 

Remember, profit stays up when volume stays up, 
so insure your future profits by starting export sales 
immediately. Strategic placement abroad NOW of 
limited stocks will keep the sales curve climbing 
when inventories start accumulating. 

Our established contacts with leading overseas 
distributors insure substantial orders when you need 
them. 

Let us tell you the full story. Write today! 


STERN, MORGENTHAU & CO. Inc. 


44 Whitehall Street New York 4, N. Y. 














BRUSH Soundmirror 


The Brush Development Co., 3405 Perkins 
Ave., Cleveland, 14, Ohio. 
Device: Soundmirror magnetic ribbon 
recorder-reproducer model BK1401. 
Selling Features: Makes % hour con- 
tinuous recordings on a_ special 
magnetized paper tape; recordings 
can be erased, cut with scissors and 
spliced with ordinary cellulose tape 
without harming playback; record- 
ings play back at least 1000 times at 
unchanged fidelity; can be plugged 
into home radios to pick up favorite 
orchestras, plays or speeches; and 
is equipped with handy microphone 
for “home talent” recordings; for 
use in personal record collecting, 
speech training, etc.; 115 volts, 60 
cycle, a.c, 
Electrical 
15, 1947, 


Merchandising, February 


v 





MAIL-A-VOICE Recorder 


The Brush Development Co., 3405 
Perkins Ave., Cleveland, 14, O. 
Device: Mail-A-Voice magnetic re- 
corder No. BK-501_ reproduces 
human voice on folding paper blanks. 
Selling Features: Self-contained re- 
corder-reproducer, intended for re- 
production of voice messages only; 
115 volts, 60 cycles, a.c. only, draws 
27 watts in “play” position and 31 
watts in “record”; recording time 3 
minutes, turntable speed 20 rpm. ; re- 
cording 40 lines per inch, inside-out; 
where recording blank is to be 
mailed or folded for storage, blank 
must be folded as desired before the 
recording is made; recording blanks 
are available in 20-blank envelopes; 

“Erasing” bar permits erasure of 
recordings so blanks may be used 
over; (Weighs 13 Ibs.; metal case, 
gray “Hammerloid” finish ; 11%x 
10%4x5% in. 

Electrical Merchandising, February 
15, 1947. 

















CORONET Radio 
Coronet Radio & Television Corp., 1083 
Bergen St., Brooklyn, 16, N. Y. 
Device: Coronet table radio. 
Selling Features: 5-tube a.c.-d.c.; 
broadcast band 55 to 170 kc; short 
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ELECT 


APPLIANCE 


NEW RADIO PRODUCTS 


wave 6-17 mc; 5-in. Alnico speaker ; 
built-in loop antenna; illuminated 
slide-rule dial shock and moisture 
proof, completely tropicalized; wal- 
nut wood cabinet. 


Electrical Merchandising, February 
1947, 


15, 














VIEWTONE Television 


Viewtone Television & Radio Corp., 
81 Willoughby St., Brooklyn, 1, N. Y. 


Model: “Futura” table television set. 
Selling Features: Compact, in cabinet 


of mahogany and veneer with hand 
rubbed finish; incorporates all 
technical improvements that View- 
tone has developed; fits conveniently 
in any office, home or club; dimen- 
sions, 21x21x19 in. high. 


eo Merchandising, February 














ieee 


CROSLEY Television Set 


Crosley Div., Aviation Corps., 
Cincinnati, O. 
Device: Crosley Television console. 
Selling Features: Incorporates 5 fea- 
tures: a swivel tube mounting which 
pivots over a 60 deg. angle, per- 
mitting viewing from right or left 
as well as straight on—when not in 
use, tube swivels into cabinet so that 
no controls or tubes are visible; 
rotatable switch provides for selec- 
tion of 2 to 8 television channels by 
means of Channel Selector plug-in 
units exclusive to the Crosley set 
—Channel Selector units obviate 
necessity for tuning controls and 
manual tuning devices for selecting 
stations; flexible antenna arrange- 
ments allow for combinations of 
separate antennas to be automatical- 
ly obtained without auxiliary or 
external switching; I. F., 33 m.c. 
eliminates interferences from FM 
stations, diathermy bands and the 
possibility of cross-modulation of 
television, FM and amateur serv- 
ices ; special type balanced input 
circuit; 4-position switch allows use 
of television antenna for FM, turns 
off radio dial light when using tele- 
vision, turns of all television tubes 





when on radio or phonograph, turns 
off radio oscillators when on tele- 
vision or phono; and allows same 
tone and volume controls to be used 
for radio, phono and television. 
Aluminized screen cathode ray 
tube produces a 2-times brighter 
picture; Germanium crystal detects 
television signal; radio set and 
auxiliary television controls are a 
tilt-out bin on right hand side; auto- 
matic phono on left side in a slide- 
out drawer; set operates on standard 
band, 540-1600 kc; shortwave, 9450 
to 11,950 kc; FM band 88-108 mc; 
and any 8 of the 13 television chan- 
nels from 44 to 216 mc; contains 
23 to 27 television tubes including a 
10 in. cathode ray picture tube; 3 
rectifiers and 9 radio tubes plus 1 
rectifier. 

Automatic record changer holds 12- 
10 in. or 10-12 in. records; has two 
4% in. storage bins; cabinet is 
pin in. high, 37%4 in. wide, 18 in. 
cep. 


Electrical Merchandising, February 


15, 1947 
v 

















DICTOGRAPH 2-Way Talkie 


Dictograph Products Inc., 580 Fifth Ave., 
New York 19, N. Y. 

Device: Dictograph “2-way Talkie” 
for household, office or farm use. 
Selling Features: A system of 2-way 
communication anyone can operate 
without use of telephone, household 
electric current or radio, simply con- 
nect wires to the 2 outlets to each 
speaker, place speakers wherever 
you wish, flip the switch to talk and 
release to listen—gives clear undis- 
torted reception right through loud- 

speaker. 
Electrical Merchandising, February 
15, 1947. 








ZENITH Radio-Phono 


Zenith Radio Corp., 6001 W. Dickens 
Ave., Chicago, 39, lil. 


Model: Zenith deluxe model 20H097E 
radio-phono console. 

Selling Features: 20-tube set—16 radio 
tubes, 2 rectifiers, 1 phono tube, 1 
tuning eye indicator tube; standard 
band from 535 to 1620 kcs; 2-band 
Armstrong FM with AVC and in- 
ternational shortwave band; maxi- 
mum power output 50 watts with 
30 watts of power undistorted; robot 
dial makes tuning easy for only 1 
wave band is visible at a time as 
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band switch is turned and spinner 
tuner provides fast, easy tuning 
across dial; FM Silentuner elimj- 
nates “roar” between stations when 
tuning FM; Frees Se developed 15. 
in. coaxial P peaker; set also 
has plug to accommodate wire re 
corder. 

Record player plays 10 and 12-in, 
records intermixed; automatic 
switch shuts off turntable after last 
record has been played; Zenith 
radionic Cobra tone arm; cabinet 
contains storage space for from 10 
to 20 record albums depending on 
size, convenient shelf holds records 
while loading or unloading changer, 
Cabinet of mahogany bleached to a 
warm bisque finish in period design, 
Electrical Merchandising, February 
15, 1947. 





STROMBERG-CARLSON 
Radio-Phono 
Stromberg Carlson Co., Rochester, 3, 


. 7 


Model: Salem Chest 1121-PS radio- 
phono console. 

Selling Features: Receives standard 
broadcast, shortwave and both FM 
band signals; built-in antennas; 8- 
station push buttons may be used on 
either AM or FM; tone control; 
volume control; edge-lighted slide 
rule dial ; automatic record changer; 
12-in. electric-dynamic full floating 
speaker; mahogany veneer cabinet, 
colonial design; with generous al- 
bum space; 34% in. high, 35% in. 
wide, 173% in deep. 

Electrical Merchandising, February 
15, 1947. 


v 


BENDIX Radio-Phono 


Bendix Radio Div., Bendix Aviation Corp., 
Baltimore, 4, Md. 


Model: No. 697-A invisible _radio- 
phono designed as authentic step- 
table console. 


Selling Features: Superhet circuit 
using 6 all-radio tubes and a sele- 
nium rectifier; full standard broad- 
cast, 540-1620 kc; push-pull beam 
power output; 8-in. Alnico speaker; 
super-signal built-in antenna; auto- 
matic record changer plays up to 
12 10-in. records sets low in body 
of table, top slides back revealing 
player and is closed at other times; 
Phantom Dial glows through ma- 
hogany grained panel when “on, ” at 
other times radio function remains 
invisible; mahogany finish. 

Electrical Merchandising, February 
15, 1947. 
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Hommel and Co., distributors. 





LEAGUE OFFICERS: |. W. Danforth (left), president of the Danforth Co., Pitts- 
burgh, who was recently re-elected president of the Electric League of Western 
Pennsylvania talks over 1947 plans with C. Greer Yount, Sears, Roebuck & Co. group 
manager, who was elected a vice-president. Other officers include: secretary, T. O. 
McQuiston, Duquesne Light Co.; and treasurer, Ludwig Hommei, president of Ludwig 








LEAGUE ACTIVITIES 





Lee Named to Head 
Atlanta Association 


Grady A. Lee, manager of the At- 
lanta Sterchi Bros. Stores, Inc., and 
supervisor of the Sterchi stores in 
Georgia, has been elected president of 
the Atlanta Electrical Association to 
succeed Bob Shelly of Bob Shelly Ap- 
pliances. Mayo B. Clark, Clark Equip- 
ment Co., was elected vice-president to 
succeed Judson Draper, Davison’s. 
New secretary is Mitchel Edwards, Jr., 
vice-president of the Yancey Co., suc- 
ceeding J. C. Brown of the Brown 
Distributing Co. Mr. Lee said that the 
program this year will deal with prob- 
lems of dealership, trade-ins, terms of 
service, including free servicing of 
appliances, and plans for a “trouble 
school” to assist dealers. 


Westchester Fights Tie-In 
Sales, Forced Advertising 


The Westchester Gas & Electrical 
Appliance Dealers Assn., Inc., Mount 
Vernon, N. Y., recently passed a 
resolution requesting members to ad- 
vise its grievance committee of at- 
tempts by suppliers to require deal- 
ers to purchase extra merchandise 
or to give advertising or money for 
advertising in order to obtain mer- 
chandise or special franchises. “Such 
practices,” said the resolution, “which 
have become common since the war, 
are unfair and detrimental to the 
trade.” The group’s grievance com- 
mittee will act upon all complaints 
from members. 


Bloomington Dealers 
Elect Lyle Fowler 


Lyle Fowler will be president of 
the Bloomington Appliance Dealers 
during 1947 as the result of recent elec- 
tions, Other officers of the Indiana 
group are: Phil Talbot, vice-president ; 
John Roberts, secretary; and Francis 
Smith, treasurer. 


ELECTRICAL MERCHANDISING—FEBRUARY 15, 


Detroit Housewares Club 
Elects Officers for 1947 


The Housewares Club of Detroit, 
newly reorganized and composed of 
men identified with the electrical ap- 
pliance, housewares and hardware in- 
dustries of metropolitan Detroit, re- 
cently elected the following officers: 
president, Don Rose, Don Rose As- 





DON ROSE 


sociates; vice-president, Jack West, 
Graybar Electric Co.; treasurer, Hugo 
Straus, House Furnishings Sales; sec- 
retary, Dave Mercier, D. J. Mercier & 
Associates. Chief object of the club 
is promotion of fellowship and good 
will. Monthly luncheons will feature 
guest speakers. 


Alan Steinert Named President 
of Electric Institute of Boston 


Alan Steinert, president of the East- 
ern Co., Cambridge, Mass., distribut- 
ing firm, was recently elected president 
of the Electric Institute of Boston, Inc., 
to succeed Frank L. Nason of the 
Westinghouse Electric Corp. Mr. 
Steinert is president of the Cambridge 
Chamber of Commerce. We founded 
the Eastern Co. in 1933, and has long 





been active in appliances and radio. 


1947 








































Kitchen Cabinet Production 
Will Really Roll 
in LYON’S Modern Plant 





ABOVE are three partial views of sections of our 
big, modern plant, all set for quantity production of 
Lyon Kitchen Cabinets. 

While today’s trickle of steel permits only a frac- 
tion of our potential production, it has enabled us to 
“tune up” both equipment and manpower for record 
output of precision-built kitchen cabinets when steel 


receipts become normal. 


LYON OZ 


KITCHEN CABINETS 


LYON 





METAL PRODUCTS, INCORPORATED 


General Office: 221 Monroe Avenue, Aurora, Ill. 
Branches and Dealers in all Principal Cities 
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BUY 


all the U. S. Saving Bonds 
you can 
and 


KEEP 


all the U. S. Saving Bonds 
you buy 

















Wuere To Buy 


Parts, Services & 
Accessories 














DEALERS TAKE NOTICE 


Small Armature Rewinding 
Our Specialty 
Armature and Field Coils for Vacuum Cleaners, 
Soutag Machines, Mixers, Sanders, Drills, Fans 
etc. 
All our work fully guaranteed. 
KATZ BROS ° 
109 South 6th Street Brooklyn 11, N. Y. 
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WANTED 
PURCHASING DIRECTOR 
for large refrigerator manufacturer. 


Must be experienced. 


, P-992, Electrical Merchandising 
120 N. Michigan Ave., Chicago 11, Il. 








Selling Opportunity Wanted 





ATTENTION MANUFACTURERS. Sales 
executive now contacting appliance dis 
ributors in New York and New Jersey desires 
representing another manufacturer Inter- 
ested in obtaining another vast selling prod 
ict. RA 103, Electrical Merchandising, 330 
W. 42nd St., New York 18, N. Y. 








Wanted 





WANTED PROJECTED exclusive products by 
nation-wide Independent Dealers Electrical 


Appliance League.” Write Ideal Sec’y, Fair- 


port Harbor, Ohio. 
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CALIFORNIA 


A total of over $8 million for 1946 
by Inter-Coastal Co., Inc., Los An- 
geles, has been reported by George 
R. Pizarro, president. Over $7 mil- 
lion of these sales were for four South- 
ern California manufacturers (three in 
the electrical field) for which Inter- 
Coastal acts as exclusive national dis- 
tributors. 931 wholesale outlets did the 
selling. A breakdown shows sales of 
$1,609,072.25 covering kitchen tools, 
barbecue tools and color slide viewers 
made by Adel Precision Products 
Corp., Burbank; $750,000 for electric 
clocks turned out by Sheffield Instru- 
ment Co., Glendale; and $3,200,000 
for vacuum cleaners made by Inter- 
state Engineering Corp., El Segundo. 
Inter-Coastal also handles national 
sales for several other manufacturers, 
including Omar Tool and Die Works, 
St. Louis, for which sales of $758,000 
were made on stainless steel steam 
irons. Mr. Pizarro predicts an even 
better sales year in 1947, “but only for 
those manufacturers who will be able 
to offer real values to meet a buyers’ 
market.” 


CONNECTICUT 


Vincent J. Cannelli is the newly-an- 
nounced sales supervisor of the H. M. 








Vv. J. CANNELLI 


Tower Co.. appliance wholesalers cov- 


ering southern New England. Before 
service with the AAF in England 


during the war he was associated with 
Sears Roebuck, according to William 
Miller, Tower’s president. 


DISTRICT OF COLUMBIA 


Stephen C. Hall has joined the sales 
staff of Edgar Morris Sales Co., dis- 
tributors of Westinghouse appliances 
and Zenith radios. During the war Mr. 
Hall was first with the WPB, con- 
trolling the war stockpile of refrig- 
erators, and later with OPA as price 
analyst for major appliances. Prior to 
the war he was with the General 
Motors Acceptance Corp. at Roanoke 
and Richmond, Va. 


FLORIDA 


Major Appliances, Inc., founded in 
1936 by Walter D. Rowlands, presi 
dent and general manager, has an- 
nounced the opening of its new Jack- 
sonville branch at 536 E. Fourth St. 
J. C. (Carl) Ammons is local man- 
ager. In addition, it has opened an- 
other branch in Tampa, at 419 Ella- 
mae St. Some of the lines carried by 
the firm are Amana, American Cen- 
tral, as well as RCA Victor records. 


GEORGIA 


A change of scene is the lot of the 
Georgia Appliance Co., electrical sup- 
plies and appliance distributors. From 
553 Whitehall St., S.W., Atlanta, they 
have moved to 1405 Spring St., N.W.. 
into a recently completed new build- 
ing. Herndon Thomas is president and 
P. C. Gilham, Jr., is treasurer of the 
firm, which handles Crosley products 
for the state. 


ILLINOIS 


Offices have just been opened at 510 
N. Dearborn St., Chicago, by The 
Salescrafters, Inc., manufacturers’ 
representatives in the electronics and 
radio industries on both a national 
and a territorial basis. The organiza- 





RAY R. HUTMACHER 


tion is headed by Ray R. Hutmacher, 
who recently resigned as assistant 
general sales manager of the radio 
and electronics division of Maguire 
Industries, Inc. 


NEW JERSEY 


Greeting the introduction of RCA 
television as “the greatest contribution 
to the radio industry during the past 
year”, Krich-Radisco, Newark dis- 


tributors, have announced that a sepa. 
rate Television Division has been cre. 
ated to handle a rapidly expanding 
sales volume in video. It will be headeg 
by Earl C. Pullen, erstwhile head of 
the firm’s RCA Victor Home Instry. 
ment Division, Bert Rice. new to 
Kirch-Radisco, is sales manager of 
the RCA Victor Radio Division. 


NEW YORK 


F. Scott Griswold has been ap. 
pointed by Alexander Maisel as gen. 
eral manager of Maisel Appliances jn 
Buffalo. Before the war Mr. Gris. 





F. SCOTT GRISWOLD 


wold spent eighteen years in various 
executive managing and buying ca- 
pacities in the merchandising field. 

The former Crouse building at the 
corner of N. Salina St., Oswego Blvd. 
and E. Belden Ave. in Syracuse has 
been purchased by the Baldwin-Hall 
Co., now at 309 E. Water St. Accord- 
ing to Fred S. Baldwin, firm presi- 
dent, the building will be his new 
headquarters. Remodeling and recon- 
ditioning are underway now. 

Thirty years of business activity 
were celebrated recently by 180 em- 
ployes of the Onondaga Supply Co, 
Inc., Syracuse, and their wives. The 
occasion also marked dedication of the 
distributors’ new building at 344 W. 
Genesee St. The old headquarters at 
353 E. Onondaga St. will be retained 
as a branch store. Officers of the firm 
are: H. Hiram Weisberg, president; 
Benjamin S. Arnold, vice-president; 
Jack B. Phillips, treasurer. and Theo- 
dore Pierson, secretary. 
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TIME TO BUY at lower prices, R. J. Mowry (right), sales manager of General 
Electric Appliances, Inc., tells the distributing agency's North Jersey authorized 
dealers who met at the newly remodeled showrooms in Bloomfield, N. J., to se@ 
the 8-cubic foot G-E Spacemaker. J. C. Saur, manager of G-E Appliances, told the 
dealers to “look for the best in your history." The new home has 50,000 square feet 
of area housing offices, showroom, service department, warehouse, receiving and 
shipping platforms and a 20-truck garage. The showroom contains a full-sized sample 
store front, a complete electric kitchen and a modern home laundry. 
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NORTH CAROLINA 


t a sepa. 

een Cre. @ 4 charter to sell electrical appli- 

<panding § ces has been granted to Electrical 

© headed Wholesalers, Inc., Raleigh, with au- 
— of § orized capital stock of $100,000, sub- 

; Stru- 





gribed stock $300 by Elizabeth T. 
new tof could, C. C. Whitacre and R. A. 
‘ager of Cersley, all of Raleigh. 

sion, R. H. Watkins has joined the Chap- 
man and Wilhelm Co., appliance dis- 
tributors, as director of the heating 








wipment department, R. L. Chap- 
re a 7 and E. H. Wilhelm have an- 
ances in @ nounced. The firm plans to have a 
r. Gris. | sew warehouse, showroom and office 
building at N. Tryon St. and Dalton 
Ave., and has bought property for the 
purpose. 
OHIO 
John E. Hanley has been appointed 
sales manager of Western Reserve 
Distributors, Inc., Cleveland, and will 
relinquish a similar position with the 
Toledo branch of Westinghouse. He 
A 
- various 
ying ca- 
+ field. 
g at the 
go Blvd. 
cuse has 
win-Hall 
Accord- 
= oe JOHN E. HANLEY 
his new 
d recon- 
takes the job at a time when the firm 
activity § ‘8s expanding into larger quarters and 
180 em- @ combining office and warehouse opera- 
ply Co, @ tions at 1241 E. 26th St. 
ves. The The Graybar Electric Co., Youngs- 
on of the & town, plans to move into a new build- 
344 W. Bing at Rayen and Foster Aves., an- 
urters at j Nounced W. C. Robinson, manager. The 
retained § building, erected at a cost of more than 
the firm §§ $40,000, will provide both office and 
resident: @ Warehouse space. 
resident: James P. Printy, through a promo- 






tion, is now sales manager of the ap- 
pliance division of the Joseph B. Smith 
Co., Toledo wholesalers. The firm has 
been incorporated with 200 shares of 
$250 p. v. each, because of expanded 
operations. Joseph B. Smith is presi- 
dent and treasurer; Carmen C. Smith 
is vice-president, and H. J. Bramble, 
secretary. 

New distributor of M. G. M. records 
in Ohio is the Arnold Wholesale Corp. 
of Cleveland. Gordon Bole will be in 
charge of the record department, with 
headquarters at 5209 Detroit Ave., 
N.W., and Fred G. Wolfert will as- 
sist him, according to Robert C. Hager, 
company president. 


id Theo- 


PENNSYLVANIA 


Acquisition of larger quarters has 
been carried through by the Lanken- 
Magid Co., Philadelphia distributors. 
There is an enlarged staff, increased 
showroom space and warehouse facil- 
ites at 532 Arch St. The firm will 
shortly announce a new line of prod- 
ucts it will represent. 

The appliance and housewares dis- 






Seneral @ tributing firm of Pennsylvania Whole- 
thorized sale Distributors has announced, 
to see @ through David Shinberg and H. T. 
jold the fi Freedoff, that it has a new home at 
re feet #48 Arch St. Philadelphia. Their 
ng and —@ Warehouse, showrooms and executive 
sample i Offices will occupy the entire premises 
of the location, 
DISING 








ACCOMMODATION for many different 
sizes and types of appliances is provided 
by this display stand built by the Auto 
Equipment Co., Denver, Colo., distribut- 
ing firm. ". . . It is extremely neces- 
sary for dealers and distributors to 
maintain . a complete display of 
samples . . .", says sales manager E. L. 
Huff. The Auto Equipment Co. is visited 
each week by from 150 to 250 dealers. 





Early February saw the opening of 
Emerson Radio of Pennsylvania, Inc. 
at 223-225 N. Broad St., Philadelphia, 
with A. Irving Witz, president, in 
charge. The celebration was extended 
over a period of 10 days to render 
better service. 


WASHINGTON 


Frank C. Porter, vice-president, has 
made known a list of appointments for 
the F. B. Connelly Co., Seattle. Head- 
ing the major appliance department 
will be F. M. Williams, and succeed- 
ing him in the electrical department 
will be Neal Wallberg. Mr. Wallberg’s 





HAROLD BRANDT 


position as service manager will be 
filled by Harold Brandt, formerly as- 
sistant manager of the order depart- 
ment. 


WEST VIRGINIA 


The West Virginia Electric Supply 
Co. of Huntington has been incorpo- 
rated with $50,000 capital authorized 
and $1,000 paid in. The incorporators 
are Joseph Colker, Lilyan A. Colker 
and Herbert Colker, all of Huntington. 


WISCONSIN 


New merchandise manager. of the 
Appliance Division of the Clark Sup- 
ply Co., Inc., 3707 N. Richards St., 
Milwaukee, is Kenneth W. Browne, 
who before the war was manager of 
the refrigerator sales department of 
the Milwaukee Gas Light Co. The an- 
nouncement comes from L. E. Froling, 
advertising manager. 
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32 VOLT Electric Iron 


LAUNDRY 
MASTER 


© ONE HEAT 
400 WATT 
MODEL 


























$U.55 
Retail 
INCLUDING 32-VOLT LAUNDRY MASTER IRON 
FEDERAL Model 333 Iron is ready for immediate delivery. 32-volt, 400 
Watt, Complete with Cord Set. This is a highly polished 
EXCISE 4-pound Iron, engineered to give many years of perfect 
TAX service on 32. volts. Packed 6 to a carton. 
Dealer's Cost including tax—Each............ o oe $6.55 
110-VOLT AUTOMATIC ROASTER 
IMMEDIATE For Roasts, Boiled Dinners, etc, Underwriter's Approved. All 
DELIVERY Chrome Finish. Accurate Thermostat. 4!/2 quart capacity. 
Dealer's Cost, including tax—Each.......... re | 
_— 110-VOLT WAFFLE IRON 
yee °. Gleaming Bright Aluminum. Accurate Heat Indicator. Bakes 
Net Railway Ex- 8 inch super size Waffles. 
Chicago eae Dealer's Cost, including tax—Each.......... + +++$12.50 


NG CORP. 


4754-56 N. CLARK 
CHICAGO 40, ILL. 


HAINES 
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Weat from the customer's side! User has 
catalog data at correct reading angle 
swith both hands free. Binding in 1-inch 
sections permits instant pick-out and 
replacement. Each section has its 

place, cannot slide. To change sheets, 
you handle only 1 section; section 
instantly removed and instantly — 

replaced. Order additional sections - 
as your needs demand. 
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Save Time, Temper, Money! 


Do you use loose leaf data in buying, selling, speci- 
fying? Then you need EVER READY. Every cat- 
alog sheet is instantly available and in place. No 
delay, no annoyance, no chance to mislay any sheets 
or to miss related sheets and items. Each section 
holds one inch of punched sheets. Each section stays 
in place, yet is removed or replaced instantly. 
Remove any single section for page replacement 
without disturbing the balance of the whole set. C 
EVER READY is lifetime built, handsome. Tens A. Open Section B. Replace sheet, 
of thousands in use. Order yours today! close section C. Replace section 

ee eee) ee 


ORDER TODAY! ALL SHIPMENTS EXPRESS i 
§ 


‘7? SIMPLE AS 


XZ, ABC 
























Geneva Mfg. Co., 420 Stevens St., Geneva, Ill. 
Gentlemen: Please ship me: 
.---Neo. 12 EVER READY Holder. 15 in. wide, Company 
121% in. deep, 5% in. tilt. Sturdy steel, 
dark green baked enamel. Capacity, 12 sec- Att. of 
tions. With wings ond 2 sections: $5.65 Ea. 
~---Ne. 24. like No. 12. With wings and 2 
sections. 29 in. wide, 1244 in. deep. Capac- Radrees 
ity, 24 sections. $8.50 Ea. ci 8 
.-.- Add’ Sections, $1.00Eo. M-weecencevecencncccaces oe 
NOTE: Check Kolamazoo 4-post (J, Ring Binder 3-post 0 4 
b 
iu 


" 
4 








MONEY BACK GUARANTEE! 
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Furniture Man's Viewpoint 
To the Editor: distributors and manufacturers. In 
After reading the article headed doing this, instead of holding a -e- 


“Refrigerator with 3 Rooms of Furni- 
ture”, in your 
ELECTRICAL 


issue of 

I feel 
that your readers should be presented 
with an article dealing with facts con- 
cerning the legitimate home furnish- 
ings merchant. 

My experience and background in- 
cludes 17 years in the furniture and 
appliance business, four in the whole- 
sale end with nationally known manu- 
facturers and the past 13 years with 
my present employer. 


December 1 
MERCHANDISING, 


We operate a small chain of six 
retail outlets in Southern California 
communities. We are a progressive 


company having started from a small 
single store in 1919, 

Our volume last year was near a 
million dollars and we expect to top 
that in 1947. 


Rightful Share 


It is my belief that a large share of 
the home appliance and radio business 
rightfully belongs to the legitimate 
home furnishings store, and our fair 
share, as appliance and radio sales 
accounted for over 4 of our total sales 
volume. 

Now to get to the point of this article 
which is being written in the interest 
of all legitimate home furnishings 
stores. 

We did this kind of volume in 1946 
without a single tie-in sale. True that 
many furniture stores on the West 
Coast have ran “Immediate Delivery” 
ads, and these have hurt us as well 
as the electrical appliance dealer. 

We are honoring our unfilled orders 
as fast as the merchandise arfives from 
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frigerator or range “for a deal”, we 
feel that we are keeping faith with our 
trade which we have been all these 
years in building. 

In pre-war years home furnishing 
stores were responsible for a large 
share of the total volume on washers 
and ranges and up to 1941 they were 
doing an improving job on refrigera- 
tion. 


Works Both Ways 


A manufacturer or distributor is not 
misplacing his trust or merchandise 
allotting it to a legitimate home fur- 
nishing outlet, who in turn will do a lot 
for him when the going gets tougher. 

On the matter of appliance and radio 
franchises I am happy to state that 
75% of our present franchises were 
also held by us in pre-war years. 

In answer to the question asked 
“What has the furniture outlet ever 
done to benefit the appliance indus- 
try?” This could best be answered 
by the electrical appliance dealer him- 
self, who in pre-war years took many 
a sale away from the furniture mer- 
chant by long trade-ins and price cut- 
ting methods. 

The industry as a whole will never 
benefit by these methods, in the com- 
petitive market ahead we must have 
strict adherence to fair trade prices, 
complete consumer service and above 
all cooperation between electrical 
dealers, utilities, manufacturers and 
their distributors and the home furnish- 
ing store. 

GeorcE L. Davis 
3600 Whittier Blvd. 
Los Angeles 23, Calif. 


Edwina Nolan 


Noted home economics head to 
take rest on account of health. 


| iesng NOLAN, director Ben- 
dix Home Laundry Institute, has 
retired and will take a long rest to 
recover from two major operations 
which were performed some months 
ago. 

Well known throughout the country 
not only to electrical men and women 
but to consumer groups as well, Miss 
Nolan one of the most colorful 
figures in the electric appliance indus- 
try. She has been responsible for many 
aggressive home service activities for 
the two large organizations with which 
she has been associated. She spoke at 
many: national and local Edison Elec- 
tric Institute meetings, and recently 
made her first talk to the gas industry, 
at the American Gas Association meet- 
ing at Atlantic City. She is not 
only one of the best known home 
service directors in this country, but 
is known as well in other parts of the 
world. Some months ago when Eng- 
land’s leading home economist arrived 
in this country, she stated that one of 
the first people she wanted to see and 
talk with was Edwina Nolan. 


Listed in "Who's Who" 


is 


So great is Miss Nolan’s prestige 
that she is listed in “Who’s Who in 
America”—one of the few women in 
her line of work to be so honored. Miss 
Nolan left the Northern States Power 
Company, Minneapolis, in the late 
twenties to join the General Electric 
Company. Her early training at Min- 
neapolis was provided by H. E. (Cy) 
Young, now vice-president of the power 
company. At General Electric she 
established the Refrigeration Institute 
at Cleveland and later headed the Con- 
sumer Institute for the same company 
at Bridgeport. She was head of home, 
service for General Electric for about 
fourteen years, and was responsible 
for many new procedures, which are 
now accepted as standard by the appli- 
ance industry. 

About three years ago she became 
head of the Bendix Home Laundry 
Institute in South Bend. A story on 
the Bendix field home service organiza- 


Retires 



























































































































A feature of hundreds of industry meet- 
ings in past years has been the appear- 
ance of Edwina Nolan on the programs, 





























tion, involving over 7,000 women, ap- 
peared in a recent issue of Sales Man- 
agement. The article in part stated 
that these field women (1) teach the 
proper use and care of the Bendix 
automatic washer, (2) prevent un- 
necessary service calls arising from 
improper use of the machine, (3) u- 
cover prospects and (4) build good 
will. This is the largest and most 
comprehensive home service operation 
that has been initiated by an appliance 
manufacturer. It required over two 
years of preparation and training. Dur- 
ing the war, Miss Nolan served on the 
War Advertising Council and the Con- 
necticut State Nutritional Committee 
as well as a New England director for 
the War Production Board. 

In private life, Miss Nolan is the 
wife of Walter Daily, advertising di- 
rector of Bendix Home Appliances. 

Miss Nolan was chairman of the 
manufacturer’s home service committee 
of the Edison Electric Institute. She 
is a member of Altrusa, the business 
Women’s organization. 

In taking a well earned rest, she 
bears the cordial good will of all the 
appliance industry. Her boundless 
energy and creative abilities were ex- 
erted for the growth of the entire field. 















"| SEE YOUR SON'S BEEN HANGING AROUND THAT WASHING MACHINE CROWD AGAIN!” 
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PRE-SHOW ISSUE 7 


will present.... 


* A LIST OF ALL EXHIBITORS “he ; 

* EXHIBITION NEWS IMPORTANT TO ALL DEALERS 

* AN OPPORTUNITY TO INVITE YOUR DEALERS 

* AN OPPORTUNITY TO TELL YOUR PRODUCT STORY 
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The coming National Housewares and Major Appliance Exhibit carries 
unusual importance to the whole appliance and radio industry. 

It opens at the start of the long-predicted “buyers’ market” when dealer 
enthusiasm for products and policies is a necessity as at no time since 1941. 

The Philadelphia show is a truly national exhibit with active participation 
of both eastern and western groups of the industry. It takes place without 
competition from other important industry exhibits. 

More than any previous housewares show, this exhibit also turns the spot- 
light on major appliances with a special 20,000 sq. ft. section devoted to them. 
Major and small appliances and housewares join hands to make this an event 
of outstanding interest. 

Tell your dealers you will be there. Invite them to see you and learn your 
latest product stories, promotion efforts and policies. Do it in the April 15 Issue 
of ELECTRICAL MERCHANDISING that features this show and reaches 
the dealers before they depart for Philadelphia. 


MANUFACTURERS don’t overlook the value of — 
advertising in this important Pre-Show Issue of 
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THE 1947 


NATIONAL 


HOUSEWARES AND 
MAJOR APPLIANCE 


EXHIBIT 


APRIL 27— MAY 2 


CONVENTION HALL 
PHILADELPHIA, PA. 
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AGAIN!” 
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eUW: NUTONE Door Chime Displays that 


SHOW ’EM!.--SOUND ’EM!.-- SELL ’EM! 


Here are three new, completely wired, store-tested displays that show 
NUTONE Chimes at their attractive best . . . that sound them in all 
their melodious elegance . . . that se/J them for you! And, they sell 
the three NUTONE models that give you the biggest dollar volume in 
the business! 

Price of each “deal” includes your regular discount on the chimes, 
plus actual cost of the display. However, each display pays for itself 


WUTONE DOOR CHIME right from the start. . . because, at no extra charge, you get a NUTONE 


ptus 


Telechron CLOCK | Chime that offsets the cost of the board. Order these display “deals” 
from your wholesaler, now! 


e Three NUTONE K-38 "DOOR CHIME and 
You get all this for CLOCKS” ($14.95 list each). One 
$32.91 NUTONE K-16 “COMMANDER,” without 

charge, ($5.95 list) to offset cost of 

4 with the NU-38 board. One 15%” x 2112" easel-backed, 
Door Chime and metal-framed,green Masonite board with 


dis deal white and gold lettering, wired with push 
Clock play buttons and NUTONE B-10A Transformer. 


Two NUTONE K-40 “SYMPHONIC” You get all this for 
DOOR CHIMES ($26.95 list each). $38.34 

One NUTONE K-16 "COMMANDER;” 

without charge, ($5.95 list) to with the NU-40 7 
offset cost of display stand. One “ phonic’ 
display unit, 11" wide x 6"deep x3” Sym 

high, wired with push buttons. display deal 





Two NUTONE K-44 “MAJESTIC” 
DOOR CHIMES ($39.95 list each). 
You get all this for One NUTONE K-32 “CONTINEN- 
$59 94 TAL,” without charge, ($11.95 
4 list) to offset cost of board. 
¢ with the NU-44 One 18” wide x 72” high Mason- 
$6 AM et cate?! ite board, pearl gray, with let- 
“Majestic tered transparent band that en- 
display deal closesthe chime tubes. Wiredcom- 4, 
= products bearing the 
plete with push buttons, ready to NUTONE trade-mark are fair- 
plug into wall socket. traded in all fair-trade states. 


NUTONE IS THE WORLD'S LARGEST MAKER OF DOOR CHIMES 


DOOR CHIMES 





NUTONE INCORPORATED, MERCHANDISE MART, CHICAGO 54; 


200 FIFTH AVE., 


NEW YORK 10; 931 EAST 31st ST., LOS ANGELES 11; TERMINAL SALES BLDG., SEATTLE 








